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Intentions, 1947 


sumer durables (refrigerators, washers, our 

merchandise) is indicated in a recent Federal 
Reserve Report based on a wide survey. But a decline 
in intention to buy this year is shown in comparison with 
a similar survey made a year ago. Although buying power 
is there, a hesitancy to use it is declaring itself. 

Probably the chief reason for a holding back by a large 
part of our prospects is that they are using up the liquid 
assets accumulated during the war years. The top income 
groups are adding to their liquid assets in bank deposits 
and investments. About two-fifths of all spending units 
show a net increase in personal holdings. About the same 
proportion reported net declines. In this lower income 
group reporting the net declines the outstanding fact is 
that they are using these cumulative resources for current 
living expenses, emergencies, and medical care. During 
1946 this large group, representing a heavy proportion 
of our market, had a net decline in liquid asset holdings of 
approximately 10 billion dollars. Forty per cent of this 
was used up in consumption purposes, such as living 
expenses, etc. Another 20 per cent went for consumer 
durable goods including automobiles, and the same amount 
for housing. 

This is about the most significant fact developed by the 
entire study . . . that this great reservoir of government 
bonds and savings, which had been so much and so heavily 
depended upon by market forecasters, is going into cur- 
rent costs of living at about the same rate as into con- 
sumer goods and housing. 

This calls for a considerable revision of thinking in 
marketing circles and directs attention to the fact that 
current income must be more and more depended on. An 
encouraging fact in relation to this element was that there 
was some shifting from lower to higher income groups. 
Fewer spending units had incomes of less than $2,000 in 
1946. More had incomes above this level. Also, under 
the heading of Economic Attitudes more consumers ex- 
pected an increase in their own money incomes in 1947 
than expected decreases. 


D EMAND still high, wants still unsatisfied for con- 


O NE of the striking things about this survey is the 

degree to which it confirms the accuracy of the 
former survey. This study was able to check the degree 
to which consumer intentions declared for 1946 had actu- 
ally resulted in purchases. It was very close indeed. In 
our classification of consumer durables, purchases planned 
for 1946 aggregated 3.8 billion to 4.6 billion dollars, and 
ranged from 28 to 31 per cent of the families. Actually in 
1946 the purchases were made by 28 per cent of the families 


McGRAW-HILL PUBLISHING COMPANY, 


and aggregated 4.1 billion dollars. It is therefore very 
important to us that the purchases planned for 1947 are 
by only 18 to 24 per cent of the families, and run into 
dollars from 2.6 to 3.4 billion, a sizable reduction. 

Another interesting disclosure is that the purchases 
planned for our type of durables for 1946 showed an aver- 
age per family of $320. The actual result was $310. Now 
for 1947 the planned purchases reported still contemplate 
an average expenditure of $310. This reflects another ele- 
ment of the report in a very definite resistance to price. 
Nearly half of all the families interviewed expected prices 
to fall during the coming year. Only one-eighth expected 
rising prices. Others looked for little change. 

Although the purchases of durables other than automo- 
biles reached the anticipated volume in 1946, the inten- 
tions were not carried out in all types of goods. More 
people declared that they wanted refrigerators and wash- 
ing machines than actually purchased them, because of 
the unavailability of these products. About the same num- 
ber of people bought radios as had declared their inten- 
tion to do so. This reflects the fairly general availability 
of radio sets during the period. But more people bought 
furniture than had planned to. With the greater supplies 
of refrigerators, washers, and other major appliances in 
1947, these purchasing plans may be carried out more 
completely. 


ITH the decline in the amount of cash, bank de- 
posits, and government bonds in the hands of the 
lower income groups, an increase in the use of installment 
credit necessarily follows. There is every likelihood, there- 
fore, that the volume of installment sales credit now expand- 
ing will be accelerated. This also is to be expected because 
of price increases on major appliances that make the full 
cash investment too heavy for a very large part of our 
market, and even make monthly payments under Regu- 
lation W a burden and a deterrent to purchase. 

We have, therefore, in this report, as in other trend 
indications, a definite trimming down of the size of the 
pressure for immediate buying that we have been depend- 
ing on since the war. Consumer reluctance or inability to 
finance, or the hesitancy to make up their minds at the 
moment, are all elements that must enter the sales and 
promotional thinking and planning of all the elements in 
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Almost identical twins! So what’s the difference? 


Basically it’s just a matter of one pound. Why? ! D & N T | C A L 


Because some women like a 4-pound Lightweight 


and others’ prefer a 3-pound Featherweight. Now H 
Me But with...one 
Westinghouse has both . . . two Adjust-O-Matic 
: MODEL LPC-414C, This ever-popular LPC-414C 
Irons, identical in appearance, priced the same, but 
with different construction features; the first time in the appliance field . . . featuring a stream- 
. line design for better balance and “gliding” . . . 
any manufacturer has made it possible for your a smooth soleplate of extra-hard cast iron, 
triple-plated with layers of copper, nickel and 
prospects to select an identical iron, performance- finished with extra-hard, scratch-resisting chrome. 


The shielded, 1000-watt element delivers heat 
rapidly over entire ironing surface. Never too hot 
or too cool. No waiting for heat to “catch up”. 


WEIGHT 4 POUNDS 


wise, in a weight preference. 
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SIMSBURY (at right) — has beautiful Westminster 
chime movement. One of the most popular Seth Thomas 
models ever built. Sturdy self-starting electric move- 
ment. Mahogany cabinet. Diecut numerals in bright 
brass on light ivory background. Retail: $55.00. 


BROOKFIELD — a banjo model that strikes. Rich mahogany 
case with sash, rails and ornament of polished brass. Silvered 
dial with black numerals. Self-starting electric movement. 
Retail: $65.00. 


FACET — a refreshing occasional model cased like a jewel in 
solid crystal-clear plastic with feet of brass. Black numerals 
on white with gold-colored metal dial in center. A stunning 
gift at any time. Retail: $25.00. 


BAXTER — is a beauty for the business man’s desk in of- 
fice or home. Smart....impressive... unusual. Solid ma- 
hogany case; brass side-pieces. Perfect gift. Retail $25.00. 


(Prices subject to change ... do not include taxes.) 
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SEEN THESE NEW BEAUTIES BY SETH THOMAS? 


Iheyle 


These four rich-looking clocks have 
the kind of sales appeal that definitely 
strikes a responsive chord on the part 
of “best customers” everywhere. Your 
own “best customers” will prove it. 
They’ll want these beautiful Seth 
Thomas* clocks for themselves. ..and 
for very special (and fortunate) people 
on their gift lists. 

Distinctively styled . . . masterfully 
built... and long famed for accuracy 
and dependability... every Seth Thomas 
mode] is truly a work of art... worthy 
of “‘the finest name in clocks.” 

It is none too early —now—to get 
in touch with your wholesaler with a 


view toward building up your stock for 
the fall and early winter selling season. 
While more and more Seth Thomas 
clocks are reaching eager markets, it 
hasn’t yet been possible to fully meet 
the demand for these fine clocks. For 
this reason we must continue the prac- 
tice of allotting our clocks to wholesalers 
to insure equitable distribution. Whole- 
salers themselves are following much 
the same plan... distributing fairly all 
the Seth Thomas clocks they receive. 
So we repeat: now is the time to contact 
your wholesaler to assure yourself of 
an ample inventory of these fine clocks, 
Seth Thomas Clocks, Thomaston, Conn, 


Seth Thomas national advertising is running in leading magazines, 
including Ladies’ Home Journal, Cosmopolitan, American Home, House 
& Garden, House Beautiful, Better Homes & Gardens and others read by 
a total of more than 23,000,000 men and women. This advertising 
continues to build preference for top-quality time-keepers that bear 


“the finest name in clocks.” 


“SETH THOMAS IS REG. U. S. PAT. OFF 


A product of G 
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Assets 


Some factors that make the outlook 
a favorable one for the energetic dealer. 


The third of a series. 


By C. M. DAVIDSON 


Davidson & Co. Inc., Miami, Fla. 


immediate economic outlook 
| is a matter of wide dissent. Ac- 
cording to various groups prices 

are going to: (a) go down; (b) go up; 


(c) stay almost stationary; and we are 


going to have: (a) a depression; (b) 


a boom: (c) a moderate correction 


period. 

I frankly admit that I am confused. 
However, I seem to have lots of com- 
pany for many of the Big Business 
soys I talked to gave me the impres- 
sion that they were also somewhat on 
the confused side. 


W hile | am 


predictions on 


make 
matters and 
prices, I do feel qualified to make one 
very positive statement. The appliance 
dealer will Yes, eco- 
nomic upheavals and price changes are 
a thing of the past and we have as- 
sumed a more stable economy, the ap- 
pliance dealer will still be with us and 
in considerable numbers, too. 

I will even stick my neck way out 
and predict that the appliance dealers 
will still lead the parade—will still 
sell more appliances than any other 
group of retailers. I don’t think there 
is any doubt about this if the manu- 
facturers and distributors will give the 
dealers the same “breaks” they give 
to the “volume” stores. 

The first thing we dealers should do, 
in my opinion, is to make a close study 
of “volume” store operations. Let's 
concede right off the bat that these 
stores do have advantages and that we 
can learn a lot by studying their opera- 


not qualified to 


economic 


survive. when 


tions with the idea of adopting the 
good features and capitalizing on the 
weak points. Let’s approach this with 
an open mind and on a “What have 
they got that we 

The have greater 
financial ability, do more advertising, 
have more central locations, more floor 


haven't got” basis. 
“volume” 


stores 
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traffic, wider public acceptance of the 
store name (not the brand name), and 
greater buying power. The last men- 
tioned probably is the most important. 

Now that adds up to quite a mess of 
advantages before we dealers can even 
start to some of the other 
points. However, we are discussing 
selling household appliances, not just 
and money in the bank, 
admittedly nice things to 
have, but having them or not having 
them does not necessarily mean that 


argue on 


real estate 


which are 


you can or can’t make a success of sell- 
ing appliances. Quite a few dealers 
have demonstrated that they can sell 
a volume of appliances even if they 
don’t own half of Main Street or have 
bank balances running into six or seven 
figures. 


Small Dealers Like Their Work 


Does the appliance dealer have any- 
thing that the “volume” store doesn’t 
have? My money says he has and that 
what he has is mighty important. Most 
successful appliance dealers are in this 
business because they like it. They are 
the boys and girls who get as much 
kick out of closing a good sale as the 
ordinary golfer gets out of making a 
hole-in-one or the rookie fisherman 
gets from landing a record breaking 
beauty. Making a sale isn’t work to 
them, it’s a real pleasure. 

They will stay around the store at 
night waiting to hop on a prospect like 
a duck hunter sits for hours in a blind. 
One covey of ducks or prospects—one 
shot at them and they are both happy. 

I have recently shopped an endless 
number of “volume” stores and the ap- 
pliance sales personnel gave me the 
impression that their jobs were just 
a means of earning a living. The in- 
stinct of “making the kill” seemed to 
be lacking. They were mostly court- 


He Likes His Business - - . 
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WHEN NEW MODELS ARRIVE the appliance dealer is excited and proud. 


He Knows His Customers. - - 


SOK 


THE GREATEST ADVANTAGE the dealer has is that he knows his customers. 


eous, but the selling seemed mechanical 
—the kind you learn from a corre- 
spondence course. If they happened to 
be in the middle of a sales talk and the 
closing bell rang—that’s all, brother 
—come back tomorrow. 

When new models arrive the appli- 
ance dealer is as excited and proud as 
when the missus presented him with a 
new boy. The “volume” store sales 
personnel are like the nurses in the 
“baby department” of a large hospital. 
There are so many new models around 
it’s just routine business. If there is 
any preference shown it’s for their 
own “baby”. I don’t think there is any 
question who—man for man—will sell 
the most appliances, the one who likes 
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the business or the one who is just 
earning a living. Yes, a large number 
of appliance dealers really like their 
business. You couldn’t pry them out 
of it with a crowbar. Come hell and 
high water they will still be doing 
business at the old stand—with im- 
provements and alterations, of course. 


On Their Way Out 


Fhere are lots of appliance dealers 
at present who got into the business 
just to make a pot of gold quickly. I 
doubt that many of these really like 
the business. Here also it is just a 
means of making an easy living—so 
they think. Some dealers seem to have 
no interest beyond ringing the cash 
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HE FINDS OUT where they live. He learns about their children. 


register and counting the money. I 
don’t think they will be with us very 
long. Some have already crossed over 
into other pastures where the grass 
looks greener, or easier to pluck. 

If you really like this business there 
isn’t anything about it you mind doing. 
You do the washing occasionally so 
you know what it is all about. You 
know how to cook so you really can 
demonstrate a range. You learn to 
operate the ironers. If a man demon- 
strates the ironer the woman knows 
it must be easy for she is sure she can 
do better than any mere man. In fact 
you’re a pretty good home economist 
and there are a lot of appliance dealers 
who are just that. 
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Personally, I like this business so 
well that there are few, if any, menial 
tasks about the store that I object to 
doing. I even mop my display room 
floor quite regularly and I admit I 
don’t mind it even though I have a 
good size display room. 

A lot of people think this is silly— 
that I should hire some one to do this 
work and devote my time to more im- 
portant things. Maybe the time will 
come when I can spend my time more 
profitably, but mopping the display 
floor means a great deal more to me 
than the small amount of money I save. 
It’s my way of determining that I still 
like my business. 

Crazy, you say. Well, I don’t know. 


1947 


HE KNOWS HOW TO COOK so he can really demonstrate a range. 


HE KNOWS THE CLUBS they belong to and meets them there. 


Maybe I can explain it this way. Some 
twenty odd years ago I met Henry 
Ford. It was on a farm in southern 
Ohio. Mr. Ford had been out working 
in the field. I was curious to know 
why, so I asked. “Young man”, he 
said, “there isn’t anything like getting 
out and working in the dirt to clear 
a man’s mind and get his feet on the 
ground. Makes you realize how great 
nature is and how small you are.” I 
never saw the great industrialist again, 
but I have never forgotten this advice. 


Acting "Big" Not Necessary 


I guess mopping the floor is my way 
of trying to keep my feet on the 
ground. I’m not, of course, recom- 


mending this procedure for anyone 
else. It would hardly be sportsman- 
like to expect Mr. Ruml to mop the 
floors at Macy’s in order to determine 
whether do not Macy’s liked the ap- 
pliance business. But it does seem to 
me that a willingness to perform menial 
tasks about your business does demon- 
strate an ability to make rapid adjust- 
ments and a willingness to take the bad 
with the good. Being able to adjust 
rapidly to changing conditions almost 
overnight is an advantage we dealers 
have over the “volume” store. We 
can change policies without the neces- 
sity of board meetings, executive meet- 
ings, sales personnel meetings, etc., etc. 
(Continued on page 214) 


PAGE 43 


| 
HE DOES THE WASHING occasionally so he knows what it is all about. PO 
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NEARLY 600 of these 3.2 cu. ft. home freezers have been put out 
on rental by the Bon Marche store in Seattle. Appliance department 
manager Soden demonstrates one of the boxes. 


RENTAL OF THE 3.2 CU. FT. Frostmaster has led to the sale of many larger sizes of home freezers to 


customers who first learned the value and possibilities of frozen foods through the rental service. The Bon 
Marche has a complete display. Salesman is John Ransom. 


More than 100 home freezers a month have 
moved off this appliance floor on a rental-before- 
purchase basis. The old "home demonstration" 
plan is selling 95 percent of the renters. 


TIED IN WITH the Bon Marche's home freezer rental plan is the weekly distribution of 
frozen foods. Orders received by telephone are filled in these individual containers 
from the store's 12,000 cu. ft. storage space, delivered in refrigerated trucks. 
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F you want to hear how one ap- 
pliance dealer has moved 584 
home freezers off his floor into the 
homes of users—and accomplished that 
in six months time—then give note to 
the home freezer rental plan operated 
by Harold E. Soden and the Bon 
Marche department store in Seattle, 
Washington. It’s the old pre-war 
“home demonstration” plan back in ac- 
tion, but revised to suit the needs of a 
new product in a new and yet only 
slightly developed market. 
Cooperating with another depart- 
ment of the store, and utilizing the na- 
tionwide plan and promotion of the 
Allied Stores chain, of which Bon 
Marche is a unit, Mr. Soden is rent- 
ing 3.2 cu. ft. Crosley-made Frostmas- 
ter home freezing cabinets to house- 
wives in the Seattle metropolitan area 
for a monthly charge of $2.50. The 
rental limit is six months, at the end 
of which the housewife must buy the 
freezer or let the store take it back. 


AUGUST I, 


Up to June Ist, 584 Frostmasters had 
been delivered to homes. And in the 
first month in which renters had to de- 
cide on buying or returning, 95 per- 
cent decided to purchase. 


Develops Two Markets 


The rental and eventual purchase of 
these small home freezers serves two 
of the Bon Marche departments. To 
Soden and his appliance department, 
it is an outlet for the boxes themselves, 
a chance to educate the public on the 
value of a home freezer and thus a 
larger unit at a later date, and by 
being spread over the Seattle market 
area they help establish that initial 
public acceptance of the home freezer 
and thus pave the way for Soden spe- 
cialty salesmen. To another depart- 
ment, the Bon Marche’s food distribut- 
ing unit, it provides a profitable market 
for frozen foods, for no small factor 
in the plan’s success is the store’s 
weekly delivery of quality frozen foods. 
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BACKING UP the rental and sale of home freezers and the sale of all major appliances at the Bon Marche are twice-weekly kitchen and laundry equipment demon- 
strations in the store's Westinghouse-designed kitchen-laundry-auditorium. The home economists are (left) Mrs. Beatrice Donovan, of Bon Marche and (right) 


Mrs, Jean Klas of the Seattle City Light Co. 


Girls in soundproof booths telephone 
each freezer renter or owner at a 
specified hour each week to take orders 
for the standard varieties of 
joods and to announce 
varieties which the department has 
made available. store’s 
12,000 cubic feet of frozen food storage 
space, orders are filled and delivered 
in the Bon Marche’s refrigerated 
trucks. Delivery time is arranged with 
each housewife so that someone will 
be at home when the foods arrive. 

The 3.2 cu. ft. rental freezer holds 
sufficient food for two weeks for the 
average family. The Bon Marche re- 
ports that the average food order is 
$5.00. The store prices its products at 
the same level as those available at 
neighborhood stores, but exercises 
strict control over the quality, testing 
all lots of food before distribution. 

The plan for renting a home freezer 
and taking delivery of frozen foods is 
sold to housewives through a crew 
of 15 girls who work for the Bon 
Marche on a commission basis. <A 
girl’s call on a housewife is preceded 
by a personal letter and a colorful 
booklet (prepared for and used by all 
participating Allied Stores). If the 
prospect agrees to the rental, Bon 
Marche delivers a home freezer that 
has been pre-cooled for 24 hours so 
that there will be no ill effect on the 
first batch of food delivered. 


frozen 
the special 
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To insure that each renter or pur- 
chaser will not suffer in case of me- 
chanical failure of the freezer, the 
store keeps pre-cooled boxes available 
to substitute immediately for any freez- 
ers that fail. The Bon Marche’s large 
appliance service department then will 
repair the freezer and it will be re- 
turned. 


Education and Demonstration 


Once the housewife has gambled 
$2.50 for a month’s rental, she is not 
left to flounder in the frozen foods 
world by herself. Every effort is made 
by the store’s home economists to see 
that the renter knows how to store 
foods and how to prepare them for the 
table. However, that is not a service 
set up for this freezer rental business, 
it is appliance manager Soden’s prin- 
ciple for selling all major appliances. 

The prospect on the display floor at 
the Bon Marche is given what demon- 
stration is needed to bring about the 
sale. This is given by the salesman 
and is as complete as necessary, con- 
sidering that the prospect is excited, 
is trying to decide between appliances, 
and will remember little if anything 
about the operation. So, after she has 
made her selection, she is turned over 
to the home economist who demon- 
strates again the proper operation of 
the appliance. This gives the pur- 
chaser all the knowledge that she can 
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absorb prior to actual home operation. 

The final step is what the Bon 
Marche and Mr. Soden are proud 
about. About 4 to 6 weeks following 
the delivery of a major appliance, an 
invitation is sent to the purchaser an- 
nouncing the date and time of a dem- 
onstration at the store. In the Bon 
Marche’s demonstration kitchen-laun- 
dry, built to the Westinghouse plans 
in space adjacent to the main appli- 
ance display floor, laundry and cooking 
schools are operated each week, one 
session for each subject. The pur- 
chaser of a major appliance is in- 
vited to that session in which her type 
of appliance will be demonstrated and 
she is invited to bring a friend. Fol- 
lowing the meeting, which never lasts 
more than an hour, the purchaser is 
invited to talk with the home economist 
and discuss any problem that has arisen 
during her first few weeks of operat- 
ing the new appliance. 

Attendance at these demonstrations 
average 40 to 60 people. At a meeting 
late in May, when frozen foods had 
been advertised as the subject, 75 
women attended. Of these, 8 were 
renting freezers from the Bon Marche, 
15 owned their own home freezing 
cabinets, and 28 rented locker space. 


Long Range Program 


To Soden, the renting of these 3.2 
cu. ft. boxes, the supplying of quality 


By 
HOWARD 
EMERSON 


frozen foods at regular prices, per- 
sonal attention to every renter and 
purchaser, is a logical merchandising 
program that is overcoming many of 
the problems that have kept home 
freezers sitting untouched and unsold 
on many dealers’ floors. 

As the distribution of frozen foods 
is outside Mr. Soden’s jurisdiction and 
beyond the scope of most appliance 
dealers, it is better that we look only 
at the rental of home freezers as a 
means of merchandising these avail- 
able appliances into a new and rela- 
tively uneducated market. 

Mr. Soden feels that the rental of 
home freezers is a big step toward 
educating the public on the value of 
frozen foods, on the value of having 
their own storage space, etc., without 
the big problem of price. At present 
price levels, the cost of even a ae 
or 4 cu. ft. home freezer will deter 
people who have had no experience 
in the regular use, the food value and 
food quality, plus the convenience of 
home freezer storage. The rental plan 
makes it possible for the 
family to see for themselves whether 
or not a home freezer will be advan- 
tageous. Having obtained the freezer 
from a dealer who will show the 
family how to use it properly and how 
to take full value of its convenience 
qualities, most families will begin to 

(Continued at bottom of page 92) 
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A Hotpoint Institute home economist suggests that you always set your clock and 
see that it is right before doing any automatic cookery. 


DEMONSTRATE 
That Range 


Its possibilities will open the eyes of women, 
especially those who have to leave their kitchens 


often. A timer carries on when they are gone. 


First of a series by TOM F. BLACKBURN 


Margaret McCordic, Wisconsin appliance expert, not long ago pointed 


out that rural women did not know enough about the timers on their 


electric ranges. They regarded them as clocks and failed to put them 
to their proper use. 


Too many range salesmen fail to demonstrate the timer when selling, 
or point to it with a wave of the hand. This is too bad, Mrs. McCordic 
said, as it is with the timer that the electric range and other flame type 
cooking devices part company. 


“Country wives have to leave their kitchens much more often than 
other women,” she stated. “There is the business of going to town, of 
working in the garden and with the poultry that takes them away from 
the house. They would be interested in a device that does the job while 
they are absent.” 


To turn the spotlight on the timer, ELectricaL MERCHANDISING is 
running a series of sequence photographs showing just how the timer 
is operated on several makes of electric range. It is smart selling to 
run through this business of setting up the timer with each prospect. 


Illustrated here are the steps needed for the timers on Hotpoint, 
Admiral, Frigidaire and Monarch ranges. 
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Next thing to do is set the cooking time knob. Turn the upper knob to the right, 
and a blue dial will appear showing the selected hour when cooking is to stop. 
The way it is set here, the oven meal will be ready to serve at 12:00 noon. 


5 Then set the oven temperature control to the desired heat. 


Get a look at the location of the timer on a Monarch range. It's right up front, 
and if you have the model with built in roaster (as shown) it also controls that. 
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Turn the same upper knob to the left, and you will see a red hand appear on the 4 Turn the set pointer 


» right, dial. You select the number of hours the cooking is to continue. 
stop. 


Set the oven switch to the "timed bake" position and your oven will be operated y | You can use your timer to make breakfast coffee with the Hotpoint range. Plug 

automatically. in your coffee maker on the timed outlet, set your timer and you will have coffee 
waiting for you in the morning—or when you come in from the movies—as nice as 
you please. 


Let Miss Lorraine Hammer of Beaver Dam show you how to operate it. Turn the Now she is turning the red knob at the left to the number of hours she wishes the 
knob in the center to set the hand to the correct time of day. food to cook. 
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At the right is the black “stop cooking” knob. Lorraine turns it to the hour she 


wishes cooking to stop. 


First thing to determine is when you want the cooking to stop. Turn the button at 

the left and the dial revo!ves. The automatic operation will stop at the time to 
which the arrow is pointed. In this case she is moving it to about six thirty. Time this 
picture was taken, as you can see, is about 12 minutes past four. 


Turn the selector switch at the left to the position marked “oven.” You turn it to 
“cooker if you wish, or to the appliance outlet. The timer will work with each of these. 
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To put the oven timer into action, Lorraine turns the white knob at right until the 
pointer is down, and the black dot behind it is exposed. She is careful to turn it 
back when job is done. Otherwise oven cannot be operated manually. 


= 


The knob at the right will enable you to determine when you want the oven to start. 


Again the dial revo'ves, leaving a long red strip showing. Here we are going to 
start the oven at about 5 o'clock. 


2 Pull out all the set buttons on the clock between the hours that the meal is to cook. 
The current will come on at the period you indicate and will shut off when through. 
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Lorraine reaches over and turns the oven switch to the "bake" position which means She sets the dial at the desired temperature called for by the recipe. That's all 


til th 
vist that only bottom oven heat will be used. there is to do! 


turn it 


in 3 Press the set lever. It will put the automatic control in operation. Last step of all is to determine what temperature you want. Miss Weidner is setting 

| re it at 325 deg. When the oven comes on at 5, it will operate at 325 deg. from 
5 o'clock to about six thirty, then cut off. Simple, isn't it? 


Set the temperature control to the desired position. You will get the heat you indi- 4 Miss Willie Mae Rogers, director of home economics for Admiral, who calls Jackson, 
cate and during the period desired, no matter whether you are near the range or far Tennessee, her home town. 
away. You can return to the kitchen and find your meal done. 
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GLITTERING BRIGHTNESS greets the eyes of incoming shoppers on the Electric 
Center's main selling floor. Rows of appliances are displayed for maximum mass effect. 


A VAST AMOUNT of merchandise is on display on the floor, but the arrangement is 
such that each product can be easily demonstrated. Note raised display platform to 
cut down unnecessary stooping. 


Fashion 


A woman's fashion store in Phoenix, Ariz., Goldwater's has 


applied clothing merchandsing techniques to appliances. 


YEBROWS all over Phoenix, 
kK Arizona, went up when the oper- 

ators of Goldwater’s, the city’s 
outstanding women’s fashion store, an- 
nounced plans for an electrical appli- 
With its first year 
of operation behind it, the new de- 
partment, actually a complete store in 


ance department. 


its own right, is still keeping eyebrows 
popping—but in admiration more than 
anything else. 

Two factors have marked the initial 
“The Electric Center’— 
which is the name of the outgrowth 
of Goldwater’s original idea. These 
are the use of fashion selling tech- 
niques in appliance merchandising and 
emphasis on cusotmer service. Fur- 
therance of these two principles keeps 
the new store at 777 North Central 
Ave. humming with customers. 

The fashion angle is first apparent 


success or! 


in the architecture of the store, which 
occupies its own one-and-a-half story 
structure. The half floor is a spacious 
mezzanine which provides office space 
for manager B. B. Shultz and his staff 
as well as a stock room for lighter ar- 
ticles. From the outside, the store is 
strictly high-fashion. Clean, contrast- 
ing, modern lines are designed to 
make the entire exterior of the build- 
ing serve as a background for window 
displays. 


Fashion in Display 


While all the many display windows 
are open-backed to permit an easy 
view into the interior of the store, the 
windows are constructed in several 
types for special display purposes. 
Those on the side of the building are 
conventional, low platform windows. 
The entire corner of the structure, 
however, is composed of a huge, 12- 
foot high, right-angle window. This 
fashion styled showcase is used to 
highlight special major appliance dis- 
plays. Other windows near the en- 
trance are small, shadow-box style 
displays each suitable for dramatically 
showing a single radio or small appli- 
ance, 

Describing the merchandising of 
major appliances as “high fashion” in 
technique may sound paradoxical. Ac- 
tually, however, the approach is sound 
and natural in housewares promotion, 


FULLY EQUIPPED with tools and parts as 
well as trained manpower, Electric Center's 
service department is able to cope with al- 
most any repair emergency. Appliance 
mechanic shown above is overhauling refrig- 
erator motor. 
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because to a large extent the sales 
effort in appliance stores is directed 
to the same group of consumers as the 
fashion specialty shops aim at—the 
women, 


The Fashion Approach 


Primary difference between high 
fashion techniques and traditional ap- 
pliance promotion lies in the direct 
appeal used by each. Appliance ad- 
vertising generally aims to convince 
buyers by using the “reason-why” ap- 
proach—telling all about the product 
with stress on its mechanical high- 
points and giving the reason why it 
should be in every home. 

Fashion merchandisers, on the other 
hand, stress emotional appeals. Instead 
of describing the tensile strength of 
the fabric and double-action stitch used, 
they gaily flutter about “allure” and 
“beauty” and “the light in his eyes 
when he sees the way you look to- 
night.” Naturally, appliance dealers 
can’t be expected to go all the way 
in this direction. However, the Elec- 
tric Counter has demonstrated how 
some of the fashion approaches may 
be utilized in selling refrigerators and 
washing machines. In general, these 
borrowed techniques include: 


1.) More generalized sales appeal—i. e., 
promote a better-looking, easier - running 
home; rather than a seven cubic foot, self- 
lubricating refrigerator; 

2.) Accent on household beauty instead 
of mechanical efficiency; 

3.) Advertising that gets away from 
heavy, buckeye type, detailed copy and 
technical descriptions in favor of emotional 
appeals such as household glamour and 
personal advantages of new appliances; 

4.) Emphasis on atmosphere and back- 
ground—in store construction and interiors, 
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in displays, in advertising design—always 
planting the subtle message that living can 
be more glamourous with the latest house- 
hold appliances. 

The high-fashion aspects of the Elec- 
tric Center are carried out inside, 
where wide aisles and spacious floor 
displays take the place of the too-fre- 
quently cluttered floors of some appli- 
ance stores. Recessed fluorescent fix- 
tures cast an evenly controlled light 
over the entire 50 by 180 foot area. 
In order to obtain maximum customer 
traffic throughout the store, the high- 
volume, low-unit-cost departments are 
placed well toward the back. Thus, a 
customer coming in to discuss a radio 
repair or to buy a record, must pass 
through the aisles displaying radios and 
major household appliances before 
reaching the repair and record depart- 
ments in the rear. 


Strategic Placement 


Additionally, the record department 
is located adjacent to the cash and 
wrapping desk—a carefully calculated 
bit of placement which enables custom- 
ers waiting for an appliance purchase 
to make a few impulse sales in records 
at the same time. 

Actually, the disc department is op- 
erated in many respects as a store- 
within-a-store with its own distinctive 
name, “The Record Bar.” In a re- 
cessed corner, the record department 
is lined with shelves containing the 
stock of both single recordings and al- 
bum sets. Out toward the main dis- 
play area of the store, a self-service 
section is set-up, in which 1,000 single 
records are displayed in racks for 
browsing customers, 

The main selling job in records, 
however, is taken care of at the novel 
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CONSOLE RADIOS are demonstrated in completely furnished display nooks. Chair, 
shadow box on wall, lamps, all add homelike atmosphere, help prospective buyer visualize 
set amidst her own furnishings. 


By AMOS TAUB 


sales counter. Here chairs are pro- 
vided for shoppers in front of a 
series of specially designed turntables. 
These are equipped with earphones 
which were built by the store’s own 
electrician to provide fidelity sound re- 
production with low volume. At one 
swoop, this eliminates both ends of the 
most prevalent dilemma of record 
merchants—blasting sound from open 
turntables or monopolistic “squatters” 
in closed booths. The Electric Center 
has no booths at all and has never 
missed them. 

To get around the familiar bugaboo 
of non-booth album sales, the dam- 
aged returns problem, every record 
is carefully inspected before being 
wrapped for a customer. Greatest ad- 
vantages of the counter-turntable sys- 
tem of selling as compared to the more 
widely-used booths, are greater turn- 
over and more personal service—one 
of the key principles of all merchan- 
dising in the Electric Center. The 
unconventional selling techniques used 
at the Record Bar, however, promote 
no important differences in the break- 
down of record sales. Following the 
country-wide trend, albums show 
greater and greater appeal but the 
sales proportion holds at roughly 60% 
popular records to 40% classical. 


The Fashion Theory 


In addition to architectural and 
store design elements, high-fashion 
techniques extend throughout the 
store’s merchandising theory. This is 
not so much a result of the connection 
with Goldwater’s as an indication of 
the management’s confidence in this 
pioneering theory of housewares sell- 
ing. 
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Mr. Shultz, manager of The Electric 
Center, sets the merchandising pat- 
tern. His aim is to feature new and 
quality merchandise at all times. A 
fast turnover is an important part of 
the technique, not only for its intrinsic 
profitable pattern, but also so that the 
stock will never grow overly familiar 
and tiresome to customers. To this 
end, Mr. Shultz is extremely cautious 
in his buying policy. In fact, until 
the anticipated price break occurs, he 
plans to continue ordering merchandise 
on a hand-to-mouth basis, so that his 
store can never find itself stuck with 
a high-priced inventory. 


Delivery Question 


Actually, of course, the biggest prob- 
lem in rolling up sales is obtaining 
sufficient deliveries in wanted lines. 
In radios, for example, with table 
models available in profusion, Mr. 
Shultz is still having difficulty satisfy- 
ing his customers’ demand for larger 
combination sets. 

This lack of combinations, in turn, 
has had an unfortunate impact on 
record sales. While the musical discs 
continue to bring a goodly share of 
traffic into the store, their low unit 
cost places them in third place in gross 
sales on the basis of the first year’s 
operations. Mr. Shultz ranks his ap- 
pliance division (both major and 
small) as number one grosser; with 
radios second; and records trailing. 

The recurrent fashion parallel holds 
good, too, for the Electric Center’s ad- 
vertising. The major part of the ap- 
propriation is split between radio and 
newspapers. Insertions appear almost 
daily in the Phoenix journals—the re- 
lated Republic and Gazette and John 
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UNIQUE RECORD BAR solves perennial problem of listening booths versus blaring 
turntables. Specially designed earphones give customer high fidelity audition of records 
without a sound being heard in next chair. Salesgirl handles all records. 


THE ELECTRIC CEN- 
TER in Phoenix, Arizona 
—sleek and modern 
architecturally as the 
products it features for 
sale. Banks of open- 
backed display windows 
permit strolling passers- 
by easy view of mer- 
chandise inside. 


and Anna Roosevelt Boettiger’s new- 
comer Arizona Times. Prepared in 
the Electric Center’s own, independent 
advertising department, the ads never- 
theless maintain the fashion touch in 
copy approach. 

Most advertisements feature a single 
item of merchandise. sun-lamp, 
electric broiler, radio, etc. Toa simple 
line drawing of the product, is added 
brief descriptive copy plus price and, 
as the fashion advertisers say, “Voila!” 
Occasionally, an insertion is used to 
play up some department of the store 
or selection of stock. As, for instance, 
a recent ad listing all the nationally- 
advertised brands of radios carried: 
Admiral, Bendix, Emerson, G.F., 
Packard-Bell, Phileo, RCA, Scott, 
Sentinel, Stewart Warner, Stromberg- 
Carlson, Westinghouse and Wilcox- 
Gay. Another approach used in Rec- 


ord Bar copy, is to feature one record- 
ing artist, such as Dinah Shore, with 
a list (prices very evident) of all her 
records and albums in stock. 

Radio promotion is built around an 
unusual program called “The Wishing 
Well.” This show runs five mornings 
every week over KOY and features 
records—drawn from the store’s own 
stock—plus “The Wishing Well Lady,” 
Miss Jane Conley. The Wishing Well 
is a systematic promoton through 
which The Electric Center sets out to 
prove (in the words of the program's 
themesong) that “Wishing can make 
it so.” 


Wishes Come True 


The wishing is done by means of 
printed cards available to all inside 
the store. No purchase is necessary 

(Continued on page 213) 
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GEORGE SAPPINGTON (right) tells new partner George Hickman that close managerial supervision is the 
panacea for most appliance dealers’ troubles. Both are ex-Maytag salesmen; both believe that a high caliber 


sales organization is the sine qua non for success. 


Supervisio 


George Sappington has pulled the Oklahoma Appliance 
Co., Oklahoma City, through 21 years of good and bad 
times by close personal supervision of store operations. 


LERT managerial supervision is 
A evr Sappington’s panacea 
for by-passing economic booby- 
traps confronting the home appliance 
retailer 
By exercising close supervision over 
such details as salesman training, col- 
lections, service department operation, 
etc., the veteran Oklahoma City home 
appliance dealer has pulled his store 
through the gamut of business vicissi- 
tudes—from depressions to merchan- 
dise shortages. Economic imponder- 
ables of the future hold no terror for 
George Sappington; he has the same 


secret weapon he has employed effec- 
tively during a span of twenty-two 
years of merchandising home appli- 
ances 


Back in 1922, as an employee of the 


Pettee Hardware Co. in Oklahoma 
City, George talked his bosses into tak- 
ing on the Mavtag washer line. Two 
years later, they leased him space in 
the store and turned the Maytag deal 
to hin 

In 1925, after a decision to branch 
out, establish his own stores, and hire 
salesmen, George was hamstrung by 


the paucity of good men. He took 
what he could get and trained them. 

In 1929, George 
Oklahoma counties for Maytag, and in 
1930, unit 


was covering 24 
January, reached a 


9 iles 
record-breaking high of 536 washers. 


But the honeymoon was over by late 
1930 with the arrival of the depression, 
and the dilemma of mounting delin- 
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quent accounts, excessive reposses- 
and what the dealer believes 
was the most crucial period in his en- 
tire career. 

“By installing and maintaining a 
closely-supervised collection program,” 
he recalls, “we managed to stay in 
business. We set up a system in which 
follow-ups were made on accounts de- 


sions, 


linquent more than seven days, and we 
went over the accounts every seven 
days until they were either paid out 
or repossessed. The efforts of a service 
organization, working around the 
clock in reconditioning repossessed 
washers, were matched by the en- 
deavors of a hard-working sales staff 
in disposing of the avalanche of re- 
possessed equipment.” 

Until 1930, Sappington’s 
Oklahoma Maytag Co. handled only 
washers, but in the dealer 
I refrigerators, 


George 
that year 
vegan adding new lines 
vacuum cleaners, 
Until the 
1942, 


top se 


radios and ranges. 
cessation of deliveries in 
the company was doing a tip- 
ling job, and lived up to the slo- 
“Oklahoma’s Leading Appliance 
Store Since 1925.” 


yan, 


The End of the Line? 


In 1942, George Sappington stopped 
and asked himself if conditions didn’t 
indicate that it was the end of the line. 
Parts hard to get. A dearth of com- 
petent mechanics. Dribbles of mer- 
chandise. However, alert supervision 
again provided a solution. Rolling up 


his sleeves, the dealer buried himself 
in the basement repair shop, worked 
side by side with the raw recruits, 
teaching them appliance service know- 
how, while upstairs on the sales floor, 
a lone salesman was dispensing a line 
of insecticide used as a temporary stop- 
gap for appliances. 

“Thank God, that insecticide is 
about gone,” says George, feelingly. 

Recent historical high-spots of the 
company’s existence have come in 
quick succession, On January 1, 1946, 
Maytag was replaced with an exclusive 
franchise with Altorfer Brothers for 
ABC washers, a decision that neces- 
sitated changing the company title to 
the Oklahoma Appliance Co. In 
the same month, George acquired a 
partner—Norman Hickman, another 
former Maytag employee. 

And in January, 1947, a new rec- 
rd department installed as a 
lighlight of a remodeling program 
which included a new air conditioning 
unit, new white and natural wood fix- 
tures, and refinished walls in a base 
color of chartreuse with greenish-gray 
fixtures, trimmed in rose. 

Although the store location isn’t in 
the main business district, the position 
is advantageous—in the center of a 
group of crowded office buildings and 
near a group of the city’s largest apart- 
ment buildings—the traffic is con- 
stantly heavy. With a 25-foot front, 
and a sales room measuring 23 by 66 
feet, store facilities include a 35-foot 


was 
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LIGHTS IN THE CANOPY overhead remain on as long as the 
window lights attract the customers. 


His 


long refrigerator selling station, a 
10 by 10 sound-proof radio demonstra- 
tion room, a console and table model 
radio display niche, a center-of-the- 
store display mechanism for small ap- 
pliances, and three sound-proof record 
booths. The visual front affords 
passers-by a panoramic view of the en- 
tire store interior. 

The service shop spreads over the 
entire 25 by 100-foot basement, and 
has a personnel comprised of two re- 
frigerator repair specialists, a two-man 
washing machine repair crew, and a 
mechanic who services vacuum clean- 
ers, radios and small appliances, In 
addition, two men are used for con- 
ducting outside repair service on 
washers and vacuum cleaners, and also 
make deliveries of new merchandise. 


Foreman In on It 


Leroy Duding, repair shop foreman, 
and a member of the company’s service 
organization since 1929, was recently 
permitted to buy a small slice of the 
business. He sits in on management 
conferences involving company policy- 
setting strategy. 

A roll call of the brand names of 
major appliances reveals that the 
Oklahoma Appliance Co. is franchised 
to sell the following: Frigidaire, ABC 
and Speed King washers; Royal 
and Premier vacuum cleaners, Gray- 
bar sewing machines, and Zenith, 
Farnsworth, Majestic, Olympic, Clar- 
ion, Westinghouse, and General Elec- 
tric radios. 

Norman Hickman and George Sap- 
pington make a smooth-working com- 
bination. Both believe that, funda- 
mentally, a successful appliance retail 
store depends on the calibre of the sales 
organization, Both believe in trying 
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THE LITTLE FELLOW shows a lot of interest in the Frigidaire 
which sales manager R. P. Ford is demonstrating to his mother. 


Secret 


out new measures in attempts to boost 
store traffic. The new record depart- 
ment was a move along that line. Both 
concur in their concept of a good serv- 
ice department—one that gives the cus- 
tomer what he pays for, and in which 
mechanics thoroughly test equipment 
to insure that it is in mechanically per- 
fect action before it leaves the shop. 


Price Policy 

Both advocate fair prices, and both 
believe they should obtain the full 
price. Both embrace a trade-in policy 
that doesn't involve giving away all of 
the trade-in profits, A 90-day guaran- 
tee will be given on trade-in items 
which will be completely overhauled in 
the service department. Salesmen will 
be paid commissions for selling trade-in 
merchandise, with the commission in- 
cluded in the selling price. 

But both owners think that it is the 
sales organization that can make or 
break a home appliance retail firm. As 
a result, they are building a nucleus of 
salesmen that will be second to none in 
the Oklahoma City territory. Daily 
sales meetings, mass demonstrations 
and home demonstrations of merchan- 
dise, have already been introduced in 
producing a potent sales staff. 

“We plan to keep a trained salesman 
on the floor at all times,” says George 
Sappington. “Before the war, we as- 
signed each outside salesman one day 
a week on the floor, including new re- 
cruits who weren’t completely familiar 
with the products, and who weren’t 
well-versed in the technique for clos- 
ing sales. By maintaining a trained 
man on the floor constantly, we figure 
to derive improved returns from the 
traffic.” 

Because merchandise deliveries 


By 
GRIER 
LOWRY 


haven't reached proportions warrant- 
ing a full-fledged sales organization, 
the company is appropriating more for 
newspaper and radio advertising than 
is planned in the future. Two percent 
of gross sales for radio advertising and 
two percent for newspaper advertising 
is allocated. Classified ads push the 
service shop, and the new record de- 
partment is publicized with display ads 
on the amusement page of the city’s 
daily. 
Buyers, Not Enemies 

The company emerged from the ini- 
tial, more frenzied, stage of maintain- 
ing lists of buyers and accepting de- 
posits, with remarkably few enemies. 
By making delivery in precisely the 
order in which deposits were accepted, 
and by eschewing idle promises re- 
garding delivery dates, buyer discon- 
tent was held to a minimum. 

Because it is the most efficient deliv- 
ery method, the company continues to 
accept $25 deposits on refrigerators. 
Although immediate delivery is fur- 
nished on washers, this merchandise 
is distributed to salesmen on an alloca- 
tion basis. 

As soon as deliveries increase, and 
the government regulation banning 
merchandise out on demonstration is 
lifted, the company pla.s to install the 
efficient master record file which re- 
cords serial numbers of appliances, and 
reflects data on appliances out on ap- 
proval or used by salesmen for demon- 
stration purposes. 

At the end of the month, the book- 
keeping system reflects the gross prof- 
its realized from each sale, records 
service department revenues, and gives 
an itemized account of all expenses. 


End 
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THE RECORD BAR, originally set up as a traffic builder for the major appliance section, is paying its own way 
and Faye Wolf (behind counter) has bui't up a good following among office workers from surrounding build- 
ings. The three listening booths are soundproofed, of course, and close enough for a check on occupants. 


IMPORTANT POSITIONS are filled by Lucy A. Carder (left) and Flora McBride 
who supervise bookkeeping and office details and are responsible, when the going 
gets tough, for the smooth operation of the company's collection system. 


SERVICE FACILITIES in the basement occupy a space 100 by 25 feet. This 
is the washer repair room with refrigeration, cleaner, radio, and small appliance 
service shops in the rear. During the war Sappington personally trained service 
men in anticipation of the post-war merchandise. 
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Example, the temperature has been 
hovering around 90 deg. F. with an 


average 


relative humidity of 30%. 


Follow the 90 deg. line until it inter- 
sects with the 30% humidity line. If this 


|_| 


wi point (point P) of intersection lies 
ott t) somewhere in the shaded area of the 
Sizah chart, it means that evaporative cool- 
Sy ing could be effectively used. 
|} 
rT] —~ 
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DRY BULB TEMPERATURE 
THE SHADED AREA of the chart above shows the conditions under which 


evaporative type cooling is practicable. 
moderately low relative humidities. 


High temperatures accompanied by 
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DIAGRAMMATIC ILLUSTRATION of a typical evaporative cooler installation. 


Such installations are popular in all types of buildings—from commercial to the 


smallest home. 


(Both charts courtesy Wagner Electric Co.) 


Answering Questions About 


Coolers 


Dealers have many queries about “desert 
coolers," or evaporative-type air condition- 
ers... Here are some answers 


By CLOTILDE GRUNSKY 


AN EASIER WAY 


THAN THIS !! 


ADVERTISING —Southern California Edison Co. uses this humorous type of ad- 
vertisement to promote the sale of evaporative type coolers in southern California. 
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N many sections of the United States 
the business of selling and installing 
evaporative coolers has become an 

important industry. In other areas, 
with climate not so different, dealers 
are wondering whether or not to un- 
dertake the sale of this equipment. 
They are not sure whether the climate 
of their community is such that evapo- 
rative coolers will give satisfaction. 
And they still have a number of ques- 
tions to answer to their own satisfac- 
tion before they are ready to answer 
the questions of customers: 

Are the fans necessarily noisy? Is it 
really possible to cool the air without 
raising the humidity excessively? Is 
there bound to be an unpleasant draft ? 
Does living in evaporatively cooled 
rooms make for more colds and other 
illness ? How expensive is the operating 
cost for water and electricity? Is there 
any odor from algae in the pads? How 
the popularity of evaporative 
coolers affect the sale of refrigerated 
air conditioning? 


does 


Where Coolers Work 


The districts which now use evapo- 
rative cooling extensively have an- 
swered these questions to their own 
satisfaction. In Arizona, where the 
experiment started and where evapo- 
rative cooling is so widely used that 
it is confidently estimated that about 
95 percent of the homes are artificially 
cooled during the summer, in the cen- 
tral valley district and in southern 
California, in western Texas and in 
some of the dryer sections of Idaho 
and Washington, this method of pro- 
viding summer comfort has been ac- 
cepted by both the electrical industry 
and the public. Originally installa- 
tions were home made or were custom- 
built by electrical contractors, but 
more and more factory-built equipment 
is being used. The manufacturers of 
these appliances also have sought satis- 
factory answers to the questions they 
are asked, with the result that they 
have built up a body of advice covering 
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almost all of the problems which are 
likely to arise. 

When it comes to the range of tem- 
perature and humidity in which evapo- 
rative coolers can be_ satisfactorily 
used, most manufacturers are loath to 
fix any definite limit. They point to 
satisfactory installations in Minnesota 
and Chicago as proof that the equip- 
ment can be used under conditions of 
relatively high humidity. In general, 
however, they state that evaporative 
cooling is most successful in climates 
such as that of the Pacific Southwest, 
where temperatures are high and hu- 
midity low. As the humidity of the 
outdoor air rises, the use of a cooler 
will be less and less effective in low- 
ering temperature within the house. 
It is pointed out, however, that in such 
a case, the difference of only one or 
two degrees between the air of the 
house and that out-of-doors may be 
sufficient to give relief, combined with 
a complete change of air at frequent in- 
tervals made possible by the cooling 
system. 

The Wagner Electric Co. has pro- 
vided a chart, using temperature and 
humidity, which shows the limits of 
both within which evaporative coolers 
may be used with satisfaction to most 
people, 


Air Supply Important 


Among the first of the other lessons 
which experience has taught is the 
understanding of the necessity for 
adequate outlet as well as intake of 
air. For satisfaction the cooler must 
be installed where there is an adequate 
supply of fresh air and there must be 
constant flow of air through the area 
to be cooled, with no re-circulation of 
used air. Otherwise the humidity of 
the air within the house rises rapidly 
and the cooling effect of the equip- 
ment drops with corresponding speed. 
It is always advantageous to locate the 
cooler in a spot which is relatively 
shady. The basement is a good loca- 


(Continued on page 220) 
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Utilities — Gas, Heat, Light, Stephen, 

_ Insurance — Life, S.S., Hospital, Car, Household 
Taxes — Income and Property (Fed. and Local) 
Medical Expenses — Medicine, etc. 


Food 


Personal — clothes, 


Childrens Clothes, etc. 


Low Monthly Payment Plan Needed 


Study of typical white collar family reveals that taxes and HCL are 
steadily cutting down possible savings. Without this backlog, 
such a family can buy durable goods only on the installment plan. 


BLONDE young wife with a 
baby in blue panties stood in 


a Chicago appliance store on 
North Central Street. 

“You have a refrigerator ready for 
immediate delivery,” she said. “We 
want one. But we cannot lay on the 
counter the amount of money you want 
for a down payment. My husband is 
working. We could pay off on our 
purchase all right. Isn’t there some 
Way you can figure out a partial pay- 
ment plan within our means?” 

The dealer couldn’t. Regulation W, 
demanding a third down and the bal- 
ance in fifteen months, stood in his 
way. 

There’s no denying that paper based 
on a third down and the balance in 
fifteen months makes very swell paper 
for the finance company. But it doesn’t 
promote volume business at today’s 
prices. 


White Collars Getting Soiled 


Gentlemen sitting in Washington 
and ruling the country by decree seem 
to have no understanding of what has 
happened to America’s white collar 
families—those young people recently 
married who make up the biggest mar- 
ket for electrical appliances. As the 
dollar depreciates, union families are 
able to force up their wages in pro- 
portion. But the vast bulk of the U. S. 
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population is without union scale pro- 
tection. 

To illustrate, ELectricAL MErcH- 
ANDISING recently interviewed a typi- 
cal American white collar worker who 
was unique in that he had kept exact 
budget figures on his expenditures for 
the past seven years. 

Plenty of people complain lustily 
about the increasing cost of living, but 
in the case of this family, the father 
was an engineer, with a passion for 
a slide rule. He was thus able to reveal 
the situation of thousands of white col- 
lar families, caught in a similar eco- 
nomic rattrap. His case is common 
with that group whose incomes run 
from $3,000 to $5,000 a year, and 
have children. 

Villian in the piece is revealed as 
the federal government (now holler- 
ing for lower prices) which has 
muscled its way into the family for 
12 percent of its income. Taxes only 
took 5.1 percent in 1941. 


Where the Money Goes 


Revealed is the reason why young 
couples cannot make big down pay- 
ments on today’s appliances. For the 
savings of this thrifty family has 
steadily shrunk from 24.4 percent of 
their income in 1941 (when the then 
childless wife worked) to 2.5 for 1947. 
Rent has jumped from 18.3 percent of 
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their total income in 1941 to 23.1 per- 
cent in 1947. Food has risen steadily 
from 6.6 to 15.9 percent of the family 
money. 

The cost of having baby No. 1 jolted 
Mr. G. for 7 percent of his year’s in- 
come in 1942. The second performance 
occurred in 1947, with a bargain rate, 
amounting to only 5.8 percent of the 
family’s yearly dough. It is interest- 
ing to note that the cost of clothing 
these little bundles from heaven 
amounted to 4 percent of one year’s 
paycheck, 

[t should be reported that Mr. G. is 
not the beneficiary of a union member- 
ship, and his salary has gone up in 
five years to only 1.4 times what it 
was in 1942, 

One of the illusions of the working 
wife, says Mr. G., is the belief that 
she greatly increases the family in- 
come. As a matter of fact, transporta- 
tion cost plus the increased amount that 
must go for clothes, greatly cuts down 
her economy. It is his belief that a 
working wife on a white collar job 
must earn at least $60 weekly in a 
city before her salary becomes an asset 
to a family. She can do better by 
staying at home and running the house- 
hold efficiently than she can by going 
to business, especially in metropolitan 
centers. 

With the G. family the wife worked 


the first year of married life. Family 
savings that year were 24.4 percent of 
the combined income. On the other 
hand, 23.3 of the dough went for 
clothes, although today the family 
spends only 9.2 percent of its earnings 
to clothe husband and wife. 

“Although we would like to buy a 
lot of things for the home,” says Mr. 
G., “the fact remains that with the 
shrinking amount of savings, we can- 
not afford any large down payment 
or too stiff terms. The only way we 
can buy is to spread it out. 

“Tf the savings the appliance offers 
amount to more than the carrying 
charge, we are ahead in having it.” 


Desire Is Still There 


Thus, Mr. G. brings out the revela- 
tion that one of the troubles with the 
present slackening demand is not les- 
sened desire for the product, but simply 
the fact that there just isn’t enough oil 
in the old can. 

In rebuttal, one might say that the 
G. family didn’t have to go and have 
two kids. That is true, but with any 
young family youngsters are likely to 
come popping into the picture, even 
if there is a war on. This calcula- 
tion must enter into every household, 
and since it is a commonplace, has 
been considered here as part of the 
picture. End 
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A WHITE COLLAR FAMILY’S INCOME GOES 
Total Income Index 1942 = 1.0 first year of single income 1.4 1.0 1.05 1.13. 1.23. 1. 
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SOL POLK picks up a blanket as the first step in a washer demonstration. 


EASY SPINNER is ready with water and clothes for demonstrations. 


DEMONSTRATION 
STUFF 


Chicago's Central Appliance & 


7 Furniture Co. believes the small 


dealer was born to tell a story 


EVERYTHING in the store can be plugged in to demonstrate. 


ILLY SUNDAY, the 


evangelist, 


frequently got « plaints that 

his converts to religion didn’t 
stick. “The good effect isn’t lasting,” 
people said 

Neither is a bath,” was Sunday’s 
reply. 

The business of demonstrating an 
appliance is something that palls on a 
merchant It is like a twice told tale, 
a stale funny story, a situation grown 


old. There is a temptation to skip it. 
Yet—it is the heart’s blood of the in- 
dependent dealer’s existence, a show 
that must go on if he 

If you doubt it, you will be revived 
by a talk with Sol Polk, 36-year-old 
head of a chain of three Chicago appli- 
the Central Appliance & 
Furniture Co. In nine years since he 
first fluttered fledgling wings, he has 
run up a half million dollar business. 

He started in business as a kid with 
Chi- 
“But not as a guide,” 
“There’s no percentage 


is to survive. 


ance stores, 


the gaudy Century of Progress, 
cago’s world fair 
he explains 
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in that. I sold Persian rugs.” He grins. 

After a stretch with Commonwealth 
Edison Co., as a wagon salesman, Sol 
gravitated to the Northwest Refriger- 
ator Service, and eventually his own 
business. 


Too Many Squawks 


He feels that he understands the in- 
dependent situation from the 
The trouble, as he 

is that too many of them act 
like orphans in the Dickens novel, who 
crowded around with their soup bowls, 
crying “more, more!” 


dealer's 
ground floor up. 


sees it, 


as the nourish- 
ment was dished out. 

“A dealer will yelp when customers 
bypass his place and go to a big down- 
town establishment to buy,” says Sol. 
“He screams when an appliance line 
is sold to a plumber, or when a chain 
gets hold of a big name brand. The 
truth is that the appliance industry 
doesn’t owe any dealer a living. It’s 
up to him to make himself indispens- 
able if he wants to be cut in. 


And Sol, who is reputed to have 
made a bucket full of money from the 
appliance business (though it may be 
his Aunt Agatha’s life insurance that 
has shot his firm ahead so fast) feels 
that the independent dealer’s ace lies 
in giving demonstrations and button- 
ing up made-to-measure arrangements. 


Demonstrations Click 


The easiest way to get ahead for the 
small dealer is through demonstrations, 
he says. Manufacturers know that 
their stuff, if not explained, gravitates 
down to a matter of matching tags in 
a replacement market. And when it’s 
price alone, the downtown chains will 
lick you. 

Sol points out that the great compe- 
tition for the appliance dollar is the 
automobile, the new living room rug, 
or violin lessons for little Willie. Fami- 
lies have many places to put money, 
and must be persuaded, through dem- 
onstrations, that the appliance being 
shown is the thing they vitally need. 
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THIS 58° TOY has frequently won 
the friendship of parents. 


Neighborhood dealers, saVs Sol Polk, 
have the best facilities for demos. Their 
places are easier to reach, their public 
is less hurried, and their salesmen have 
a chance to really know their stories. 

Up on northwest 
(where Sol located because it 


Chicago's side 
is the 
jastest growing home owning district) 
Central Appliance’s poppa store at 
3334 N. Central Ave. is all hooked up 
to demonstrate at the drop of a hat. 
There is hot and cold water on tap, 
blankets to toss in a spinner, sprinkled 
clothes in a basket, even dirt to toss on 
the floor. The store is broken into 
little alcoves, so each man’s pitch may 
have a little privacy. 


Salesmen's Compensation 


The way Central Appliance gets en- 
thusiastic co-operation from its men is 
to pay them to deliver. Sol hires fel- 
lows who have had experience selling, 
but not necessarily appliances. He has 
a variety of types, from boys with sex 
appeal to McClusky, who looks like a 
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SOL POLK believes in the spectacular. 


The day he got some Apex washers for imme- 


diate delivery, he put them outside with signs to that effect. 


Sunday school superintendent. These 
men go to every appliance training 
course that is offered, accompanied by 
some of the truck drivers who want to 
become salesmen. 

The boys work on the basis of a 
salary and percentage plus spiffs on 
certain kinds of merchandise. The 
specialty stuff that calls for strutting 
one’s stuff is what pays off. Contests 
are running all the time, and the other 
day one of the men won a diamond 
studded watch. There is a good deal 
of betting on standing, too. 


The “Off Balance” Shift 


“Here, sit down and drink this Coca 
Cola on the house while I run through 
a demonstration for you,” says Sol to 
a prospect. There is a refrigerator full 
of icy bottles all the time and they are 
handed out freely. 

“A bottle of Coca Cola gets the 
prospect off her feet and forces her to 
listen to me for several minutes. It 
makes her feel friendly to us, says Sol, 
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and if Marshall Field said he could pay 
50¢ for every customer that came in his 
place, certainly Central Appliance can 
kick in with 5¢ for people who listen 
to a demonstration. 

“There is a terrible complex among 
independent dealers over hard to sell 
specialties,” says Sol. “These fellows 
don't know these difficulties are their 
Take the ironer. Here’s 
what’s wrong with the dealer. 1. His 
salesmen don’t know ironers. 2. They 
are afraid of ironers. 3. They can’t 
run them. 4. Their customers don’t 
ask for a demonstration. 5. They are 
not smart enough to lead from the 
washer to an ironer and talk a complete 
laundry sale. 

“The way I feel about it, an inde- 
pendent dealer isn’t entitled to a fresh 
business without effort. And that goes 
for ironers, home freezers, kitchen 
cabinets and everything new that is 
coming in.” 

Of course it has only been a job of 
getting merchandise this past two 


greatest asset. 


1947 


A FREE COCA COLA will hold a prospect "'still'’ long enough to listen to the sales- 


men's siory. 


years. But Central Appliance has built 
its groundwork by actually doing the 
things every dealer agrees should be 
done. Every sale is recorded in quad- 
ruplicate. 

The files are full of users’ names and 
purchases. For years the boys rang 
door bells. Today they use users, and 
when things get dull they follow-up on 
a customer who should be in the market 
logically for something new. 

All the neighborhood newspapers are 
bought. Central likes to hook up with 
propositions that get its name in the 
big metropolitan papers on a co-opera- 
tive basis. Scrapbooks are kept show- 
ing every advertisement run, which is 
rare for an appliance dealer. 


Display Tactics 


When you go scooting down Chi- 
cago’s west side Central Avenue, you 
can’t help spotting the Central Appli- 
ance Stores. They have lots of plate 
glass, are lit up like a movie, and have 
handy parking space nearby. Neither 


of the two northside stores are in con- 
gested districts. One has a parking lot 
and gasoline station next door. Sol 
thinks a dealer is a fool to build up a 
location without owning it; a quick 
way to get the rent upped, he says. He 
favors good automobile highways and 
ducks congested districts, incidentally. 

Inside, the is arranged like 
many Chicago apartments. The mo- 
ment you step in “you are all over the 
place.” 

Sol Polk cuts his places up into al- 
coves. He roofs these alcoves and over 
them piles up displays of lighter mer- 
chandise. The effect is like looking up 
a stairway. You see merchandise in} 
all directions, and the store stocks any- | 
thing that may be sold on time, from 
motor boat engines to pressure cook-} 
ers. Furniture was sold during the| 
war, but only the specialties remain, 
like tricycles and novelties. 

There is no tie-up with any one} 
brand, and the store attempts to dis- 

(Continued on page 92) 
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A LITTLE ALCOVE gives privacy as customer sees and learns about automatic washers. CENTRAL HAS ALL TYPES of salesmen to fit various types of prospects. 
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THE NUCKOLS SHOP, while only 35 feet in width, appears much larger because of the spacious arrangement of 


listening booths, floor displays and recessed offices. Fluorescent lighting and tasty carpeting also add to attractiveness. 


E. F. NUCKOLS, owner of the Rockbridge Radio and Elec- 
trical Service, heads the firm's service and repair business. 


Down in Lexington, Va., E. F. Nuckols broke with 
tradition by putting up a modern store in an 
ancient city. Result is a big appliance business. 


PLATE GLASS SHOW WINDOWS [6 feet high by 9 feet wide make the entire Nuckols' store a showroom. This is the 
view which passersby on the “business side” of the street obtain. 


'T = buyer of electrical appli- 
ances—regardless of where he 
buys—is pretty much like a 
woman buying gloves, declares E. F. 
Nuckols, owner of the 
Radio and Electric Service at Lexing- 
ton, Va. An unusual store front with 
quaint windows is an attraction to 
lraw customers into the store but it’s 
what you’ve got inside that counts in 
he long run. 

“You wouldn’t expect a lady of 
fashion to step into the glove depart- 
nent of an apparel shop and buy the 
irst pair of gloves she lays her eyes 
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Rockbridge 


on simply because the shop is pretty 
outside, would you ?”, he asks pointedly. 
“Certainly not—she’s probably going 
to try on several pair, shake her head 
over the color, frown about the de- 
sign, carefully appraise the stitching, 
mutter unkind words about the weight 
and then, likely as not, discard the 
idea of buying gloves altogether, re- 
marking on how pretty the store is as 
as she goes out the front door!” 
What Mr. Nuckols means is that the 
location, appearance and general at- 
mosphere of the shop can be definite 
factors in selling appliances, but that 


that right stock of goods, a strong 
policy of service and aggressive selling 
ideas are more important. His own ex- 
perience in fitting out and maintaining 
his appliance store is an example. 


Historical Background 


Mr. Nuckols’ home town is nearly 
200 years old. Handiwork of the old 
Virginia architects is evident in most 
of the stately old homes which line its 
streets. Scarcely a mile apart lie the 
tombs of General Robert E. Lee and 
his great lieutenant, General “Stone- 
wal” Jackson. History fills the Lexing- 
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ton atmosphere from the famed Natural 
Bridge, 13 miles south, to the birth- 
place of Woodrow Wilson, 36 miles 
north. 

“With such a backdrop, many na- 
tives here figured a man who would 
put up a modern, stream-lined electrical 
shop, would be slightly nuts,” Mr. 
Nuckols says. “They visioned a colo- 
nial front with quaint signs and an 
ante-bellum atmosphere, and their ad- 
vice to me before I opened my shop was 
to make it just such a place.” 


Paused to Consider 


Now Mr. Nuckols might have 
opened that kind of shop and he might 
have sold some appliances. But there 
are two sides to the picture. Lexing- 
ton is on a heavily-used national high- 
way which funnels travelers from the 
East and the Midwest into the resort 
areas of the South. It is the home of 
two of the country’s outstanding col- 
leges and it is a mecca for vacationers 
in the awesome Virginia valley area. 

“The natives here are the ones who 
do the buying, of course, and they are 
all members of old time Virginia fam- 
ilies, but the psychological factor is 
that they want their town and its shops 
to be modern in every respect,” Mr. 
Nuckols explains. “In other words, 
they are proud of their history but they 
like for the tourist to see that they 
aren’t behind the times. So—I dis- 
carded the colonial front, quaint sign 
idea and went in for modernism.” 

When he first opened the shop he 
knew that his building was “on the 

(Continued on page 212) 
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A “DRIFTWOOD” FINISH—weatherbeaten gray—is the color tone of this French 


provincial kitchen. 


TINY APARTMENT KITCHEN has plate 
glass divider that cuts off breakfast nook. 
Ceilings are beamed. 


PPLIANCE selling has always 
A been a boisterous occupation. 
The joke about the house to 
house salesman getting his foot wedged 
in the kitchen door is nearly true. 
With exuberance the American house- 
wife was introduced to new devices 
in the same way that a small boy is 
dosed with castor oil. 

Such tactics may be justified because 
they change the pattern of living in 
the United States in 25 years, instead 
of taking a century. The industry 
gave the housewife what was good 
for her. 
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Chicago Department Store to Stress Appli- | 
ance Beauty, Demonstration and Service. 


In marked contrast has been the 
career of Marshall Field & Co. Though 
operating in Chicago, the hog butcher- 
ing capital of the world, Marshall 
Field & Co. has built its business 
on refinement, good manners, service 
and beautiful surroundings. 

Obviously, the strenuous salesman- 
ship that has given the appliance in- 
dustry some of its renown is not used 
by Marshall Field & Co., where the 
tone of selling, in all sections, always 
has been to give information and 
service. In Field’s Appliance Center 
Theater the future will see a great 
deal of persuasive demonstrations, and 
in the main store in Chicago, the Oak 
Park store, and the ground floor store 
in Evanston the selling vein will con- 
tinue to be of friendly assistance. 

Demonstrations are coming to the 
fore. It is impossible for the visitor 
to Marshall Field & Co.’s store to tell 
where housewares leave off and major 
appliances begin. A number of live 
shows revealing the fascinating intrica- 
cies of cabbage slicers, spot removers, 
etc., have proved crowd getters. 

During the war a line of packaged 
foods was brought into conjunction 
with the area now occupied by major 
appliances. This idea has been ex- 
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USE OF PINE SPINDLES in open shelves is a new note in kitchen design. This is a 
country kitchen. At left is a place for garden provender. 


panded into the store in Evanston, 
until today one must pass through the 
major appliance department to get to 
the frozen food section. Such depart- 
ments screen out the orthodox house- 
wife from the traffic pouring through 
the store and divert her to the appli- 
ance department. 

It is in beauty, as well as quality, 
that the modern appliance should come 
up thoroughly to Field standards, and 
in this field the store expects to soar. 
With the country full of complete 
kitchens, it has gotten away from the 
conventional hospital-white that marks 
most kitchen design. It believes that 
the kitchen is a part of the home in 
which the housewife spends much of 
her time, and that kitchens therefore, 
should be colorful and attractive and 
harmonize with the rest of the house. 


Four Model Kitchens 


Charles W. Mercer, group manager 
of the home appliance section, and for 
10 years a furniture buyer, called on 
Miss Elizabeth Van Westrum, then 
manager of Field’s home planning 
bureau and now buyer of antique furni- 
ture, to assist in designing and plan- 
ning the kitchens. The result, with 
the aid of Marshall Field’s display de- 


partment, was four kitchens designed 
to suit different types of living and 
different sized families. 

The apartment kitchen, you will 
notice, is large enough to permit two 
women to work at the same time, 
which is especially convenient for en- 
tertaining. 

Optically, the chief difference in 
Marshall Field’s kitchens lies in the 
use of color. The white appliances fit 
in snugly in a nest of other hues. 

The country kitchen offers a place to 
drop produce brought in from the 
garden. The Dutch type door may be 
swung open at midriff in order tc 
admit rural air and sunshine. Pine 
spindles frame some open shelves. 

The provincial kitchen has a gleam 
ing copper hood over the stove an 
throws American conventions to th! 
winds by placing a counter, mounte: 
on casters so that it can be move 
about, in the middle of the floor. 

Complete kitchens are going to b 
the hub around which Marshall Fiel 
sells appliances. Chicago women ca 
have any of these specially designe 
kitchens or can have others fro1 
Field’s kitchen planning center. I 
the installation of them the store wi 
naturally work in appliances. En 
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ASSEMBLY LINE techniques are used to speed vacuum cleaners through the repair 
process so that they may be returned to the owner within 24 hours after the beginning 


of operations. 
manager and shop foreman, foreground. 


John 9. Bruce of Kansas 
City, Mo., will sell appli- 
ances eventually; mean- 
while he's building cus- 
tomer good will by a long- 
range high-speed repair 


service. 


a6 HERE is no hurry about get 
ting into the appliance selling 


held while deliveries are 
till restricted,” according to John 
©. Bruce owner of the John O 
Brue { 120] ist 3 lst, Kansas 


OF 
City, Missouri, “But conversely, I 


iOong-Trange campaign 


to build customer good-will through 
ffering high-speed repair service. 
Customers thus obtained will form 
our prospect list when the time comes 


» launch a home appliance dealt 
Mr. Bruce is a 
timer, starting out 
1928. In 1937 he became 
with Health-Mor, Inc.., 


was the 


rship.” 
Kansas City old- 
with Electrolux in 
associated 
yf Chicago, and 
first appointed Filter Queen 
distributor in Missouri Kansas. 
When war-time curtailed 
production of new appliances, he re- 
tired from the new appliance field and 
levoted all his efforts toward building 
repair business, with washing machines 


and 


shortages 


ind vacuum cleaners as the specialty. 
Realizing that the most frequently 
yoiced complaint of repair shop cus- 
omers is the length of time required 
n servicing, the owner developed his 
hop to operate on a one-day repair 


chedule. “This was especially im- 
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Servicemen at the bench work only on cleaners, are checked by the service 


CENTER POOLING of washing machines makes them easily available to the mechanics 
who work with the modern drill presses, buffers, roll machine, and stationary presses. 
Twenty to 25 machines a week are repaired in this shop. Two-appliance specialization— 


cleaners and washers—helps to keep down the parts inventory. 


REPAIRED APPLIANCES move from the shops to the front room where they are picked up for delivery in the Bruce Co. trailer. 
By keeping an eye on the finished work in the delivery room, Mr. Bruce (background) knows how fast the work is progressing. 


portant to the washing machine owner, 
who simply could not afford having 
her machine removed from her home 
for any period of time without inter- 
fering with normal washday sched- 
ules,” stated the owner, “Therefore 
my main selling point has been, and 
is, offering the customer one-day serv- 
ice after an estimate of cost has been 
rendered. For instance, when a service 
call is received, a service-man is dis- 
patched to pick up the machine. Then 
it is brought to the shop and com- 
pletely torn-down for inspection of all 
parts. The customer is then informed 
of the parts needed to place the ma- 
chine in operating condition, plus worn 


“future trouble spots” which have 
turned up in the inspection. Cost is 
given on a flat rate basis, which in- 
cludes both labor and parts. If the 
customer accepts the rates one morn- 
ing, our production schedule is gauged 
to deliver the machine the next morn- 
ing. Thus the customer is deprived 
of her machine only for a three day 
period maximum and in most cases 
only two days. Should the repair 
service be refused (this seldom hap- 
pens), the machine is returned to 
its owner with no charge for inspec- 
tion.” 

Main forte of the Bruce Co. has been 
specialization in two types of appli- 
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ance repair service, washing machines 
and vacuum cleaners. Thus the six 
mechanics are capable of repairing 20 
to 25 washing machines a week and 
approximately 300 vacuum cleaners a 
month. The mechanics have become 
specialists in one operation, working 
on the same machines day after day, 
instead of switching from one appli- 
ance to the other. Although a thor- 
ough job can be accomplished in a 
diversified repair shop, efficiency and 
speed are cut as a direct consequence. 
Five to six mechanics are at work in 
the shop at all times, while one man 
handles pick-ups and deliveries with 


(Continued on page 222) 
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si HE radio service and repair 
business is something more 
than a workman operating un- 
der a good slogan,” says Thomas H. 
Cherones, owner of Radio Electric Co., 
2309 Seventh Street, Tuscaloosa, Ala. 

Mr. Cherones, who has been in the 
radio business since 1929, is pretty fed 
up with slogans. He says he’s seen 
hundreds of them, most of them fea- 
turing words like “service” and “guar- 
anteed,” and that such words have 
come to be practically meaningless to 
the customer. Indeed, declares Mr. 
Cherones, such words rarely mean 
much to the dealer who uses them in 
advertising, having degenerated into 
mere catch phrases. 

“The average person knows nothing 
about a radio repair job,” the Tusca- 
loosa dealer asserts. “He is entirely 
at the mercy of the repairman, and 
the repairman ought to accept his re- 
sponsibility. You can talk all day 
about calibration, grids, frequency, and 
tube performance, and the average cus- 
tomer still hasn’t the slightest idea of 
what you are discussing. He brings 
his radio in, plumps it down on the 
counter and says, ‘Sump’n is wrong 
with it—fix it!’ 


No Questions Asked 


“Now when a customer says that, 
he means it. He wants his radio to 
work and he doesn’t want to pay to 
have it fixed again after a few weeks 
or a month. We take him at his word 
and accept his radio without one ques- 
tion, such as ‘What’s wrong—tube 
burned out?’ We figure it’s our job 
to find out what’s wrong.” 

It is this attitude upon which Mr. 
Cherones has built his business. His 
practice—not a slogan—is “Don’t just 
repair it—fix it,” and in the process, 
nothing is skipped. His workmen 
check every radio brought in with a 


THOMAS H. CHERONES, owner of Radio Electric Co., Tusca- 
loosa, Ala., has a service policy of “don't just repair it—fix it." 
He believes customers don't mind paying for good work. 


thoroughness seldom equalled in re- 
pair shops. His standing order to his 
repairmen is that if any doubt what- 
ever exists about parts—border line 
deficiencies or badly worn pieces— 
replace them with the very best equip- 
ment. It is a procedure which some- 
times makes for increased repair bills, 
but few customers object to paying 


THE RADIO ELECTRIC CO. while specializing in service and repair work, is a 
well equipped shop in which careful thought has been given to the arrangement of dis- 


plays. Small appliances are featured. 
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the price if they get something for 
their money. 

“If you don’t go all out in fixing 
up a radio when it’s brought in to 
you for repair, you’re in for trouble,” 
says Mr. Cherones. “The average 
person gets pretty skeptical after re- 
peatedly paying out for patch-up and 
get-by repairs and you keep telling 
him, ‘Something else is wrong this 
time.’ You can try until you are blue 
in the face to explain to a customer 
why you had to charge him again, he 
just doesn’t see it.” 


Established Policy 


The standard routine of repair, and 
one which has become thoroughly well 
known to the customers of Radio Elec- 
tric Co., is a process involving six 
established steps. After the radio has 
been repaired and restored to working 
order, the Cherones repairmen then 
(1) make an automatic check of bulbs, 
including those on the dial; (2) blow 
the dust out of the chassis, using a 
specially designed high pressure air- 
compressor ; (3) check the dial calibra- 
tion; (4) polish the cabinet; (5) 
charge a fair labor price, and (6) 
unconditionally guarantee the repair 
job for three months. 

“If the repair job bounces back in 
three months, we repair it without ask- 
ing any questions,” Mr. Cherones ex- 
plains. “That means a loss in certain 
cases, but the greatly increased volume 


WORKMEN IN THE CHERONES repair shop follow six estab- 
lished steps on all repair work done. All work carries an uncon- 
ditional three-months guarantee. 


Thomas H. Cherones, Tuscaloosa, Ala., 
says the average person is entirely at the 
mercy of the repairman and the repair- 
man ought to accept his responsibility. 


of satisfied customers more than com- 
pensates for it. To back up our service 
and repair policy, we give top priority 
to all come-back jobs and they are 
looked after before all others. That’s 
my idea of giving service and making 
the word mean something.” 

This policy has paid off as is evi- 
denced by the fact that four of Radio 
Electric Co.’s employees are full time 
service men. Two salesmen and a 
record department clerk round out the 
firm’s personnel. Major radio lines 
handled are Stromberg-Carlson, Gen- 
eral Electric, Emerson, Motorola and 
Clarion. Major electrical appliances 
handled are Apex washers and Electro- 
master stoves. 


Records Draw Traffic 


Radio service and repair are the 
major money makers in Mr. Cherones’ 
business and he has not overlooked any 
possible way to advertise it. An up-to- 
date record department is his best 
traffic drawing feature. Students from 
nearby University of Alabama are 
heavy buyers here, and usually return 
later for radio repair work. Small 
appliances, well displayed, also bring 
in good traffic, while newspaper and 
radio advertising reach a large rural 
area, 

Mr. Cherones knows his clientele, 
since he is a native of Tuscaloosa. His 
present business was opened in Octo- 
ber, 1945. Ena 
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WHEN THE BOSS IS OUT and the salesmen are busy, 
Miss Johnson, secretary and bookkeeper, can step right 
into the breach to explain or demonstrate an appliance. 
She is one of the study group. 


| 


CONSTANT STUDY of appliances handled has made experts of all Mr. Hawthorne's 
shop personnel, any one of whom can assemble, install, demonstrate or give sales talks 


on the equipment displayed in the shop. 


T seems there were two of the 
Hawthorne boys. One of them, 


Nathaniel Hawthorne, wrote about 


studies in scarlet. Che other, T. hs 
Hawthorne, is writing a study in 
yrofits. The latter Mr. Hawthorne, 
4s far as can be determined, is no 
-elation whatever to the great New 
england author, but as far as the 
lectrical appliance business goes, he 
g just as much of an authority on 
wtudies. For example, his seminar for 
elling is beginning to pay off. 


n or shine, 
{r. Hawthorne is the spearhead of a 


[wo nights a week, rai 


roup of six earnest people who get 
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down in Charlotte, N. C., 
and talk the ins-and-outs of electrical 
and to study just about 
that can be learned about 


together 


appliances, 
everything 


them, 
Potential Experts 


Two of this group are salesmen, one 
is a bookkeeper and secretary, one 
owns the shop and the other two are 
service men. They have learned a lot 
about appliances—and they expect to 
keep on studying them until they all 
become highly proficient in salesman- 
ship, demonstration, service, repair, 
assembly and installation. In short, 


SIDELINES SUCH AS STOKERS are handled too. 
Home Appliances Co. salesmen study such equipment 
along with electrical appliances. 
almost any question a customer can ask, 


Their aim is to answer 


THE SECRETARY, SALESMAN AND BOSS are all stu- 
dents when it comes to learning the workings of various 
appliances. The semi-weekly study course was inaugurated 
by T. J. Hawthorne, right, owner of the shop. 


The head of Home Appliances Co., Charlotte, N. C., 
believes that a course of study can benefit the 
personnel of an appliance shop as much as it can a 
college freshman. He's tried it out with fine results. 


if the plan works out to its logical 
conclusion, this diligent half dozen 
humans will become experts in the 
appliance business. 

That’s a short summary of the 
course embarked upon by Mr. Haw- 
thorne, who owns and operates the 
Home Appliances Co., 1522 East 
Fourth Street, Charlotte, and his 
working personnel—but it is the result 
of long years of planning by Mr. Haw- 
thorne, who learned the value of group 
study while working with a national 
credit corporation and later, while with 
the U. S. Navy. He opened his appli- 
ance shop when he was discharged 
from the Naval service a little more 
than a year ago and he put the study 
plan into operation immediately there- 
after. 

“l’ve believed in study for years,” 
Mr. Hawthorne declares. “I always 
said if | ever opened my own busi- 
ness, my employees and I would keep 
right on studying about what we were 
trying to sell, no matter how many 
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years of experience we had. So shortly 
after we opened up, I got all the 
latest manuals dealing with appliance 
sales and service I could get my hands 
on. I called my personnel in and in 
so many words, told them we were all 
going to school again.” 

Mr. Hawthorne set himself as the 
group leader. He worked out various 
topics to be discussed and analyzed, 
and divided the nightly assignments. 
Sessions were slated for Tuesday and 
Thursday nights and on these nights, 
as soon as the shop closed, employees 
went out for supper and returned 
promptly at 7.30 for the study seminar. 


New Confidence Al! Around 


The result of these night sessions, 
after a year, is convincing. Accord- 
ing to Mr. Hawthorne, even his secre- 
tary and his service men can now 
step out on the floor with confidence 
that they can take any appliance on 
display apart, explain its working 

(Continued on page 217) 
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Get the new, different 


B ocksn 


DISPLAY DEAL 


for the General Mills 
Tru-Heat Iron 


IT’S A BRAND NEW IDEA—no 
other appliance display like it. 
Dealers who’ve used it say, “It’s 
a natural.” 


IT’S EASY TO USE. Slip the carton 
card into the carton flap, set an 
iron on the carton, and there’s 
your display. 


IT’S SMALL, BUT... It puts real 
“SELL” into a display that takes 
up no more counter space than 
an iron alone! Reports show sales 
increases of over 100% compared 
to displays of the iron alone. 


BOTH SIDES SELL. One side puts 
Betty Crocker right to work on 


General Mj 
BA, 


How to 


Another big, colorful 
General Mills Tru-Heat 

_ Iron ad appears in the 
August 16th issue of the Saturday Evening 
Post. And here’s how you can make it 
part of your own store promotion. 

Ask your distributor for your free, full- 
color reprint of this ad. It’s mounted on a 


GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT, MINNEAPOLIS 13, MINNESOTA 


your sales force and the other 


make General Mills 


National Iron ads work harder for you 


sturdy easel-back card for table or window, 
and is clearly identified as the ad your 
customers are seeing in the Post. Remem- 
ber, your mounted reprint puts this hard 
selling advertising to work right in your 
store. Be sure you get one from your. 


distributor now, and look for the ad in the ~~ 


August 16th Saturday Evening Post. 


Copyright 1947, General Mills, Inc. 


I, 


1947 


4 Heres thenew iron 


selling punch? 


highlights one of the most popular 
features of the General Mills Tru- 
Heat Iron... the tapered back. 


USE IT ANYWHERE. Great on any 
counter—just as effective in a 
window. Put a carton and an iron 
on both sides and use the display 
on an island counter. Arrange a 
group of three cartons with an 
iron on each. (See sketches. ) 


HERE’S HOW YOU GET IT. Each 
case of six irons you order from 
your distributor will contain one 
of these new carton cards. Set it 
up right away as shown in these 
sketches. You’ll find it a sure-fire 
traffic stopper (and iron seller). 


SPONSORED BY 


sf 
| 


~ . 
By, 
Betty Crocker 
isa 

trade name of 
General Mulls 


PAGE 63 


| 
| 
| 
M: 
| 
} 


Everything you need to replace a 
burned-out or worn-out coil is con- 
tained in the convenient Monotube 
Replacement Kit: New Monotube 
coil assembly (with lead wires) 
clamp, triangular support and fit- 
tings. Kits come in two sizes— 
6-inch and 8-inch diameters. 


You will need a modest-sized as- 
sortment of Thermo-Kleen Adapter 
Rings to enable you to replace a 
unit in practically any electric range 
with a Monotube. Adapter Rings 
are not packed in with Monotube 
Replacement Kits—they should be 
ordered separately. 


° 


Manufacturers: Domestic 
and Industrial Heating 
Units-Switches-Controls 


The Incomparable New 


e We are shipping the new Monotube 
Replacement Kits to dealers as rapidly 
as our increased production permits, but 
so great is the demand for these sensa- 
tional units as replacements that we are 
not caught up yet. Not by quite a mar- 
gin—but we are doing our level best! 

Dealers who have received their first ship- 
ments of Monotube Replacement Kits 
are reordering right and left. That’s one 
more proof that there is a big market in 
every locality for this spectacular unit 
which proves its superiority in actual 


HERMO- 


TUTTLE & KIFT, Inc. 


performance wherever installed. 

Take advantage of this waiting market 
in your community. Now is the time to 
place your order through your regular 
source, so that you can make your share 
of these quick, clean replacement sales 
and profits during the Fall and Winter 
season. 

Have you succeeded yet in stocking the 
new electric ranges with Thermo-Kleen 
Monotube surface units as standard 
equipment? They are the talk of the 
electric range industry. 


1823 N. Monitor Avenue, 
Chicago 39, Illinois—Cable 
Address: TUTTLE KIFT 


World-Wide Distribution: BRITISH ISLES—Ferro E 


Is, Ltd., Ounsdale Road, Wombourne, Wolverhampton, England... SCANDINAVIA AND EUROPE 


(Except France)—Ferro Enameling Corp. of Holland, V. Helmonstratt Voltastraat, Rotterdam (West), Holland... AUSTRALASIA—Ferro Enamels (Australia 
Pty., Ltd.), Bourke Road, Alexandrie N. S. W., Australia... FRANCE AND POSSESSIONS—Societe Anonyme Pour L'exploitation des Procedes Ferro, 3 Rue 
Saint Georges, Paris 9 e, France. .. SOUTH AFRICA—Ferro Enamels (Pty.), Ltd., Johannesburg, South Africa... BRAZIL—Ferro Enamel S. A., Caixe Postal 
2948, Sao Paulo, Brazil... ARGENTINA, URUGUAY, CHILE AND PERU—Ferro Enamel S. A., Gibralter 1365, Avellaneda F. C. S., Argentina .. . MEXICO 
—Ferro Enamel de Mexico S. A., Edificio C. |. B. A, Guerrero No. 2, Desp. 309-310, Mexico, D. F. . .. CANADA — Ferro Enamels Canada Limited, 
Oakville, Ontario, Canada... ALL OTHER COUNTRIES —Ferro Enamel Corporation, International Division, Cleveland, Ohio. 
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STOCK MONOTUBE UNITS 
| 


THIRTY WASHING MACHINES A WEEK can be handled at this repair bench at 


Mundell Appliance Co., St. Louis. 


Experts like these helped build store's good will. 


| 


NINE DOLLARS CHANGES HANDS every time Mundell's repairs a vacuum cleaner 
at this bench, directly opposite the washer repairing department. Note the rug on bench. 


BUILDS FUTURE SALES 


Heres what your 


BENDIX does 


JERRY MUNDELL and the Bendix work while a customer relaxes and listens. 


Successful 


service made it possible for Mundell to engage in actual merchandising. 


EARS of excellent service work 
Y- all types of appliances are 
paying dividends in the form of 
new appliance sales at Mundell Appli- 
ance Service, Wellston, Missouri. 
Jerry Mundell, who recently spent 
$27,000 to build a complete appliance 
sales and service building in one of 
the country’s busiest shopping districts, 
got into the appliance field “the back 
way” nine years ago—when he opened 
up a small electrical service shop next 
door. From the outset, even though 
the shop’s volume consisted entirely 
of repair service on_ refrigerators, 
washing machines, vacuum sweepers 
and small appliances, he planned to 
get into the sales field—but only when 
he had the “proper personnel” to do 
so. “I’m a great believer in organ- 
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ization,” Mundell indicated, “because 
I have seen many an appliance dealer- 
ship open up, run awhile with a heavy 
turnover of salesmen and shop work- 
ers, and then fold up. My idea nine 
years ago was to familiarize my cus- 
tomers with the shop on a service 
basis, build their goodwill, and then go 
into the sales field backed up by plenty 
of service facilities.” 

The war put a stop to the sales 
setup just about the time when Mun- 
dell felt he had what he wanted. 
Thus he has been delayed five years 
in getting under way on a complete 
balanced sales and service setup, but 
in a way, he feels that the delay was 
worthwhile because it permitted con- 
struction of the new building, and 
time to split up his operations, 


1947 


By ROBERT LATIMER 


Mundell Appliance Service, Wellston, St. Louis, 
starts its selling program, knowing it is backed up 
by good will based on years of efficient repairing. 


“We carried out a selling operation 
on a small scale before 1942,” he ex- 
plained, “using two salesmen, and 
stocking a few new appliances in the 
rear of the service department. Our 
servicemen, out repairing washing 
machines and refrigerators in the 
home, were instructed to look for po- 
tential sales, and to tip off the sales- 
men. We used to load up a refrig- 
erator or washing machine on a pickup 
truck, and take it right to the pros- 
pect’s house to make the sale on the 
spot. That, more or less, is the way 
we’re going to merchandise in the 
future.” 

Before the new showroom and serv- 
ice building was constructed, Mundell 
had built up a solid, expert staff of 
mechanics who are going to figure 
prominently in the sales field. He has 
six men, one on refrigerators, two 
each on washing machines and vacuum 
cleaners (plus small appliances) and 
is currently adding a radio depart- 
ment. Each man has been with him 
a minimum of five years, and is among 
the best-paid in the city. Figuring 
that he’ll never profit unless his em- 
ployees do likewise, Mundell pays 
every man a straight salary, plus a 
bonus at the end of each month. The 
bonus amounts to 5% after a set gross 
for each department, such as repairs, 
parts, and chargeable man hours, and 
there are very few months when his 
expert mechanics do not average $70 
per week. The company’s service 


rates are in the moderate bracket; 
but the amount of work flowing 
through is constant and profitable. 
For example, in the highly competitive 
vacuum cleaner field, Mundell Appli- 
ance Service averages $9 per job, 
handling from 30 to 45 units per week. 
Washing machine service ranks first, 
vacuum second, small appliances third, 
and radios at the end of the list. 
“T don’t like the radio business par- 
ticularly well,’ Mundell confessed. 
However, he’s looking for a good me- 
chanic right now, and the chances 
are he'll train a topnotcher. 


Coreful Construction 


When the new building was con- 
structed, Mundell put a lot of know- 
how into its layout. The front con- 
sists of postless glass panes extending 
around the sides 10 feet, to permit 
plenty of visibility from passing cars. 
A Pittsburgh plate glass marquee and 
neon signs announce some of the lines 
within. About 1500 sq. ft. of space is 
devoted to a “frame” for sales oper- 
ations, and 2400 sq. ft. to the service 
shop. The latter consists of a parts 
window over which a heavy volume of 
parts is sold, parts stockroom immedi- 
ately behind, and separate departments 
for vacuum sweepers, washing ma- 
chines and refrigerators. 

Advertising his repair service every 
week in the same type of “Service 
That Counts!” heavy-block type ads, 

(Continued on page 218) 
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SUPPORT FOR THE 


PRO OF IN — 


azines will carry dominant full-color advertisements . . . 307 
million consumer impressions ... featuring the many new 
Universal post-war appliances. 


PROOF wi 20 


markets will carry hard-hitting Universal newspaper cam- 
paigns featuring America’s first, really new post-war appli- 
ances. They will direct Universal conscious customers to 
your store for increased traffic and greater sales. 


Vv PRO OF IN RADIO - Universal post-war appli- 


ances are now being featured on the nation’s top audience 
participation shows over three national networks deliver- 
ing 31 million radio impressions every week to presell your 


customers. 
promotional material of all types . .. window displays, 


counter cards, folders, broadsides, ad mats and specially 
prepared Universal Training Programs are available to 
Universal dealers. 
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5 pe FALL Universal will use every type of national 
and local promotional activity to back your deal- 


=J ership with intensive market coverage. The greatest 
Universal campaign in appliance history spearheaded 
s. by dramatic four-color full page advertisements in 
i leading national weeklies and monthlies will create 
aad [ sustained store traffic for Universal products this fall. 
This tremendous merchandising effort synchronized 
: with ever increasing production will establish the full 
value of your Universal franchise. To build your deal- 
$! ership, plan now to tie in locally with this big power- 
a ful fall campaign. 
7 


TIE iN 
WITH THIS UNIVERSAL 


LANDERS, FRARY & CLARK NEW BRITAIN, CONN. 
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Ratio OF 


EFFECTIVENESS 

100% 

90% — 
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How Good Are TODAY'S SALES 


Boston's Electric Institute found the 
answer by sponsoring a “shopping” tour 
of 105 retail appliance stores ... The 
results make an informative study 


By H. S. KNOWLTON 


OW good are electrical mer- 
chandisers in metropolitan 
Boston? Are Mr. and Mrs. 

Public received their 
stores, while there, 
listened to with alertness and patience, 
given 


courteously in 
made comfortable 
clear and correct information 
about appliances, encouraged to buy 
products fitted to their needs, and wel- 
comed to make further visits to these 
shops? Are the clean, well 
lighted, modern in appearance and 
convenient which to ex- 


stores 


places in 
amine electrical goods? 
demonstrations, and do 
know 


How about 
salespeople 
these products 
to be helpful to prospective buyers? 
What are some of the 

in store selling, 


enough about 
weak spots 
as the tide of post- 
war appliances rises 
handicapped by shortages ? 

The Electric Institute of Boston, 
Inc., under the energetic leadership of 
J. G. (“Jack”) Waddell, its managing 


in a market long 
war-time 


director, has just sponsored an inten- 
Sive spot survey of 105 typical stores 
by Public Analysis, Inc., and it must 
be admitted that the retailers 
have been good sports in this “going 
over”, because a great many things 
came to light which show that a num- 
ber of major changes in sales practices 
are simply “musts” if this branch of the 
industry is to attain deserved success. 
The results of the survey indicate that 
a great many things were praise- 


local 
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worthy; but that a large number of 
things were anything but good. 
Fortunately these weak spots appear 
suscepti le of correction in the great 
majority of cases, if retailers will take 
them sufficiently to heart— and from 
the reception given the survey sum- 
maries as it proceeded and the attitude 
shown by over 500 industry represent- 
atives when “the wash was hung up 
to dry” at a meeting in Boston June 
10, no small improvement can be ex- 
pected. The survey was financed by 
local appliance distributors and utili- 
ties. 


other 


Survey Calls OK'd 


In a little under one month, May, 
1947, customer-analysts visited 105 
electric appliance stores anonymously ; 
but, in every case only after the Insti- 
tute had received a return postcard 
approving such calls in answer to a 
letter from Mr. Waddell explaining the 
purposes of the survey and its confiden- 
tial character as regards every dealer 
visited. A copy of the report on each 
call was sent to each dealer without 
cost to him, and every report was a 
down-to-earth ‘and utterly frank story 
of what the visitor found. The field 
work was done by one woman and two 
men, average age 36 years. 

The following articles were shopped 
for: 

Thirty 


refrigerators, 30 washing 


MEN? 


PMA 7 


Oo 10% 20% 30% 40% 


"COMPARATIVE SALES EFForTs’ 


73% 


machines, 10 vacuum cleaners, 8 
radios (floor model), 4 radios (table 
model), 5 flatirons, 5 home freezers, 
4 broilers and 4 toasters. In each of 
these visits, the customer-analyst acted 
and reacted as a normal, average cus- 
tomer would. There was, however, 
one basic difference. The normal 
customer, when he or she is dissatis- 
fied, merely gains a bad impression 
of the sales person, the store, displays, 
etc., without bothering with the “whys 
and wherefores”; and merely takes 
his business elsewhere. The customer- 
analyst (Mr. X or Mrs. X) bothered 
with these “whys and wherefores”. 
He or she had to write a report of 
the transaction in, and the impres- 
sions of, each store visited. 

Each report was filled in after the 
visit, naturally, as notes could not be 
made on the ground without arousing 
suspicion of the salesclerk. Thirty 
major inquiries were included on each 
report, with sub-queries as shown in 
the samples reproduced. Each report 
was given a key number for confiden- 
tial identification, and a comprehensive 
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master sheet prepared giving every 
detail of the survey. From this were 
prepared summaries of all queries and 
answers, and percentages worked out 
by slide rule to show the proportion 
of the stores and sales people measur- 
ing up to the standards set up by the 
questions. 

Percentage allowances were given 
as marks for the various items covered 
in the calls and the resulting average 
marking in each of these for the 
stores. Thus, 4 percent total credit 
was given for good store fronts, and 
breaking these down, 1 percent credit 
was allowed for a modern front, 1 per- 
cent for an inviting front, 1 percent 
for a clean looking store, and 1 per- 
cent for a store in evident good re- 
pair. A total credit of 13 percent was 
obtainable for first-class window dis- 
plays, and so on. Special studies of 
window displays and their “pulling 
power” have been made by Public 
Analysis, Inc., in connection with 
other classes of Boston stores, and 
it may be noted in passing that color 

(Continued on page 211) 
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—_ to your customers — listen to them rave about the new 


Kaiser Dishwasher: 


“Wonderful — washes the dishes in 5 minutes flat!” 


“Most useful size for the average family—and priced right, too! 


There’s your market, ready-made —just waiting for you to cash 
in. And Kaiser Dishwashers are available immediately. Set up a 
5-minute demonstration in your store—then get set for business! 
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For those customers who 
want a build-in unit 
rather than a cabinet, 
Kaiser offers 2 models 
for installation in the 
kitchen counter. 
both units available for 
inspection. 


Keep 


i 

demons 


Powered by water only! Minimum 40 pounds pressure required. 
® Easy to install — no electrical connections. 

® No motor — silent! No vibration! 

® Simple — one control to wash and rinse, one control to drain. 
® 4 models to choose from — fits any kitchen. 

® One-piece aluminum basin—odorless, hygienic, cleans itself. 


© Low cost extra basket simplifies re-loading for larger families. 


Backed by new national advertising campaign — full, 2-color 
pages in the Post, Good Housekeeping, Architectural Forum 
and other influential publications. 


Kaiser Fleetwings Sales Corporation 
General Sales Office 
1924 Broadway, Oakland 12, California 


Please send me detailed information on sales promotion plans, prices and discounts 
for the revolutionary, new Kaiser Dishwasher. 


Street 


City Zone State — 
M-8-47 
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ALTORFER BROS. COMP 


@ ABC's patented Centric Agitator, surging back 
and forth 156 times a minute, forms a powerful 
suction and pressure motion within the water itself. 
This cleansing hydraulic force affects every thread 
of every fabric, loosening imbedded dirt from the 
deepest-textured material. Then, dirt particles 
and greying globules of soap-fat are rinsed away 
in the penetrating shower and turbulent bath 
of the exclusive ABC ‘'Scum-Free” Running Rinse. 


Faster Washing with Less Wear... ABC-O-MATIC washes 
a normal load of 12 lbs. in less than 10 minutes... . 


IA, ILLINOIS 


Vj 
| HAS THE ANSWER 
Ny _ to what the housewife really wants; 
4 with | 


ick 
ful 
olf. 


WATIONAL DISTRIBUTORS FOR CANADA: 


NORTHERN ELECTRIC COMPANY, LTD., 
MEAD OFFICE, MONTREAL, QUEBEC. 


a complete family washing of 72 lbs. or more, dry 
weight, in just about an hour! The remarkable 
Centric Agitator doesn't slap, paddle, or twist 
clothes, won't let them clog or strain at the bottom 
of the tub. Controlled, uniform forces of suction 
and pressure, created by a surging, to-and-fro ac- 
tion of the Agitator, gently rub, flex, squeeze, and 
flush soapy water through the clothes, in the 
closest possible approach to the action of skillful 
human hands. All the operator does is put the 
clothes in. . . and take them out clean, with whites 
whiter and colors brighter! 
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FOR COLD WEATHER BUSINESS 


PORTABLE 


They're back again... the famous Thermador Port- 
ables! The same high quality, low priced heaters that 
move fast... that have been making new friends and 
extra profits for dealers for many years. Beat the 
weather-man and your competitors to the punch by 


ordering now ... before the first cold snap. 


99.9 


The Thermador that revolutionized radiant portable elec- 


tric heater design to combine head-to-heels warmth with 


o 


conservation of room space. Ideal for cold corners every- 


- where; light, portable, easy-to-store; operates economi- 

= cally on 115 volts, 1320 watts; provides clean, fumeless 

Ss t... instantly! LIST PRICE 


Provides quick, forced-air warmth in winter, cooling 
circulation in summer. Economical to operate on 
115 volts AC, 1320 and 1650 watts; portable, safe, 


attractively designed. The answer to space heating 


has untold uses in commer- 


$14.95 


@ Paste on PostCarda eee ae 


problems in homes... 


LIST PRICE 


ial buildings. 
(incl. Tax) 


Seven Leagues Ahead 
a ee = = 
Gentlemen: 
I am interested in knowing more about Thermador Portables. 
() Please have my local distributor contact me. 
C) My preferred distributor is 
NAME 
ADDRESS 


Manufactured b 
THERMADOR ELECTRICAL MFG. CO., LOS ANGELES 22, CALIF. 
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This is the kind of “duck-in" 
Barney, St. Louis, to keep traffic moving at a 
occupied for whole afternoons by customers who bought only one or two records. 


listening booth devised by Scruggs, Vandervoort and 


reasonable rate. Previously, booths were 


“Duck-In" Booths 
For Record Department 


Vandervoort's, St. Louis, Mo., solved 


the jitterbugging 
keeping its adult 


HE RECORD department at 

Scruggs, Vandervoort, Barney, 
St. Louis, has diplomatically solved the 
problem of how to maintain a huge 
sales volume of records to teen-agers 
without tying up listening booths so 
that adult customers have no place to 
listen to their selection. 


Main problem 


“Catering to the youngsters brought 
several unexpected problems,” it was 
pointed out. “When we began putting 
more emphasis on this phase of selling, 
we found that when teen-agers came 
in groups, they were likely to carry a 
stack of records into one of the larger 
8x6 foot listening booths, light up ciga- 
rettes, and spend the afternoon playing 
records and giggling. A few of them 
even begin jitterbugging in the listen- 
ing booth. While this is good business, 
felt it strategic to also remember 
the adult customer with far less time 
to spend, whose purchases usually run 
up to complete albums, or at least 
larger unit sales. Such customers, 
finding the listening booths full of teen- 
agers, were likely to walk off im- 
patiently to shop somewhere else.” 


we 


Small But Sufficient 


The full solution to the problem has 
been the installation of six “stand-up” 


| booths along the front wall of the rec- 


ord department, which are among the 
most unusual ever constructed. These, 
occupying only 12 feet along the wall, 
consist of a plywood enclosure, contain- 
ing six narrow booths, just large 
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problem besides 
customers happy 


enough to accommodate a listener, and 
a lightweight record player set on an 
angle shelf in one corner. Built of 
heavy plywood, the face of each is cut 
out in the silhouette of an ordinary 6 
foot man, so that when a customer steps 
within the booth, his head, shoulders, 
hips, etc., fit neatly in the space pro- 
vided. Interiors of the booths are 
lined with celotex soundproofing ma- 
terial, which, in combination with the 
fact that the listener’s body forms an 
effectual wall against outside sound, 
makes it possible to hear every record 
clearly without the use of a door of 
any kind. 


Seems to work 


The low-cost booths are just large 
enough for comfortable listening and 
nothing else, according to the Vander- 
voort management. “They are all busi- 
ness,” a saleslady indicated. “The 
usual customer ducks in, listens to one 
or two records, and steps right out 
again, leaving the booth free for the 
next.” 


Adults Get Big Booths 


All high school youngsters, college 
students, and teen-agers in general, are 
now routed into these novel listening 
booths, from the record counter—by 
pointing them out, or actually taking 
the record concerned into the booth, 
and placing it on the player spindle. 
Some of the youngsters still insist on 
the larger booths—but most of the lat- 
ter are now kept entirely free for adult 
customers. End 
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ALUMINUM IS STAIN-FREE, RUST- 
PROOF—WON’T ABSORB ODORS— 
CAN’T CONTAMINATE FOOD. Com- 
pact design permits easy handling of 
food. Over-all size 40 inches long, 37 
inches high and 28 inches wide. Holds 
approximately 210 pounds of food. 


HERMETICALLY SEALED 1/5 H. P. RE- 
FRIGERATING SYSTEM. It’s quicter, 
lighter in weight. Costs less to operate 
because there is no friction of seals and 
belts. Both the lubrication and the re- 
frigeration fluid permanently sealed in 


need no attention. 


“BOTH OUTSIDE AND INSIDE SURFACES OF ALUMINUM 
SEPARATED WITH A FOUR-INCH THICK BLANKET OF 
FIBERGLAS; KEEP COLD IN HEAT Our” 


amo Freeze makes 
with paren it every 


and children wel 


"WOW CAN BUY MORE 
WHEN PRICES ARE 
| LOWEST ANO MAKE 


FEWER TRIPS 


REYNOLDS ESKIMO FREEZE 


uct you've got a fast seller. 


This really modern all-aluminum home 


When everybody in the family likes a prod- lower, eliminating deep bending. Husbands 


go for its efficient operation and sturdy 


construction. 


freezer, Eskimo Freeze, is packed with sales Many leading dealers all over the country 
points that appeal to your customers. House- are distributing Eskimo Freeze. For further 
wives know and like aluminum in the — information write Reynolds Metals Co., 
kitchen. They appreciate the practical de- — Refrigeration Division, 2020 So. 9th St., 
sign of Eskimo Freeze. It’s longer and shal- Louisville 1, Kentucky. 

PREYNOLDS 

2361-4 


tio: REYNOLDS METALS COMPANY 
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: No bills for carpet cleaning! For with her Lewyt, she can VACU UM CLEAN & R : 
do it...the quick, safe professional way. Her Lewyt 

« a : easily accomplishes what ordinary vacuums just cannot do. 

= “4 : In a jiffy, it works the shampoo deep into the rug or 

+ -. upholstery. Then with its Super Suction it draws out the deep 

grime and suds... puts them in a metal bowl that’s easily 


emptied. And it finishes by drying even the base of 
the nap with warm blown air! Rich, brilliant colors 


and lustrous pile are restored. Ready for the Ladies’ Club! 


So quiet, with its unique Silencer, her Lewyt lets her enjoy the 


radio. So powerful, she can thorough-clean more quickly than she 


could light-clean with ordinary equipment. So easy to 
empty, she simply pours from the metal Dust Bowl...no mess, 
she could even dress in her best! Her Lewyt, with all accessories, 


stores in a smart French Blue container just 1214 inches across! 


Light and easy to take every- 
where. Container carries 

the Lewyt cleaner, hose 

and wands. Little hat box 
holds the accessories ...nests 
in the container for storage. 


LEWYT CORPORATION - 60 BROADWAY - BROOKLYN 11, N. Y. 


| 
| 
& 


PAGE 


973% CLOG-PROOF! 


@ FASTEST, CLEANEST, EASIEST WAY 
TO ELIMINATE GARBAGE 


SIMPLE OPERATION! 


IN ONE 


e ALL FOOD WASTES GO DOWN THE 
DRAIN —THE PULVERATOR DOES THE REST! 


NOW you can offer your customers the most sensational 
advancement in the major appliance field... The ingeniously 
designed, home-tested automatic WASTE KING PULVERATOR 
that gets rid of all food waste, including bones, parings, fruit- 
pits, shells, corn-husks, that is PUT DOWN THE DRAIN. 


The PULVERATOR is a streamlined, self-contained unit 
in Dulux white enamel. Fits most any sink... Costs 
less to install than any other AUTOMATIC disposer. 


SAFE! « SPEEDY! « AUTOMATIC! 
d SELF-CLEANSING!? 

LsANITARY! ECONOMICAL!? 
SALES SUPPORT FOR PROFITS! Available to all PULVERATOR 
dealers... Colorful illustrated folders and circulars to mail to 
your customers... copy-tested mat ads to bring customers 
into your store... national advertising campaign to increase 
consumer demand for the PULVERATOR... sturdy, attention- 
compelling display stands. 


THE TIME IS NOW! Be a WASTE KING PULVERATOR 
dealer and keep in rapid step with this new major 
appliance product that is making sales history! 


DEALERS — WRITE or WIRE for discriptive literature 
and our dealership plan... ACT NOW! 

P. S.: Do you know what an AUTOMATIC 
oh aa! 


GIVEN MANUFACTURING COMPANY 
Dept. EM 8 + 3855 SANTA FE AVENUE + LOS ANGELES 11, CALIFORNIA 
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IN THE CLASSROOM at the Michigan School of Trades, Detroit, ex-Gl's get com: 
petent training in appliance service from experts, 


Tomorrow's Service Men 


The Transition of "G.I. Joe" from Hit- 
ting the Beachheads to Hitting a Job 


The country is today going through 
the greatest educational boom in its 
history. While the universities and 
colleges are swollen with students in 
quest of higher education, there are 
a great number of students with a more 
practical eye to the immediate future 
who prefer to learn a trade. 

This group is composed largely of 
veterans who are taking advantage of 
educational training under the G. I. 
Bill of Rights. 
the trade school means business—and 


The veteran going to 


wants fast, practical training in an 
industry that will give him a future 
at a good hourly wage, or enable him 
to set up in a small business of his 
own. He wants this training in a 
sound, well-staffed school, specializing 
in a practical trade; such a school, for 
instance, as Detroit's Michigan School 
of Trades. 

Students at M.S.T.’s school of elec- 
trical appliance repairs and refrigera- 
tion not only learn the “why and how” 
but they get practical, “learn-by-doing” 
experience by actual shop practice on 


scores of appliances, refrigerators, and 
allied equipment. 


Complete Qualifications 


On completion of an intensive 26- 
week, 650-hour course, they are quali- 
fied to perform all electrical appliance 
repair tasks. They are prepared to 
install and maintain all types of domes- 
tic and commercial refrigeration equip- 
ment. 

The school year is composed of 40% 
theoretical movies and class-room lec- 
tures, and 60% in actual shop prac- 
tice. M.S.T. has an_ elaborately 
equipped shop and laboratory, so that 
each student is trained under actual 
field service conditions. 

Skilled instructors assure each stu- 
dent of individualized attention. Stu- 
dents are required to complete each 
job as scheduled and be graded on 
their work before the next assignment. 
Progress must be satisfactory or the 
student is not recommended for fur- 
ther training. 

(Continued on page 80) 


PRACTICAL EXPERIENCE is gained in the shop, where these students are working 
on vacuum cleaners, may next tackle washer repairing. 
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Westinghouse Radio 
brings you POWERFUL 


everybodys coming since | got my | 
Westinghouse Duo 


DOMINATING NATIONAL ADS FREE HARD-HITTING AD 
POST, Sept. 13 & 27 + LIFE, Sept. 22 & Oct. 6 MATS AND SPOT RADIO 


COLLIER'S, Sept. 20 & Oct. 4 


28,000,000 Readers ANNOUNCEMENTS 


RADIO’S FIRST NAME IS 


EYE-CATCHING 4 COLOR 
BILLBOARD INSERT 


\ 
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ECE back-to-school promotion 


THE WESTINGHOUSE “LITTLE JEWEL’’ 


The console radio in capsule form that has 
plenty of sales appeal and plenty of sales ad- 


vantages you can demonstrate. 


THE WESTINGHOUSE 


The revolutionary new radio-phonograph with 


lift-out, carryabout radio that’s packed with 


features for you to sell. 


THE WESTINGHOUSE “LIBRARY MODEL” 


Here’s big radio performance at small radio 


price that you can demonstrate to any prospect. 


3 dimensional, 9 piece 


full natural color dis- 


play features five fast 
moving Westinghouse 


Radios. 


THE WESTINGHOUSE “CONSOLETTE” 


Has three big sales features in one 
... lift-out radio, automatic record 
changer, more record storage 
space than most consoles . . . 


THE WESTINGHOUSE “148 PORTABLE” 


Loaded with selling features, this 
distinguished looking, 3-way port- 
able has twice the sensitivity of 
pre-war models. 


POWERFUL RETAIL 
SELLING HELPS 


TRAFFIC-STOPPING 
WINDOW DISPLAY 


RADIO TELEVISION 
Home Radio Division, Westinghouse Electric Corporation, Sumbery, Pa. 
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USE IT WHEN YOU'RE SELLING LAUNDRY EQUIPMENT 


On washing machines, show her the 
aluminum tub, the agitator, wringer 
housings, tub cover, and other parts 
... all made of aluminum, usually 
{leoa Aluminum. Explain that 
aluminum cannot rust, cannot stain 
clothes, has a smooth, lasting finish 
that won't snag finest fabries. 
lroners and hand irons have alumi- 
num shoes and sole plates to give 


rapid, even heat flow. There’s less 


MORE people want 
MORE aluminum for 
MORE uses than ever 


ovt 
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danger of localized overheating and 
spot scorching . . . aluminum con- 
ducts the heat evenly to all parts of 
the ironing surfaces. 

\luminum is easy to keep bright 
and shining. Is light in weight 
where equipment must be moved 
or carried. 

ALUMINUM ComPANY OF AMERICA, 
1860 Gulf Building, Pittsburgh 19, 


Pa. Sales offices in 55 leading cities. 


sts 


FORM 


AUGUST 


Tomorrow’s 
Service Men 


CONTINUED FROM PAGE 


On completion of the course, grad- 
uates are recommended for work to 
various companies in the industry. In 
this respect, a screening job is done. 
In other words, only the top-flight 
students, which represent about one- 
third of the graduating class, are con- 
sidered. 


Look Their Way 


James J. Halley, President and Di- 
rector of the Michigan School of 
Trades, reports that many appliance 
and refrigeration service companies, 
looking for capable men for their 
staffs, frequently look to the Michigan 
School of Trades. End 


Courtesy Car Solves 
Customer Parking 


Downtown Seattle Store 
Provides New Answer 


parking problems what 
they are today in practically 
every community in the country, the 
idea of a courtesy car, which was 
put into effect by G. E. Murdock of 
the Hopper-Kelly music and appli- 
ance store of Seattle, Wash., just be- 
fore the war, has a very timely 
application today. 


No Free Parking 


Mr. Murdock felt that he lost many 
sales because of the difficulty which 
customers experienced in getting into 
town. His own store was located in 
the center of the business district, 
which meant that no free parking 
space was available. Street car service 
was of course available, but in a city 
of scattered residence districts such 
as Seattle, it is not always possible to 
make convenient connections. 


Call and Deliver 


As an alternative to sending his 
own salesmen into the field, he ad- 
vertised the offer of a “courtesy car,” 
which was offered free of charge for 
the use of customers or of those looking 
about for an electrical appliance. This 
private automobile would call for them 
at their homes on request and deliver 
them to the store free of charge, re- 
turning them to their homes afterward 
if desired, or leaving them free to do 
other shopping downtown. There was 
no obligation to purchase involved. 
The announcement was made in the 
store’s advertising and later was to 
have been announced over the radio, 
and perhaps offered personally by tele- 
phone call to a selected list, but just 
at this moment the war intervened. 

The idea may prove of value to 
downtown stores in other communities 
under present conditions. End 
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ALL OVER AMERICA CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT : 


In Seattle, Wash., 42% of the women shoppers interviewed at , 


Electrical Engineering Co. read Ladies’ Home Journal 
In your town... in your store... 


MOST OF YOUR GOOD CUSTOMERS READ eme‘ome 


* 51,809 interviews—159 cities—14 categories of stores confirm this fact. Results upon request—ladies’ Home Journal, Independence Square, Phila. 5, Pa. 
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Compare this picture with the one at the bottom of the page. 
Peery's Electric, but so transformed as to be unrecognizable. 


Frigidaire's "Design for Selling.” 


It's the same store, 
The ideas came from 


From Shoe Box to Bandbox 


Alterations of Peery's Electric, Lamar, Colo., 
Outshine the Story of the Ugly Duckling 


UESS again. The store pictured 
G at the top of this page is not in 
New York, San Francisco, or Chicago. 
It’s in Lamar, Colorado, (population 
4,445) and is, according to E. D. Davis, 
Denver branch manager of the Frigid- 
aire Sales Corp., “the finest looking 
store in the community.” 

At the bottom of the page is a photo 
of the store, Peery’s Electric, as it was 
prior to remodeling according to the 
suggestions enclosed in Frigidaire’s 
“Design for Selling” book. The short- 
comings of the old store are painfully 
obvious. The transformation becomes 
all the more remarkable in contrast. 

The large window panes in the 
front come nearly to the floor level. 
The door is a one-inch crystal with no 
hardware of any description showing— 
not even a knob. The small show win- 
dows at either side of the large glass 
windows are provided with stainless 
steel shelves for the display of small 
appliances and are excellent eye- 
catchers for sidewalk passers-by. 


All of the equipment on the right 
hand side of the room, including the 
ranges, is installed and operating. A 
secondary ceiling in the rear on the 
same side provides facilities for the 
display of lighting fixtures. Art ob- 
jects, gifts and lamps are displayed 
on the left. Under the rounded canopy 
in the left rear is space for a complete 
model kitchen, yet to be installed. 

Although the store is small, the 
architectural treatment gives the illu- 
sion of great space. In the rear of the 
proper is a complete service 
25 by 80 feet, with spray booth. 

Not showing in the top photo is a 
three-foot-wide canopy which extends 
over the entire front of the showroom. 
This is finished in stainless steel and 
carries the company name, flanked on 
either side by “Frigidaire.” 

Color schemes used are those sug- 
gested in “Design for Selling.” The 
results obtained are measurable both 
by eye and by Peery’s increase in pres- 
tige and dollar volume. End 


store 


shop, 


The unimpressive exterior of Peery's store before remodeling. Note how much smaller 
the store appears in this picture, how the uneven front breaks it up. 
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Value is once more the real test of any radio. That’s 
why Stewart-Warner sets keep on being easier fo sell 
to people who demand their full money’s worth. 
They’re built right and priced right for today’s market. 


THE MUSIDORA Strobo-Sonic tone at its finest! For records and radio, FM 
and AM, with full-cycle AC tonal range . . . so important for symphonic 
reproduction. Improved FM circuit. Two built-in Radair Antennae; 2 
tuners operated by one knob; AM push-button tuning; 8 tubes plus rec- 
tifier tube. Automatic record changer. Everlastingly beautiful Sheraton 
design in old-world mahogany. 


Musidora De Luxe—intermix record changer and 2 roomy 
album compartments. A great value! 


Musidora Master—standard automatic record changer, single 
compartment. Most for the money! 


THE BALLADEER Today’s finest value in FM-AM table radio! 
AC-DC, 7 tubes plus selenium-type dry rectifier, 2-gang 
AM condenser, 3-gang FM condenser with tuned RF 
stage. High-impedance AM loop with inverse feedback. 
PM dynamic speaker. Out in front .. . in styling and fine 
engineering! Fine wood cabinets, desert tan or walnut. 


A Model for Every Purpose —a Radio for Every Room 


CHICAGO 14 ILLINOIS 
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Think of 


There is a big, profitable 
market for electrified 
Fly Screens and Traps 


The market for electrified fly 

screens and traps is everywhere 
. 80 big, so obvious, so fast- 

moving, so non-competitive, that 
it offers one of the most profit- 
able, most promising sales fields 
you can think of. 

Gardner screens for doors and 
windows have basic, patented 
advantages. They are readily 
adjustable on all sides, are com- 
pletely safe, are easy to install, 
are cheap to operate, cost little 
initially, and have a long record 
of successful installation behind 
them in every market... resi- 
dential, commercial, indus- 
trial, institutional, 
and agricul- at 
tural -~ 


Coffee Shop — 


Gardner fly traps, too, have 
a great potential. They are 
portable, plug in anywhere, 
are illuminated for night fly- 
ing insects. Plan for your 
share of this profitable fly 
screen and trap business by 
writing today for full informa- 


and Gardner 
ElectricFence Controllers _- 


bring more farmers your way 
These popularly priced, absolutely safe 
battery and high line controllers are the 
key to many profitable sales to dairy 
farmers and livestock raisers. You're 
confident when you recommend Gard- 
ner fencers that they will meet all con- 
ditions of service satisfactorily, for this 
safety-approved pioneer line has a long 

: record of trouble-free performance in all 
parts of the country. Their many exclu- 
sive advantages make them easy to sell, 
and their competitive price meets the 

) approval of value-conscious farmers. 

These best-engineered controllers are 
available now. Write today. 


Horicon:- Wisconsin 


| 
| 
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MANY YOUNG MOTHERS interested in both traffic appliances and records, buy 


small appliances at Rothman's. 


Traffic Appliances and 


St. Louis 


Records Sell Together 


Firm Finds It Can Attract 


Impulse Buyers for Higher Priced Goods 


HAT traffic appliances may be 
more effectively merchandised in 
combination with phonograph records 


than with major appliances, is a con 
tention which has been developed by 


» & Appliance Co. op 


Rothman Radi 


erating four special-purpose appliance 
stores in St. Louis, Missouri. 
Rather than follow the usual prac- 


tice of building a handsome 
pliance showroom at one Joc 
outside 


major ap- 


ition, and 


. 
sen ling salesmen out to peat 


the bushes” for prospects, Rothman 


Radio & Appliance Co 


has instead taken the stand of locating 


since the war 
four stores in four entirely varied sec 
tions of the Missouri metropolis. Thus 


one store features service, major ap- 


vutomotive radio 
on 
appliances, small appliances and radios, 


drive-in 
another 


pli inces, 
sales, concentrates home 
a third on the foregoing lines with the 
exception of automobile radios. The 
fourth, most interesting experiment 
carried out by Isadore, Joe and Milton 
Rothman, heads of the concern, is the 
new record store at 7th and Olive in 
the middle of St. Louis’ 
downtown district. 


$25,000 Traffic Inventory 


congested 


100 feet of St. Louis’ 
irgest department store, traffic appli- 
have found to far 
more swiftly than in other stores—with 


Here, within 
1. 
been 


ances move 


1 


he lure of a $25,000 inventory of 


t 
phonograph records and radios con- 
tributing. “We are the only ground- 
floor appliance store for several blocks 
which carries small traffic appliances,” 
Joe Rothman, manager, indicated. 
“Perhaps that fact has a lot to do with 
it. However, I am convinced that the 
majority of small traffic appliances are 
bought as gifts, and the convenience 


AUGUST I, 


oi being able to pop in a doorway, and 
pick out a toaster, waffle-iron, small 
radio, griddle, etc., as conveniently as 
. record, appeals to hurried shoppers.” 

The new downtown store, for which 
Rothman Radio & Appliance Co, 
$3600) 


spent 
display fixtures, 
has the largest radio stock in the St. 
Louis area. Each day, newspaper ads 
are run which list the 
irom a 


in ultra-moder) 


ten best tunes 
standpoint in the 
Louis area for the day before—and 
‘opies of the pasted in the 
window. Coupled with this curiosity- 
form of 


sales St 


ads are 
arousing advertising, 
equipped 
with Philco “1201” record plavers, are 
a powerful incentive to draw in traffic. 

A representative stock of traffic ap- 
pliances was placed in the store for the 
formal opening May 1 of this 
and moved out as rapidly as 
records themselves, according to Mr. 
Rothman. Included in the stock, which 
presented at the outset, were 
Toastwell toasters, Toastmaster toast- 
ers, Zenith radios, Westinghouse irons 


seven 


sound-proof listening booths 


year, 
almost 


was 


and kitchen appliances, Samson auto- 
matic irons, Dormeyer mixers, Tele- 
tone, Traveler, Arvin and Crosley ra- 
dios. A five-tier, blonde-wood display 
rack was built just inside the slanting, 
inset front window of the store, where 
every entering customer is “exposed” 
at least momentarily to the small appli- 
ance display. In addition, there are 
“spot displays” of small appliances 
along the counters, and the city’s larg- 
est display of small table-top radio sets 
on a mezzanine balcony. 


Higher Priced Stock Moves 


Small appliance sales volume, com- 
ing as “plus business,” has encouraged 
(Continued on page 86) 
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The zoastet qhat measures bread gemperature for gelicios zoust! » 
| 
yight, graceful \ines> its rich dignity: prowned +0 your per \ 
In every one of ovr “gesis™ polls, ghroug gona) taste. Many other 4 \ 
Beneath this gmart exterior is 2 crumb perman THN — a 
mechanis™® of remarkable accuracy: Toast cord, jonglived gependable 
coor 38 controlled py exclusive method, control But above gil, the «Color Guard” | 
we proctor « Color Guard.” germostat— and * 
| qt toasts yike 2 charm pecause it yne gistinctio™ 
er measures actual toast tempera See it NOW? guring | 
as ture automatically allow MOFE premier ghowin€ at your 
time fF moist pread _ \ess came dealer's i's JA 
quand ary: produces geliciov® ,oast, por-vP exclusive Proctor ¥ 
: MILLION aps A DAY 
10 EAE D ND! a | 
gull Page>: full Color ads j | 
4 can Homes petter Homes & Garden* 4 
a ask your aistributor for details about ‘ 


FIRST in 


Buyers of heating and cooking ap- 
pliances are again brand conscious. 
The long established names that domi- 
nated pre-war appliance merchandis- 
ing are now getting the call in even 
greater measure. 


WASHINGTON—an impressive name 
in any company, commands that same 
public recognition that for 85 years has 
identified quality stoves of our make. 


MARTHA A, ASHINGTON “= 
HOW NACE (Coal 
Down-Dratt Hot Blast Combustion & mks 


insures maximum efficiency. Heavy- 
duty special alloy slotted fire pot 
and large heavy ribbed combus- 
tion chamber, adding extra heating 
surface, insure long life and added 
yeors of sotisfactory service. 


GEORGE WASHINGTON 
COAL RANGE 


The modern styling, rounded corners 
for easy cleaning, the striking lines, the 
gleaming porcelain enamel finish—oll 
contribute to the smart appearance of 
the George Washington Cast Balanced 
Range. 


Quality... 
FIRST in Value... 


is 


WASHINGTON Frugal 
Oil BURNING HEATER 
Down-Draft Hot Blasr spreads flame in the 


radiator-type combustion chamber, 
maximum heating capacity. 


oowerful and durable heater. 


Established 1862 
NASHVILLE, TENNESSEE 


insuring 


A truly beautiful, 
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SMALL RADIOS, from this display in- 
side the door, are Rothman's fastest- 
moving appliance items. 


Traffic Appliances 
and Records 


CONTINUED FROM PAGE 64 


the Rothman brothers to build up the 
line substantially, and to simply play 
prominent display, suggestive selling, 
and the convenience of the store as 
selling assets. “We have found that 
since it is not price but impulse buying 
and suggestion which has the most to 
do with our volume, it is far better to 
concentrate on better price lines,” it 
was pointed out. “To date our best 
sellers have been toasters at $19.95, 
miniature radios at $19.95, irons at 
$12.95, and radio-phonograph combi- 
nations at $67. Mixers sell at $18. 
Each of these prices is well above 
average, but seems to be well-accepted 
by our customers, even at a time when 
there has been a general slowing up of 
small appliance purchasing.” 


“Plus Sales” Help 


Four salespeople, in the store pri- 
marily to sell records, handle small ap- 
pliance sales as well. “Plus sales” in- 
volving a small radio and a toaster, for 
example, raise what might ordinarily 
be a $1.50 record sale to close to $30— 
which is “nice business” as Mr. Roth- 
man termed it. The store offers hand- 
some gift wrappings for small appli- 
ances since it is obvious that many 
purchases are made for this purpose. 

(Continued on page 90) 


SELF-SERVE RECORD department of 
Rothman's is opposite the small appli- 
ance displays. 
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Rebus ? ... Nope! Response, 


record of ... boiled down for buyers, 
hard boiled... Figures are phone queries 
from prospects, interested . . . re_ stores 
selling items illustrated in “Tops For 
Today” . . . Feminine Angle page 
feature on merchandise finds, fashion 
accessories, best buys in Chicago stores 
...exclusive in The Chicago Sun... 
see (*) below. 

The response to “Tops For Today” 
often swamps The Sun’s switchboard, 
sells out store stocks same day... shows 
that The Sun gets action in Chicago. 

Too much action, according to Miss 
Rreily, special op on incoming TFT calls, 
who says Response sometimes is Simply 


Revolting, and whyn’t we tell stores to 
use Sun ads to sell their stuff, or don’t 
the boys in the Ad Dep’t ever do anything 
but Kid Around?. . . Too bad the girl took 
up wrong numbers instead of retailing! 

However, many of the better IQs in 
retailing have already come to similar 
conclusions, viz and to wit: (a) The Sun’s 
Feminine Angle pages have an unusually 
alert and buy-able woman audience . . 
and (b) an ad in The Sun first, moves 
stock at low cost when the item is right 
..-including electrical merchandise, too! 

And national advertisers are becoming 
aware that Sun circulation (350,000daily, 
450,000 Sunday), while not enough to 
reach all of Chicago, includes so many 
good customers that no advertiser gets 
the best of the market without it! 


CHICAGO SUN 


400 West Madison St., Chicago 6, IIL. + 250 Park Ave., New York 17, N.Y. 


(*) Footnotes for above, reading left to right: 


$2.59 teakettle, $34.95 shoes, 98c dress form, $1.85 slip; 

49c opener, $1.25 nailheading gadget, $7.50 slip, $29.95 hair dryer; 

$16.50 foundation, $3.00 wrinkle inhibitor, $3.50 bra, $5.00 perfume atomizer; 

35c replacement collar, $5.00 lipstick, $3.95 window cleaner, $6.45 blouse, $6.95 skirt 
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O wonder Electromodes are creating a sensation 


wherever they re shown and demonstrated. No won- 


der buyers are choosing Electromode—the only heaters 
on the market with the Safety-Grid—the exclusive, 


1 & | patented cast-aluminum heating element that has no ex- 


< 


ave 4 posed hot wires or glowing coils... that won't, can’t 
. cause fire, shock or burn! 


Here is the greatest selling feature an all-electric heater 


ever had... and only Electromode has it! Dealers and 


| 


wholesalers all over the country are cashing in on the 


quality-built Electromode line. In fact, sales for the past 


year have been the largest in our history. 


Right now, with bigger-than-ever production under 


way, we re set for another record season. Join the profit 


parade. Sell Electromode. 


X-Ray view of Llectromode Portable Heater shows the 
exclusive cast-aluminum Safety-Grid 


A GREAT PROMOTION PROGRAM 70 HELP YOU SELL! 


We're ready to back, your selling 100° with a big, soundly- Contractors and dealers who handle Electromode In- 
planned advertising campaign. Month after month, Elec- dustrial Unit Heaters will get the full benefit of consistent 
tromode Domestic Heater ads will appear in leading na- EKlectromode advertising in Business Week, Fortune, Mod- 
tional and sectional magazines . . . including Life, Good ern Industry and many other top business papers in the 
Housekeeping, Better Homes & Gardens, Parents’ Maga- industrial-engineering field. 

“ zine, Holland’s, Sunset and Small Homes Guide! This And not a bet has been missed to make available to you 
greatly expanded advertising program is already under the most complete, up-to-date array of sales promotion aids 
way, and will build to a peak with the approach of your we ve ever assembled! Complimentary Dealer Kit contains 
biggest selling season. samples of literature, display material, everything you need! 
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A COMPLETE LINE OF HEATERS 
OFFERING YOU 


PORTABLE ROOM HEATER, A sturdy 
“quality” heater that’s completely safe 
for children, Combines lightness with 
compactness for easy portability in home 
or office. Plugs in anywhere. 


BILT-IN-WALL SMALL-ROOM HEATER. 
(Also shown at right). Easily installed in 
bath or any small room; requires no 
special wiring. Manual or thermostatic 


control, 
—+ 

BILT-IN-WALL ROOM HEATER for 
homes or offices. Employs unique Down- f 
Flo principle of warm air delivery. Sev- a ; ' 
eral models for different room sizes. { 

j 

PORTABLE ROOM HEATER for home 


and office. Gives high BTU output; cir- 
culates warmth by Down-Flo principle. 


STANDARD UNIT HEATER for industrial 
use. Designed for ceiling or wall suspen- 
sion mounting. One of a complete line of 
Electromode standard and specialized in- 
dustrial unit heaters. 


DEALERS... Get the complete Electromode profit story from 
your Electromode supplier. If you do not know his name, write 
us, Dept. EM-87, and we'll gladly send it to you. 


WHOLESALERS... Make the most of the heating market! This 
complete line of all-electric heaters—for home, industry and farm 
—offers you many outstanding sales advantages. Write Dept. 
EM-87 for information. 


ELECTROMODE CORPORATION e¢ 45 Crouch St., Rochester 3, N.Y. 
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. the Original Nickel-Chromium Heating Element Wire 


OR more than forty years now, durable CHROMEL resistor wire has 

carried the heating load in millions of electrical appliances . . . ranges, 
roasters, ironers, toasters . . . and in countless industrial furnaces and 
commercial devices, too. For CHROMEL, as you know, is the Nickel- 
Chromium alloy that first made electrical heating practical. It gets hot 
and it stays hot for a long, long time. 


Through the years manufacturers of top line appliances have come to 
depend upon CHROMEL for its fine and consistent quality, for its out- 
standing durability. They know from experience that products made 
with CHROMEL are made to sell... and stay sold... to satisfied customers. 


*TRADEMARK REG. U. S. PAT. OFF. 


HOSKINS MANUFACTURING COMPANY -¢ Detroit 8, Michigan 


Traffic Appliances 
and Records 


CONTINUED FROM PAGE 


Suggestion selling has been a “nat- 
ural” at the downtown Rothman store, 
inasmuch as the heavy volume of street 
traffic usually keeps the seven listening 
booths full at all times. Record cus- 
tomers waiting to get into the booths 
are shown efficient automatic toasters, 
irons, small radios, etc., while wait- 
ing—and even though a sale may not 
be made at the moment, the store im- 
plants the idea that it carries a com- 
plete line of small appliances as 
presentable gifts. Turnover on small 
appliances to date has been such that 
Rothman Radio & Appliance Co. has 
never marked down any traffic appli- 
ance item—and the record-traffic ap- 
pliance combination seems to be click- 
ing permanently for this unique St. 
Louis store. End 


Indian Blankets 
A Sideline 


N unusual but successful com- 
bination of wares for an electrical 
dealer is the sideline of Indian blankets 
which has made an attractive and 
profitable backlog of sales for J. O. 
McCauley of the Maytag Shop of 
Santa Fe, New Mexico. During the 
war period, when electrical merchan- 
dise was not obtainable, the blankets 


J. O. McCAULEY 
The blankets are in to stay. 


proved a lifesaver. Now that the 
store is once again electrical, they 
form a colorful background strung up 
about the walls. Supply is abundant 
and the market for them is always 
good. Sales are for cash and there is 
no come-back or servicing charge to 
be taken into account. They do not 
take up much room to store and they do 
not deteriorate with age. “Anything 
which is a traffic builder is a good 
thing for an electrical store,” says Mr. 
McCauley. “Indian blankets are in to 
stay.” End 
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INVESTMENT 


in the tuture of a great industry / 


Here is the great new plant—now in operation — 
which is devoted to making Duo-Therm appli- 
ances exclusively! 


And with the addition of this huge new plant 
to other tremendous facilities, Duo-Therm is 
established more firmly than ever as first in the 
field in which it has long been the leader. 


ST IN QUALITY! The latest-type heavy presses, 
ovens, conveyors and other new develop- 
ments in machines and equipment installed 

in this plant's 600,000 feet of floor space enable 
Duo-Therm to surpass even itself in precision 
manufacturing. 


ST IN VOLUME! The 4-times greater capacity 
of this plant’s four assembly lines and its 
completely-integrated operation—raw steel 


REGISTERED TRADE Mane 


OF MOTOR WHEEL CORP . COPYRIGHT, 1947 
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in one door; finished Duo-Therm appliances out 
another — enable Duo-Therm to surpass even it- 
self in volume. 


ST IN DEALER HELP! The auditorium, display 
room, service training schools and many 
other innovations contained in this new 

plant enable Duo-Therm to surpass even itself 
in helping dealers sell! 


Yes, this great new plant is Duo-Therm’s 
$3,000,000 expression of faith and confidence in 
the glowing future of the appliance industry! 

It is $3,000,000 worth of new evidence that 
when you sell Duo-Therm, you sell the leader! 


Division of Motor Wheel Corporation - Lansing 3, Michigan 


AMERICA’S LARGEST MANUFACTURER OF FUEL OIL HEATING APPLIANCES 
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LINK-BELT 


Again! 


Inset shows mechan- 
ism “drawer” pulled 
out for inspection. 


UNIFEED STOKER 


Originators of many notable improvements in stoker 
design, such as the patented AIR METER, no-dead- 
plate tuyeres, automatic cutout, POWER-FLEX burn- 
ing head for commercial and industrial stokers— 
LINK-BELT scores’ again with a revolutionary new 
bituminous bin-fed stoker for small homes (15 Ibs. 
capacity). This UNIFEED stoker has the fan, trans- 
mission and motor in a single unit, mounted on a steel 
plate, so that the mechanism becomes a “drawer” that 
slides into a steel compartment inside the heating plant. 


Saves basement space . .. no sheaves or belts... 
many other features. Fully covered by patents. Ask 
for literature and details of the dealer plan. 


LINK-BELT COMPANY 


Stoker Division 


10,774 


Chicago 8, Ill. 


2410 W. 18th St. 
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INSIDE ARRANGEMENT is like looking up a stairway. At all angles you are seeing 


merchandise. 


Demonstration Stuff 


play one of each. Delivery is made by 
company trucks, which is essential in 
Sol’s opinion, as it enables the firm to 
keep promises. Anything bought from 
him gets there while the customer is 
still “hot.” 

Cost of doing business in the easy 
year of 1947 has been around 22 per- 
cent, Sol Polk estimates. Advertising 
costs have been away below 5 percent. 
and salesmen have taken less than 15. 

The firm has 37 employes, all told, 
Sol says, and 15 bird dogs. It operates 
in three locations—3334 N. Central, 
2850 N. Central and 3110 West 63rd 
St.—and may spread to more. 


WASHERS -IRO 


CONTINUED FROM PAGE 57 


“The greatest difficulty in running 
multiple stores,” says Sol, “is the prob- 
lem of management. I am lucky in 
having several brothers who share in 
the corporation—Dave, S. H., Harry 
and M. G.—each of 
position to take over.” 

“But to succeed, each store will have 
to make people in the neighborhood 
feel they have got to come to Central 
first before they go downtown. And if 
you do a good job demonstrating, and 
make appliances stick, all those manu- 
facturers are going to say, ‘love that 
mon 


They love Sol Polk. 


whom is in a 


End 


FAVORITE LOCATION for store—on good automobile highway, away from congested 


district. Shoppers find it attractive. 


Rentals Sell Freezers 


rely on it, soon will not want to be 
without it. The few families who find 
it is not of value to them have lost 
little and do not become the mad 
campaigners against frozen foods that 
they might be if they had been stuck 
for $300 or more. 

Mr. Soden has found that this rent- 
ing of small home freezers provides 
the appliance department with an excel- 
lent opportunity of “selling up”. Al- 
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CONTINUED FROM PAGE 45 


ready, several of the families which 
rented the 3.2 cu. ft. freezer have pur- 
chased a much larger home freezer. 
During the rental period these families 
began to want space for more products 
than the regular commercially packed 
foods. Many wanted to add fruits, 
vegetables and meats of their own 
growing or procuring, either to freeze 
themselves or to be frozen at a nearby 
locker plant. End 
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BIG UNVEILING SEPTEMBER 


Sessions Alarm Clock is not only new in beauty, it is 
built on an entirely new alarm principle, with new 
‘construction throughout. The wonder is that such a 


handsome modern alarm clock can retail at such a low 
price! In September shipments will be available in 


Clocks 


FORESTVILLE, CONNECTICUT + MERCHAND/SE MART, CH/CAGO 


quantity, and promptly! 
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| @ HERE AT LAST is the new electric alarm clock 
4 ZS dealers have been wishing for... waiting for! The new 


Guaranteed by 
Good Housekeeping 


GOD HOLSEKEEPING.. 


AND YOUR 
PROFIT 
OPPORTUNITIES 
TOO! 


the “Profit-line”, 
multiplies your 

ing opportunities 
ational advertising. 


cook your meals 
controls not only 
but also much 
surface unit 
yur elec- Beal 
eginni 

ginning with fall issues 


automatic 
results, 


_all automarica?) led! So much 
tric range, S° much family health and mealtime pleasure, that a range, 
like a home should be chosen with care. When selecting jo#T range sales-stirri 
r 
be sure you g&* all the benefits of the famous L&H automatic elec- sien ing L& H adver- 
Sat take less And if you must wait 4 little while for ments will appear i 
you did. See your L&H dealer! leading women’ in 
ns ma 
z ga- 
ines to send you custom 


tric range 
delivery— 
ers i 
seeking the satisfac- 


tion of L&H ownership 


ELECTRIC 
RANGE 


MANN & HOVERSON Co., Milwaukee 7, Wisconsin 
ars, Manufacturers of Fine Cooking and Heating Appliances 


A.). LINDE 
For 71 


A. J. LINDE 
MANN & H 
OVERSON CO., Milwaukee 7, Wi 
sconsin 
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Your dream range WW 
come trué.. 
Nee type, high speed L&H electric unit 
“a fast and to perfection’ Truly 
give you dependably 
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Top management alone should not 
bear the burden of resolving such 
important industrial problems as hu- 
man relations, customer relations, LP 
competition, the high cost of range 
wiring, and the humanization of elec- 
tric rates, Milton G Sanders, retiring 
president of the Pacific Coast Elec- 
trical Association, and vice-president 
and sales manager of the Central 
Arizona Power and Light Co, told 
members at the association’s recent 
30th annual convention. 

Speaking at the Mission Inn, River- 
side, Calif.. Mr. Sanders said that 
it was the responsibility of all in the 
electrical industry to help sell the in- 
dustry to the public. 


Employer-Employee Relations 


Harry Woodhead, president of Con- 
solidated Vultee Aircraft Corp., 
speaking at a luncheon meeting pre- 
sided over by past-president Hance 
H. Cleland, expressed general indus- 
try’s growing concern over employee- 
employer relations. He stated the 
three essential requirements for good 
relations as: (1) that management 
recognize labor as composed of human 
beings, (2) that any paternalism be 
avoided, and (3) that management 
be fair and reasonable, yet firm. 


Home Service Sells 


That selling is the business of the 
home service department of public 
utilities even though they do not take 
money for merchandise, was the theme 


Customer and Labor Relations Are 
Prime Topics at PCEA Convention 


Selling role of home service departments em- 
phasized. New president is H. H. Courtright. 


presented before the Business Devel- 
opment Section by Marguerite Fen- 
ner, director of home service for the 
Pacific Gas and Electric Co. and re- 
cent winner of the McCall award. 
The home economist, who must know 
all the answers, not only helps train 
the industry to sell equipment, but ® 
herself has the closest contact with 
the women who are the potential cus- 
tomers. Through her personal con- 
tacts in the home and the programs 
which she presents before women’s 
clubs, she has the opportunity of 
glamorizing the services which elec- 
tricity can render in the home, from 
cooking to lighting and adequate wir- 
ing. The housewife or young girl, 
seeing the slides, scrapbooks and mo- 
tion pictures and participating in the 
preparation and the consumption of 
food stuffs, easily identifies herself 
with the glamorous pictures and fixes 
in her mind the desire for later own- 
ership. Among the programs pre- 


sented in the northern California 
region have been programs on kitchen 
planning, laundries, lighting, special 
entertainment menus, homemaking 
for brides, and a junior cooks’ pro- 
gram used with Girl Scout and Camp- 
fire groups and in the schools. 


Modernize School Appliances 


The vast majority of school home- 
making departments are poorly 
equipped, as graphically proved by 
Lloyd Bowles, Southern California 
Edison Co. who showed pictures of 
numerous such classrooms where the 
pupils’ equipment dates back to 
the early days of the electric range. 
Such appliances give a wrong im- 
pression of the advantages of later 
owning an electric range and also 
make the training of the department 
less effective and so less well attended 
by those pupils who have a freedom 
of choice. The present situation, in 
which few girls elect to go on with 


their home training classes after the 
required one year, could readily be 
changed were these classrooms to be 
modernized, resulting in exposing 
more future housewives to modern 
ways and also encouraging the school 
departments to spend more and more 
money on this work. The Southern 
California Edison Co. has had great 
success in setting itself up as an ad- 
viser to school departments on the 
modernizing of such facilities. Sev- 
eral schools have already requested 
model plans to meet their needs. These 
the utility draws up to scale, includ- 
ing a number of elevation drawings. 
The actual remodeling has provided 
an approximation of the work centers 
of the home and has led to the pur- 
chase of many appliances. In some 
cases the schools have requested the 
remodeling of the available quarters 
to approximate a modern home. On 
occasion miniature classrooms, with 
(Continued on next page) 


VANCOUVER TURNS OUT: Approximately 300 dealers, distributors and utility men turned out recently at a meeting sponsored jointly by the Canadian Appliance Dealers Asso- 
ciation and the Dealer Development Division of the B. C. Electric Ry. Co., on the occasion of a visit by Laurence Wray, managing editor of ELECTRICAL MERCHANDISING, who 
gave talks before similar association groups during the course of a two-months swing around the country. Langtry Bell of Clarkson's, Ltd., head of the Canadian dealer group and 
John H. Taylor of B. C. Electric, arranged the meeting. 
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NEW 


ADDITIONS TO. 
HARDER-Freez LINE 


CHEST Models 
Single Chest (12 cu. ft.) at top; 
Double Chest (24 cu. ft.) above. 


3 
1% large UP- 
RIGHT 
‘ Model — 
18 cu. ft. 

— 
Smal! UPRIGHT at 


9 cu. ft. 


Mode! 


UTILITY 
FREEZERS in 
Wall, Center 
Aisle and 
Chest types 


REACH-IN BOX. Ideal stor- 


age refrigerotor for perish- 
ables of all kinds. 
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DEALERSHIPS AVAILABLE 
SEE THE TYLER AGENT! 


The sensational demand for HARDER- 
Freez Home and Farm Freezers has 
resulted in the decision to add a re- 
stricted number of new dealers in 
certain territories. 

It will pay you to get in touch with 
Tyler or the Tyler Agent immediately. 


Cash In On HARDER-Freez! 


This up-to-the-minute line offers you 
unlimited possibilities for sales and 
profits: Meets a universal need for 
preservation of food. Appeals to a 
big market—homes, farms, restaurants, 
hotels, institutions, etc. Built to finest 
refrigeration standards. Low cost oper- 
ation. Simple, appealing design. Many 
exclusive sales features. Four models— 


9 to 24 cubic feet. Reasonably priced. 


Nationally Advertised 


HARDER-Freez Home and Farm Freez- 
ers are nationally advertised in such 
magazines as Better Homes and Gar- 
dens, Field and Stream, Outdoor Life, 
Country Gentleman, Farm Journal, 
Progressive Farmer, What’s New In 
Home Economics, Saturday Evening 
Post, Holiday, Resorting, American 
Restaurant, and others. 


Get the full, profitable story of 
HARDER-Freez! Send coupon or 
see your Tyler Agent today! 


TYLER FIXTURE CORP. 
Dept. EM-7, Niles, Michigan 


Rush dealer information on 
HARDER-Freez. 


ADDRESS 


SELLING is the business of utility home service departments even though they 
take no money, Marguerite Fenner, (left), Pacific Gas & Electric Co., told the meet- 
ing. Erna Meeks (right), home economist of the Hawaiian Electric Co., Honolulu, 
traveled a long way to agree. Mr. Courtright is the lucky man. 


PCEA Convention 


models of appliances to scale, have 
been designed to show just how such 
a remodeled room would look. 


Show Two Farm Films 


The first session of the Business 
Development section closed with the 
showing of two films on “Electricity 
on the Farm,” one made in the early 
days of the industry, of interest par- 
ticularly because R. E. Fisher, re- 
tiring vice-president of the Pacific 
Gas and Electric Co., was starred in 
the principal role of the farmer, fol- 
lowed by a recently produced techni- 
color film showing the applications of 
electricity to California farm condi- 
tions. This was taken by the compa- 
ny’s own staff and runs for 45 min- 
utes. 


Selling Means Good Relations 


The question of what constitutes 
a desirable sales policy for public 
utilities was discussed by George N. 
Hawley, manager of industrial sales 
for the Southern California Edison 
Co. During the first 50 years, Mr. 
Hawley said, the power companies 
had no sales policy, but experimented 
with many different measures. At one 
time it was thought that utility selling 
meant utility merchandising. Now 
that this idea has been generally given 
up, the need for salesmanship still re- 
mains, but is transferred to the more 
important fields of better customer 
relations and selling the company’s 
service. Mr. Hawley’s plea was that 
every utility employee should have 
sales training. “Selling”, he stated, 
“is not aimed at making more profits, 
but rather of releasing the advantages 
of mass production. The aim is that 
the customer should get more for his 
money.” Increased use is to be 
gained not so much by lowering rates 
as by salesmanship, lower rates even- 
tually being the by-product of the 
greater use induced thereby. Em- 
ployees should understand the use of 
electricity, the value of private owner- 
ship as against public ownership, and 
they should have a knowledge of the 
business and the interests of the cus- 
tomers to be served. 


Work in Progress 
During the brief business session 
of the convention, Victor Hartley, 
executive secretary, told of the work 
of the year, including the spread of 
uniform wiring and unsafe appliance 
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CONTINUED FROM PAGE 95 


ordinances, which are now almost 
universal in California cities. The 
adequate wiring program in Los An- 
geles alone has resulted in the grant- 
ing of certificates to 542 homes, with 
100 more now under construction. 
Liquid petroleum gas studies have 
emphasized the need for aggressive 
sales campaigns, now in the process of 
formulation. An Electrical Living 
Committee has been formed to coor- 
dinate the work of five subcommittees 
dealing with domestic uses of elec- 
tricity. 


Courtright Named President 


Appropriate to the program of sell- 
ing and of industry cooperation which 
was emphasized throughout the meet 
ings, the new president elected fo 
the coming year was H. H. Court- 
right, manager of the San Joaquin 
Power Division of the Pacific Gas 
and Electric Co. at Fresno. Mr. 
Courtright was for many years head 
of the Valley Electric Supply Co. and 
is known throughout the industry as 
originator of the Through-the-Dealer 
plan of merchandising which won him 
one of the early McGraw cooperation 
awards. His concluding address car- 
ried forward the theme of great op- 
portunity, to be attained by a co- 
operative selling program in which 
every member of the electrical indus- 
try will join. 


COOPERATIVE H. H. Courtright {right) 
takes over as president of PCEA from 
M. G. Sanders. Mr. Courtright is known 
as the originator of the Through-the- 
Dealer plan of cooperative merchandis- 
ing. 
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/ AMAZING NEW 


COOKING SENSATION 
for- 


AIRDOME} 


ae 4 
; @ PORCH OR YARD © SUMMER 
COTTAGES 
@ BEDROOMS © LIGHT 
© APARTMENTS HOUSEKEEPING 
@ COMPLETE 
@ OFFICE © FACTORY KITCHENS 


A Perfect Gift For The Bride! 


Uses 110/120 volt 
AC or DC current 


IT BROILS, FRIES, TOASTS 


and- SMOKELESS 


WHAT YOU WANT 
WHERE YOU WANT 


coo 


IN THE KITCHEN — no 
matter how well it is 
equipped. No smoke 
nor greasy fumes. 
Saves time in cooking 
healthful broiled 
foods. 


OuTDOORS. In your 
own back yard, at 
camps, summer cot- 
tages or beaches, 
wherever you have ac- 
cessto 110to 120 volt 


IN SMALL APARTMENTS. 
Those who live in 
small quarters—will 
find it easy—and fun 
—to prepare delicious 
inexpensive meals. 


IN OFFICE OR FACTORY. 
Groups of four to ten 
workers can prepare 
hot and healthful 
lunches in a few min- 
utes at low cost. 


No smoke or greasy fumes for they’re all consumed in 
the scientifically designed dome of the AIRDOME 
Smokeless Broiler’n Cooker! This amazing feature 
alone makes it a “must” in your home even though you 
may already have a fully-equipped kitchen. 


COOKS A WHOLE MEAL 
AT ONCE 


There’s a host of combina- 


A.C. or D.C. current. tions that can be cooked 


at one time on this amazing 


A Few of the Foods so Easy to Prepare now agullence. 

Steaks Chops Fish Bacon Ham Eges Chicken Sausage Liver 
Hot Dogs Cheeseburgers Toasted Cheese Hash Brown Potatoes Broiled Tomatoes Stuffed Tomatoes HERE is A SAMPLE 
Toasted Sandwiches with cheese, bacon, tomatoes, etc. Broiled Grapefruit or Oranges Broiled Pineapple or Bananas 


Baked Beans with Bacon or Onions Macaroni or Spaghetti Many Canned Vegetables Canned Soups Tasty Canapes Chops, slices of boiled potatoes and 
Delicious Toast, Toasted Buns, Rolls, Biscuits and English Muffins tomatoes broil on the grill, while peas 
A RECIPE BOOK IS SUPPLIED WITH EACH UNIT warm in the pan below. 


THE WHITE CROSS 


COMBINATION 


A kitchen in a nutshell! The AIRDOME Smokeless 
Broiler 'n Cooker, a two-unit hot plate and an 8-cup coffee 
maker. The perfect combination for light housekeeping, 
for preparing meals in offices, factories, recreation rooms, 
outdoors, etc. There's no reasonable limit to your menu 
selection. Complete Meal-Maker Combination consists of 
AIRDOME Smokeless Broiler 'n Cooker, Hot Plate and 
Coffee Maker. 


WRITE DEPARTMENT MB-10 TODAY FOR NAME OF YOUR LOCAL DISTRIBUTOR 
Made and Distributed by 
NATIONAL STAMPING AND ELECTRIC WORKS 


Makers of White Cross Products 
SUBSIDIARY OF EUREKA WILLIAMS CORPORATION 
3220 W. LAKE STREET + CHICAGO, ILLINOIS 
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SIX PUSH-BUTTONS! 


Individual buttons for automatic tuning 
of five stations plus manual tuning. Ad- 
vanced Philco Electronic Tuning System 
adds a new fascination to push-button 
tuning. Light shows which buttonis “on” 


| PHILCO 
RADIOS 


AUTC 


n1 


FOOT CONTROL! 


Step on it to tune in programs and 
change stations. No need to take 
your hands from the wheel, or your 
eyes from the road. Available as op- 
tional equipment. Profitable sell-up ! 


on Philco’s Greatest Auto Radio 


Promotional Campaign 


Get a head start . . . displaying, promoting and selling 
the hottest new line of Philco Auto Radios ever 
offered. Sure-fire post-war features the public is hungry 
for! Better performance that you can demonstrate! 
Custom Styling that se//s ztself on sight! Your Philco 
Distributor has everything you need to make this 
profitable business roll in. Ask him about the famous 
Philco ‘‘Share-the-Cost’’ Cooperative Advertising Plan. 


DISPLAY STANDS 
BANNERS 

PENNANTS 

WINDOW STREAMERS 
WALL POSTERS 
LITERATURE 
HANDBILLS 


RADIO 
ANNOUNCEMENTS 


NEWSPAPER ADS 


‘ 
— 
ll 
SG 
Hit 
SS ——— 


FEATURE THE SENSATIONAL 


= 


lio ! 
Automatic and manual control units 


arecustom-styled foreachinstrument 
panel. They perfectly fit and har- 


Ds monize like a factory installation ! 
AMERS 

} 

| SEE YOUR 
ENTS 


PHILCO DISTRIBUTOR 
TODAY! 


1948 MODELS 


PHILCO, the Leader in Auto Radio for 
17 years, brings you a brand new line 
for all modern cars...Six DeLuxe and Popular 
Priced Models with spectacular selling features 


... the finest values at every price level! 


SHORT-WAVE! 


New model gives world reception 
on all short-wave bands up to 18 
megacycles, plus Standard Broad- 
casts. Push-button band switching. 


| 
| 
| | 
| 
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Easily demonstrated advantages 


of FiperGLas insulation | 


It’s a smart appliance dealer (and manufac- 
turer, too) that plays up Fiberglas* in his 
selling—takes full advantage of all the ad- 
vantages Fiberglas Insulation provides. 
For not only does Fiberglas permit you 
to talk “greater efficiency”’ “lower 


operating costs” ... “longer life’ ... in 


IBERGLAS 


*FIBERGLAS is the trade mark (Reg. U.S. Pat. Off.) 
of a variety of products made of or with glass 
fibers by Owens-Corning Fiberglas Corporation. 
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selling Fiberglas-insulated appliances, but 


your customers know that you're talking 


facts. Know it from their own experience. 


Yes, millions of Fiberglas-insulated ranges, 
water-heaters, refrigerators, home freezers 
and other appliances have sold Mr. and Mrs. 
America on Fiberglas. All you have to do is 
tell them “‘it’s insulated with Fiberglas’’. 
Seems easy? It is! 
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THERMAL INSULATION 
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Scheduled Meetings 


SAN FRANCISCO MARKET WEEK 


Western Merchandise Mart, San Fran- 
cisco, Calif. 
August 4-9 


UPPER MIDWEST MARKET WEEK 


Municipal Auditorium, Minneapolis, 
Minn. 

September 23-26 

Continental Convention and Show 
Management, Inc., Syndicate Bldg., 
Minneapolis 


INSTITUTE OF RADIO ENGINEERS 

West Coast Convention, Palace Ho- 
tel, San Francisco 

September 24-26 


RADIO PARTS SHOW 


De Soto Hotel, St. Louis, Mo. 

October 1-3 

Electronic Distributors’ Assn., 2,700 
Locust St., St. Louis 


NATL. FARM ELECTRIFICATION 
CONFERENCE 


Claypool Hotel, Indianapolis, Ind. 
October 7-8 


WESTCHESTER BETTER HOMES 
EXPOSITION 
County Center, White Plains, N. Y. 
October, 14-19 
White Plains C. of C., 201 Main St., 
White Plains 


Upper Midwest Market 
Planned for September 


Manufacturers of housewares and 
housefurnishings will have still an- 
other opportunity to display their 
wares to the trade when the Upper 
Midwest Market Week occupies tlie 
Minneapolis (Minn.) Auditorium from 
September 23 to 26. According to 
pre-show releases, a minimum of 
50,000 dealers, store managers and de- 
partment buyers are expected to at- 
tend. Lines to be displayed will in- 
clude electrical appliances, electrical 
supplies, and phonograph records. 

The show is under the sponsorship of 
the Twin Cities Trade Development 
Committee and will be managed by 
Norman F. Ludford, Minneapolis ad- 
vertising man. 


Hammer Man 


FAVORITE AVOCATION as well as 
work, of John Hurley is demonsirating 
his Thor Automagic Gladiron. Here he, 
the president of Thor Corp., goes through 
his routine at a recent promotion staged 
by the Higbee Co., Cleveland depart- 
ment store. 
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A REAL VORNADO 
IN PERFORMANCE 
& BEAUTY 


Carefully finished like fine 
furniture. Small, compact but 
marvelously efficient. 


UNBELIEVABLY QUIET 


Runs with the 

smoothness and 

quiet of a fine 
clock. 


PORTABILITY 


Carried easily with two 
fingers. Orifice of grille 
only inches. 


TILTING ACTION 


Tilts upward or 
downward like 
all Vornados. 


Sturdily built 


and properly 
balanced. 
Won't topple 
over. 


HEATING 
ELEMENT 


ENCLOSED 
Heating 


element is 


completely 
enclosed at 
back. Cannot be reached 
with fingers. 


Here’s an exciting all-year seller that’s destined for a sensa- 
tional public reception! A real, genuine Vornado air circulator 
in all respects with the added utility now of a built-in heating 
element. The change from air circulator to heater is simple: 
just flip the switch. No parts to remove. No tools to handle. 
Beautifully styled like all Vornados, superb in conception, and 
low priced — the Twin-Aire, with its dual usefulness, is  |NSTANTANEOUS ALL-YEAR 
America’s best buy today! . COMFORT SWITCH! 


_ TO THE 
Contact your distributor. Get your RIGHT— 


A FAN 
orders in at once. Twin-Aire pro- P 


duction is humming. You know 
what sales appeal Vornado has. 
The Twin-Aire offers a winter 
wonderland of quick turnover. 


MAKERS OF 


Air \ \ 


THE @<. A. SUTTON CORPORATION wicuita, KANSAS 
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Only RCA VICTOR thas the 


Audiences at the “Golden Throat” Demonstration compared tone of the piano 


on stage with that broadeast through the “Golden Throat” of the RCA Victor 
“Crestwood.” The “Shadow Box” and industrial indicators (extreme left) accurately 
tabulated the score of members of the audience participating in the demonstration. 


demonstration 
amazes music merchants and piano 
lechnicians at NAMM convention 


HE dramatic two-piano performance proved to all present that the 

RCA Victor “Golden Throat” tone system reproduces sound with 
amazing fidelity. No one who witnessed the demonstration was able to 
correctly identify the source of the music . . . the piano on the stage, or 
the piano being broadcast through the “Golden Throat” tone system of 
the RCA Victor “Crestwood.” 

Perhaps you were among the 2,000 who witnessed the RCA Victor 
“Golden Throat” Demonstration at the NAMM Convention in Chicago. 
If so, you know how perfectly the “Golden Throat” reproduced the tones 
of the piano . . . convinced listeners that the “Golden Throat” is really 
the finest tone system in RCA Victor history. 

This amazing tone fidelity will help you sell even more RCA Victor 
instruments. Now, your customers can hear pure tone... they can hear 
all the beauty of the artist’s actual performance. 

The “Golden Throat” is a new perfection in balance of electronic 
amplification, speaker and cabinet. This exclusive 3-way sound system is 
the result of RCA’s 27 years of electronic engineering skill and Victor's 
48 years of leadership in the reproduction of sound. 
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Miss Marie Carlile played the piano on the stage—demonstrated the perfect 
tone reproduction of the “Golden Throat,” by alternating her performance with... 


Participants from the audience used this 
signal switch to indicate their “guesses” as 
to which of the two pianos they were hear- 
ing—the one on the stage or the one in the 
broadcast studio. The “Shadow Box” and 
the industrial indicators registered each 
contestant’s “score.” 


The public showing of the “Golden Throat” 
Demonstration was inaugurated at the RCA 
EXHIBITION HALL—July 21 to August 2. 
When you're in New York City, don’t miss 
the many electronic wonders on display at 
the Exhibition Hall. Open, free to all. 36 
West 49th Street. 


Miss Barbara Wayne whose share of the performance was broadcast through 
the “Golden Throat” tone system of the RCA Victor “Crestwood.” 


Two pianos demonstrate perfect tone reproduction 


of the RCA Victor - 


HE Two-Piano Team of Carlile and Wayne 
performed in the dramatic “Golden Throat” 
Demonstration. Miss Carlile played the piano 
that stood on the stage beside an RCA Victor 
“Crestwood.” The other piano play ed by Miss W ayne 
was in a broadcast studio in another part of the 
building. An RCA microphone picked up the music 
from the second piano and fed it to an RCA 
transmitter which broadeast to the “Crestwood.” 
Miss Carlile and Miss Wayne played alternately 
... unexpectedly switching the performance from 


MR. EDWARD VOLKMAR—Chicago Piano 
Technician and Tuner—stated: 
For the first time in my 40 years as a piano 
tuner, I have heard all the tones of the piano 
reproduced exactly by a radio. The RCA Victor 
“Golden Throat” brings all the beauty of the 
piano to the listener as played by the artist. 


Signed Curent 


5156 W. St. Paul Ave., 
Chicago, Ilinois 


en 


the piano on the stage to the piano in the studio 
which was heard through the “Golden Throat” of 
the RCA Victor “Crestwood.” No one who heard 
the performance could definitely identify the source 
of the music except when Miss Carlile raised her 
hands to show she was not playing. 

At the conclusion of each piece of popular music, 
participating members of the audience were scored 
on their indication of the number of times the 
pianists changed. Estimates ranged from 3 to 12. 
The actual number was 28 changes. 


MR. BENJAMIN KAYE—President of the fa- 

mous Liberty Music Shops, New York—stated: 
This demonstration proves the “Golden 
Throat” reproduces even the tone of the piano 
perfectly. No one present could detect the 
slightest difference between the piano on the 
stage and the “Golden Throat.” 


Signed 


Liberty Music Shops 
New York City, N. Y. 


DIVISION OF RADIO CORPORATION OF AMERICA p 
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MR. DEALER / 


Here’s the NEW 
Wayne Thermo-White 
Oil Furnace! 


In every business there's a leader. Wayne proudly presents Thermo- 
White, most desirable of fully automatic oil fired winter air conditioners. 
Economy of operation and expert design are typical of all Wayne 
Products. Wayne backs quality with active merchandising helps. Write 
Thermo-White dealer merchandising advertising. 


for details of the 


Od Industry ta Were! 
GLEAMING WHITE ENAMEL + FOREST GREEN TRIM 


Matches Wayne water softeners, heaters and other equipment in 
recreation and utility rooms. No wonder Wayne dealers sold carloads 
in advance of public announcement! Imagine the demand when avail- 
able newspaper dealer ads tie in with Wayne’s national advertising! 
2 Thermo-White is Wayne's latest addition to a full line of oil and gas 
heating systems and conversion burners, and automatic home water 
systems. Write for details of the Thermo-White Furnace today! 


THERMO-WHITE IS EQUIPPED WITH 
WAYNE THERMATIC MODEL O OIL BURNER 


ECONOMY PLUS 


More complete 
combustion with 
higher CO» rating 
for record econo- 
my. Firing head is 
rifled like a gun 
barrel. Adjust- 
ments are easily 
made from rear of 
burner. Burns 
standard fuel oils. 


Furneces Boilers Systems 


Write for Details of the Wayne Partnershife "Dian 


WAYNE HOME EQUIPMENT co., 


FORT WAYNE, INDIANA 
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LUCKY SUPERVISORS are Frigidaire executives F. H. Peters, 


and Lee Clark, assistant general sales manager. 


advertising manager, 
All they have to do is watch Jean 


Darling of “Carousel” and Audrey Johnston of “Park Avenue" go through the motions 
of using the new Frigidaire automatic washer at the introductory press party. 


Frigidaire Gives Preview Showing 
Of New Home Laundry Equipment 


Automatic Washer, lroner 
and Dryer Shown to Press 


At a special press and radio meeting, 
the Frigidaire Division of General 
Motors recently presented a premiere 
showing of its new home laundry 
equipment, including a new automatic 
electric washer, which has been in 
the process of development for nearly 
ten years, together with an automatic 
electric dryer and electric ironer. 
Similar dealer and district personnel 
meetings are in progress throughout 
the country, the company said, and 
public announcement will follow soon. 


Washer Principle 


F. H. Peters, advertising manager, 
was in charge of the program, and the 
new products were presented by C. S. 
Trigg, manager of appliance product 
promotion. The main feature of the 
washer, he said, is an entirely new 
washing principle known as “Live- 
Water” action, whereby water is forced 
up and down, creating currents of 
water that penetrate and wash clothing 
without, it is claimed, harming deli- 
cate fabrics. Also, according to Frig- 
idaire, the machine automatically, with 


one setting of a single control dial, 


washes clothes, rinses them twice, 
spins them damp-dry, and cleans it- 
self, all in less than 30 minutes. No 
soaking of clothes before washing is 
required, washing and rinsing opera- 
tions can be adjusted to individual 
preferences, and clothes come out 
damp dry. The washer does not re- 
quire bolting to the floor. 


H. M. Kelley, appliance sales man- 
ager, announced prices as_ follows 
washer, $299.75 dryer, $220.75. 
ironer, $189.75. 


Also present at the showing were 
E. R. Godfrey, vice-president of Gen- 
eral Motors and general manager of 


the Frigidaire Division; P. Brat- 
ten, general sales manager; L. A. 


Clark, assistant general sales manager ; 
F. H. McCormick, assistant chief en- 
gineer; F. M. Mitchell, home laundry 
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sales manager; R. H. Huston, eastern 
regional manager, and J. T. Collins, 
New York branch manager. 

In a separate statement, Mr. God- 
frey stated that the home laundry 
equipment was developed to give 
dealers a greater variety of Frigidaire 
products to sell, and that reconversion 
and expansion had delayed its intro- 
duction, planned for an earlier date 

Mr. Bratten made the statement the* 
the sales plans for the new product 
were based upon the assumption that 
a buyers’ market for these items is 
now in effect. He added that the 
equipment will be distributed through 
Frigidaire’s present nation-wide dis- 
tributing organization. “Initial pro- 
duction will permit us to immediately 
franchise only a limited number of 
dealers,” he stated, “however, distribu- 
tion will be expanded as production 
accelerates. Quantity production is 
already underway in our Dayton plants 
and the rate is increasing daily.” 


Frigidaire Increases 
Prices Average of 4.5°/, 


Retail prices of Frigidaire refrig- 
erators have been increased an average 

4.5 percent and ranges have gone 
up a little less than three percent. 

“We make this announcement reluc- 
tantly and with genuine regret,” said 
P. M. Bratten, general sales manager, 
“as we had hoped it would not be 
necessary to take this step even though 
our prices had not advanced to the 
same degree as our costs. But we are 
glad to report that the increase does 
not affect all of our lines and models. 

Mr. Bratten explained that labor 
costs for the Frigidaire division of 
General Motors have gone up over 
11 percent as the result of wage in- 
creases in April and he also cited in- 
creased materials costs. He had hoped, 
he said, that increased production 
would make increases unnecessary, but 
that shortages of materials had barred 
the company from attaining the desired 
production schedules. 
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ugh makes your whole room sing—that’s mews—that’s Motorola 
lis- ‘Furniture Styling’’! Here are radio cabinets designed by 
ie interior decorators—built by furniture craftsmen to be a 
e 

of part of your home. 
bu- Motorola's exclusive ‘Golden Voice’’ is more glorious 
ion than ever in the new 1948 models. The Motorola ROLL- ) 
- O-MATIC phonograph gives you unbelievably true record 
- reproduction. Motorola FM has features no other can 
claim, such as radar-type push-button tuning. 

Yes, inside and out—for a radio to live with as well as 
to listen to—see your Motorola dealer today! Model illus- : 
trated is an FM/AM radio-phonograph SPINET with the 
ROLL-O-MATIC record changer and loads of record storage space. 

ig- MOTOROLA INC. CHICAGO®51, ILLINOIS 
ige 
ne 
BY MAKERS or THE FAMOUS*+*MOTOROLA RADIOS 
aid 
er, 
be 
gh 
he 
ire 
eS 
Is. 
or Table Model Automatic RADIO- FM/AM TABLE MODEL. ‘‘Furniture Famous Motorola “PLAYMATE JR.,” 1948 Beautiful “Picture Frame" TABLE MODEL. 
PHONOGRAPH. Plays ten records. Styled" walnut cabinet with cloth wrap- Version! Everything in miniature except **Furniture Styled”’ in fine Prima Vera wood 
of Featherlight tone arm. Shadow-silent around and 2-way “‘black light’’ plastic dial the big, radiant TONE. AC/DC or battery Beautiful mello-bass. Console-like tone 
. changer. Brilliant, true record reproduction. scale. Radar-type FM tuner. Beautiful operation. “‘Aero-Vane"’ loop antenna. A quality. 2-way slide rule dial. AC/DC. Sheer 
er Simply wonderful! Motorola mello-bass for perfect tone. powerful radio the size of a small camera beauty in performance and appearance. 
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Don't let a hesitant electric range prospect walk out to “look 
a little further’’! 


Take this tip... and see how often it helps you close the sale: 


Emphasize the “vital spots’’—the surface heating units—of the 
ranges you handle. 


But... before you do, take this precaution: make sure the units 
on your ranges are Sheathed in INCONEL*. 


mm, Then you can talk with confidence. 
Inconel Sheathed Heating Units are built for fast cooking and 
easy, flexible control... for life-of-the-range operation at full 
wattage. 
Say that millions—yes, millions! —of Inconel Sheathed Heating 


Units are in use. And that many have been on the job steadily 
for 10 years and longer. 


Ask your prospects if they know why. 


They probably don’t, so then’s your chance to get across the 

point that Inconel—one of the famous INco Nickel Alloys—can 
never rust. It does not warp, crack or scale at high temperatures 
... and is not damaged by kitchen accidents and spill-overs. 


In other words, when a prospect hesitates, play up the advan- 

tages of Inconel-sheathed surface units. They're fast... clean... 
easy to use... . long-lasting . . . trouble-free. Those are all things 
folks are glad to know. *Reg. U.S. Pat. Of. 


Your best bets in ranges today are those 
with surface units Sheathed in Inconel! 


INCONEL 


OF ON TOP STANDARD 
i THE INTERNATIONAL NICKEL COMPANY, INC. —— OF LEADING 
67 Wall Street, New York 5, N.Y. MANUFACTURERS 
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EVE AND THE SERPENT, 1947: Doing 
good instead of evil is this modern ser- 
pent in the form of a McAllister-Ross 
vacuum cleaner which Miss Paula Mc- 
Cance, St. Louis model, is using to dry 
herself, much to the professional interest 
of Charles Gaffney (left), sales manager, 
and Edwin Pallo (center), president, of 
Appliance Distributors Co., and Charles 


Ross, vice-president, McAllister-Ross Corp. 


Bendix Launches 
Huge Sales Contest 


August 1 was the starting date. 

Whether the buyer’s market was 
here or still in the future, Bendix 
Home Appliances, Inc., was ready for 
it. W. F. Linville, general sales 
manager, announced that the company 
was offering more than $1,000,000 in 
prizes to wholesale and retail sales- 
people for outstanding performances 
under the terms of a sales contest 
which were announced at dealer meet- 
ings held throughout the country from 
July 21 to 31. 

Purposes of the sales contest, de- 
scribed by Mr. Linville as “the biggest 
on record,” are to “maintain the high 
sales level during the balance of the 
year, recruit more sales people, cap- 
ture more time of the retail sales 
force, and perpetuate the leadership 
and prestige of the Bendix automatic 
washer.” 


20,329 Competitors 


Competing for prizes ranging from 
merchandise to trips would be upwards 
of 20,000 retail sales people, 250 whole- 
sale salesmen, and the sales managers 
of 79 distributors. The contest of- 
ficially closes December 13. 

Two plans are available to distribu- 
tors, one offering trips as prizes and 
the other providing awards of mer- 
chandise. Mr. Linville said that dis- 
tributor sales managers will be eligible 
for $25,000 worth of 1948 automobiles. 
Trip destinations include Miami or 
Havana for Easterners, New York, 
Chicago or Los Angeles for South- 
erners, New Orleans or Miami for 
Middlewesterners, and Honolulu, Mex- 
ico City or New Orleans for Western- 
ers. Eight groups of distributors, 
divided according to sales potential, 
will be pitted against each other. 


Sun Kraft, Inc., Files 
Bankruptcy Petition 


Sun Kraft, Inc., ultra violet ray 
machine producers, recently filed a 
petition of bankruptcy in the district 
court of Northern Illinois, Chicago. 
Signed by John Parlopino, vice-presi- 
dent of the company, the petition listed 
liabilities at a total of $450,467.42 and 
assets at $711,300.26. 
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it’s radiolutionary... 
it’s smokesational 


ANOTHER SMASHING 
SUCCESS by 


COMBINATION 


This is it, Mr. Dealer! The post-war promise of ‘something 
different’. The latest creation of a merchandise-wise man- 
ufacturer who's always been out front in developing new, 
out-of-the ordinary, fast selling, radio-plus combinations. 


Your customers will go for this beautiful, all-plastic, Barnes 
& Reinecke designed cabinet . . . the super fidelity of its 
Stewart Warner radio . . . and the big plus in the smoker 
unit with its king size humidors for cigars, cigarettes, and 


tobacco. 

RETAILS AT 
Only the Smokerette-Radio offers all § 95 
these in one great combination .. . 49 


and at ao cost that compares favor- 
ably with ordinary table model DEALERS MARK-UP 


The sensational, and original 


Porto-P t i A 
radios. Capitalize on it! There's a 40% 
companion. The only com- liberal margin of profit in it for you. F.0.B. CHICAGO 


bination portable bar and 
radio with warranty backed 
Stewart Warner radio and 
21 piece gold trimmed set. All 
plastic cabinets in ivory with 
gold trim; walnut with ivory trim. 
Lists at $42.25. 


Place your order today. 


A POWERFUL NATIONAL ADVERTISING. 
CAMPAIGN WILL BRING CUSTOMERS 


Schedule includes full 4-color AD in ESQUIRE 
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SUMMER SALES... 
All Oil Heater Owners Welcome the 
Comfort and Savings Offered by 


DEPENDABLE AUTOMATIC 
ACCESSORIES... 


Here's a ready source of extra sales and profits — all 
the folks in your community who own Vaporizing 
Burner Oil Heaters! Show them how these A-P 
AUTOMATIC ACCESSORIES will pay for themselves 


in oil savings, greater convenience, steadier heating. 


Thermostatic Heat 
Regulator Set Model 240-ED 


Adds THERMOSTATIC Temper. 
ature Control convenience and 
economy to any heater using A-P 
Model 240-DR, UR, or YR Oj 
Controls—made since 1939. Easily 
installed set includes Electric Con. 
version Top, Thermostat, Trans- 


former and accessories 


OILIFTER — for 
Automatic Fuel Handling 


Avoiding fuel handling and messy 
Bucketing” of fuel oil in the 
home. The A-P OILIFTER, draws 
oil from remote bulk storage tank 
as far away as 100 feet or three 
stories. It can be mounted on ANY 
FUEL OIL BURNING APPLI. 
ANCE. It's a great convenience in 
any oul-heated home 


Write for details, prices and sales helps on these 
fast-turnover A-P AUTOMATIC ACCESSORIES 


BE SURE your new heater lines use A-P DEPENDABLE OIL CONTROLS 
; — for faster sales, greater customer satisfaction. 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE Zoutzols 


PAGE 108 


WHEN GENTS will shuck their coats and spend two days working with Tom Robinson, 


service manager of Automatic, it indicates they are interested in know-how. 


In the race to re-establish distribu- 
tion, washer manufacturers are leav- 
ing holes in their plans big enough 
to drive a team of horses through, it 
was pointed out by Ray Jones at the 
Washer Clinic held in Denver at 
Graybar June 16-17. Mr. Jones is a 
parts jobber in that city and a former 
president of the Appliance Parts Job- 
bers Association. 

“The washer market is 60.5 percent 
saturated or better, which means 
that most people already have ma- 
chines,” he said. “Before people own- 
ing washers buy new ones, they try 
to have the old model repaired. That 
means that dealers with service de- 
partments get the tip-off. If they 
are astute they either sell a new 
washer or repair the old one. 


"Too Outlets” 


“You would think that dealers with 
service departments would be zealously 
cultivated by manufacturers. This is 
not the case. The race is to line up 
altogether too many outlets, most of 
whom have no service facilities. 

“This is where, in my _ opinion, 
washer manufacturers are letting 
themselves be badly outgeneraled. One 
of the largest makers is very cleverly 
acting to line up these good service 
outlets. They are giving franchises 
to dealers who do outstanding repair 
jobs, realizing that it will be perfectly 
natural for dealers to make replace- 
ments with their brand of machine. 

“When the going gets tough, and 
those firms who are morning glories 
in the business start to fold up, I 
think the washer industry is going to 
find itself outgeneraled and _ out- 
smarted.” 

With present margins and high costs, 
the intelligent handling of a trade-in 
is absolutely necessary for a dealer to 
come out, dealers at the clinic learned. 
The firm that makes a trade-in allow- 
ance and is in no position to clean up 
and resell that washer is in a bad 
competitive position. 

One of the oldest and most success- 
ful operators related how he allowed 
20 percent of the list price for a 
trade-in that would run. He rebuilt 


Washer Makers Overlooking 
Best Retail Outlets, Dealers Told 


100 at Denver Clinic 
Talk Trade-In Problem 


or repaired the machine and sold it 
at from 50 to 60 percent of the list 
price, and at this figure it was a 
desirable bargain with the public. Due 
to the fact that new customers have 
relatives or can get more by advertis- 
ing their old washer themselves, he 
Was getting a trade-in with every 64 
new sales. 

Dealers learned the absolute neces- 
sity of selling their customers properly 
on repair jobs. 

“My greatest trouble has been with 
salesmen who are constantly bringing 
in old machines with the word, ‘fix it 
and grease it up.” The customer has no 
idea of what the cost will be. Con- 
sequently,” said this speaker, “I make 
it a point to call in the customer and 
show him the torn-down machine, 
with its hidden wear and tear. When 
he realizes the havoc time has wrought, 
he will authorize the money expendi- 
ture necessary. ‘Grease it and fix it’ 
is an invitation to a kick on a bill.” 


Selt-Delivery 


Farmers can readily be educated to 
bring in their washers for repair, the 
clinic heard. A plank in the trunk 
compartment, plus washer legs hooked 
over the bumper, and the farmer finds 
it easy to haul the machine in. 

Service work on washers in the 
West was off in volume, in the opinion 
of the 100 dealers who attended the 
clinic. Actually they felt it was 
getting back to normal. 


HOST for the Denver washer clinic was 
Mel Pearson, of Graybar. Graybar plans 
on pounding away hard at schools. Serv- 
ice and installation setups hold the 
business together, Mel says. 
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AMERICA’S LARGEST-SELLING ROOM HEATER 


Arvin Fan-Forced and Radiant Electric Heaters are well known to dealers because 
they are dependable, and priced to sell fast in volume. The line includes three 
handsome fan-forced heaters— Model 103, green baked enamel, hammered finish at 
$9.80 list; Model 213, tan baked enamel finish with on-off-switch at $11.95 list; Model 
203A, deluxe ivory baked enamel finish with toe-switch at $13.30 list; also Model 52 
Radiant Heater in tan and chrome at $9.95 list. (Prices 


slightly higher in Zone 2.) Nationally advertised. S - 
Attractive display material free. Big traffic- es 
builders for autumn days! Order = — 


from your Arvin distributor. 


$ 


MODEL 103 LIST 


THE AUTOMATIC IRON 
WITH ALL THE FEATURES! 


It’s an iron a woman can use... light (only 3 pounds) ... fast heating... safe 


for all fine fabrics, including the new synthetics. Full-range 


automatic heat-control starts at room-temperature and extends 


to 550°. (This extra-low heat range is an Arvin first.) The anchored / r — 


cord (an Arvin feature) protects against your most —— 


. . ee ” 
frequent service complaint. For customer-satisfaction and lowest service-costs THE “JERK” Test! 
Do you dare do this with any other 
* iron? This “jerk test” proves 
sell the Arvin Iron—the best iron to use and the best to se//. Order from your Arvin distributor. quickly to any woman that the 

Arvin Iron is built to stand hard 
daily use with the minimum of 
repair cost and “‘out-of-service” 
inconvenience. 


... the name on many profit-building products of NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiana 


Arvin Values include— Arvin Top Flight Radios * Arvin Automatic Electric Irons * Arvin Lectric Cook Combination Grill and Waffle Baker « Arvin Fan-Forced Electric Heaters * Arvin Radiant Electric Heaters. 
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Light Your House with 


esti nghouse 


Westinghouse 


LAMPS FOR SEE-ABILITY 
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Now is the time to sell those bright Westinghouse 100-watt bulbs and three-way lights. 
Now is the time to sell cartons of lamps for filling those empty sockets and for furnishing 
ry) @ handy spares in the weeks ahead. 


BE SURE TO GET THE BACK-TO-SCHOOL DISPLAY KIT 
Here’s the kit that will help you cash in on this natural market for lamps: 
1 Window streamer in full color. Big compelling 16 x 55-inch size. 
6 Card toppers slotted to fit standard card frames. Use them also for self-standing 
displays and for window displays. 
1 Set of “back-to-school” pennants. 


6 Lapel badges or light twirls that tell your customers, “Don’t forget light 
bulbs.” 


1 Set display-type price tickets, 3 x 5 inches. 
1 Set display-type price tickets for promoting carton sales, 3 x 5 inches; 
1 Excise tax card showing the new tax schedule. 


PLAN NOW TO TIE IN WITH THIS PROMOTION 


Just fill in and mail the coupon below or call the Westinghouse lamp distributor 
who serves you. Lamp Division, Westinghouse Electric Corp., Bloomfield, N. J. 


Westinghouse Electric Corp., 
Lamp Division, Bloomfield, N. J: 


Please send me the free Back-to-school Display Kit. 


| 
through Friday 11:45 AM EDT l ia 
Network. 
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FOR THE DEPENDABLE PERFORMANCE THAT 
MORE ELECTRICAL 


4 


Quauty appliances are coming back! Once again con- 
sumers are demanding branded merchandise that assures 
a them years of dependable service. And retailers too, intent 
upon building a reputation for quality are changing their 

buying habits and specifying Nichrome long-life heating 
5 elements when ordering electrical appliances. 


oe For Nichrome is that high nickel-chromium electrical re- 
| sistance alloy which, for more than 35 years, has set the 
qi quality standard in heating elements. By delivering abundant 
4 heat for a lifetime of dependable, trouble-free operation it 
a puts the stamp of enduring quality on every electrical ap- 
ee pliance so equipped. 
. So to make your selling job easier and keep your customers 
AM well satisfied .. . longer, ask your manufacturer to assure you 
ha that the heating elements in the appliances you buy are wound 
in with Nichrome. Be sure, however, that you specify Nichrome 
for there are several nickel-chromium combinations — but only 
om one Nichrome* and — 
Nichrome is made only by 


Driver-Harris 
COMPANY 


HARRISON ° NEW JERSEY 
BRANCHES: Chicago a Detroit * Cleveland 
Los Angeles San Francisco Seattle 
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NERA Forms Three 
Wisconsin Chapters 


With the recent forming of three 
new chapters in Wisconsin, the Na- 
tional Electrical Retailers Association 
is expanding its local chapter organ- 
ization plan launched last April, ac- 
cording to C. C. Simpson, managing 
director. 

The three Wisconsin chapters added 
to the roster in June are located in 
Racine, Kenosha and Milwaukee 
They were organized, Mr. Simpson 
said, under the direction of NERA 
state chairman Julius Kovach of Para- 
mount Good Housekeeping Shop, Ra- 
cine; division chairman Wendal Lewis 
of Klode Furniture Co., Milwaukee; 
and Norman Brahmstedt, NERA field 
director for the state. 

Officers of the Milwaukee chapter 
are: chairman, Howard Droegkamp, 
Droegkamp Appliance & Furniture 
Co.; vice-chairman, Clarence Ewart, 
Fleisner Bros., Inc.; and secretary, 
Maurice Pikas, Time Radio & Appli- 
ance Store. 

In Kenosha, Victor Joerndt of 
Radio-Electric Co. is chairman, Jack 
Williams of Williams Home Appli- 
ances, vice chairman, and Joseph 
Hoffman of Hoffman’s Good House- 
keeping Shop, secretary. 

The Racine Chapter is headed by 
chairman V. C. Novak of Novak Ap- 
pliance Co., assisted by vice chairman 
William A. Allan of Thrifty Sandy’s, 
and secretary Bob Buffman of Buff- 
man’s, Inc. 


Other Chapters Scheduled 


Commenting on the organizational 
activity in Wisconsin, Mr. Simp- 
son said that activities are now under 
way in several different cities, and 
groups of counties, in Indiana, Ohio, 
Illinois, Tennessee, Delaware, Oregon 
and Washington, for either organiz- 
ing direct chapters of NERA, or con- 
cluding arrangements with associa- 
tions which are planning to affiliate 
themselves with NERA. Chapters 
will be organized later in all other 
sections of the country as fast as local 
leadership can be developed to spear- 
head the operations. 

Earlier this year, Mr. Simpson ex- 
plained, organization work in Califor- 
nia under the direction of NERA re- 
gional governor Harold Taylor of 
L. C. Taylor Co., Pasadena and 
NERA regional field director Elmer 
Weinheimer, resulted in the forming 
of NERA Chapters in Pasadena, 
headed by chairman J. P. Land of F. 
W. Birnie Co.; in Southgate, by chair- 
man J. C. Olsen, Home Appliances 
Galore; and in Bakersfield, the Kern 
County Chapter, headed by chairman 
H. A. Witham, Witham’s Radio & 
Appliance Co. 


Motorola, Inc., Replaces 
Galvin Manufacturing Corp. 


Motorola, the name by which the 
products of the Galvin Manufacturing 
Corp. are known to consumers, be- 
came the new official name of the cor- 
poration at a _ recent stockholders’ 
meeting in Chicago. The change of 
name is also effective on the listings 
of the New York Stock Exchange. 

In making the change it was stated 
by Paul V. Galvin, president, “We 
feel that the word Motorola has been 
so closely associated with us—our 
products and services—that there is 
a great advantage from an advertis- 
ing and merchandising angle in mak- 
ing Motorola, Inc., our legal title.” 
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2 EXCLUSIVE “Anyheet” thermostat control yy EXCLUSIVE patented Silex flavor-guard 


automatically maintains chosen temperature. filter makes clearer, finer coffee. Can be 
used with or without cloth, 


7 


EXCLUSIVE Silex “pop up” handle releases 
upper bowl quickly. 


maker a hand h hold accessory... 
a perfect gift! 


4 EXCLUSIVE Silex designs make the coffee 


With coffee-lovers from coast-to-coast...the Silex glass coffee maker is 
in top demand! 

They know its fast, simple, dependable performance! They like its 
important exclusive features! And oh, how they appreciate getting that 
richer, clearer, finer-tasting coffee every time! 

Feature this famous line, now! It assures your customers complete 
satisfaction... boosts your sales. Your distributor has a complete 
stock of Silex coffee makers in both gas and electric models. The Silex 
Company, Hartford 2, Conn., St. Johns P.Q. Canada. 
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Automatic Troner— 


Millions of Women to be Reminded of this 
Important Fact... Beginning in September! 


Ironers are hot . . . and the one and only Ironrite is the 
hottest of them all! 


Watch September magazines for opening ad in Ironrite’s 
“leadership” campaign, emphasizing Ironrite’s quarter 
century specialization in quality ironer development, and 
widely recognized consumer preference. 


Ironrite’s big, new program gives you everything you 
need for big volume and big, long-time profits . . . 

1, Time-proven engineering; 

2. Unlimited plant capacity; 

3. The strongest distribution organization in the industry; 
4. A home demonstration plan unequalled anywhere! 


Increased Production Coming 


With large Fall production increases coming, Ironrite 
now offers the outstanding “growth” opportunity of the 
industry . . . with a tremendous, low-saturation market, 
substantial profits, few trade-ins. 


Thousands of dealers have seen the big, new Ironrite 


THE IRONRITE IRONER COMPANY ©* MT. CLEMENS, MICHIGAN 


ATTENTION CANADIAN DEALERS! Ironrite is distributed by the Coffield Washer Co., Hamilton, Ontario 


sales program, and all will see it soon. Ironrite is entering 
the “Golden Era” with 26 years of product development 
and plant expansion behind it, and with less crowded 
competitive conditions than prevail in many other lines. 
Your future is bright with Ironrite. 
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© about these attractive new 
store display units. 


Ask your Ironrite distributor 
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The TOP LINE revolutionary, cylinder 


type electric room heater gives more heat faster 
and at lower cost. Warms a whole room in a short 


MODEL 1300 


while. Heats cold spots immediately. 


Here’s how Model 1300 
works: Gives 3 kinds of 
heat — radiant, reflected, 
and convection. Beams 
heat rays direct to cold 
spots. Diffuses heat rays 


to warm the entire room. curaways 


Furnishes natural up- 
draft circulation. 


amd 


Model 1300 not only fur- 
nishes more heat faster; 
it piles up profits faster 
Makes money for 
you by giving quick turn- 
over. Write for catalog 
giving specifica. - 
prices, and dis- 
counts today. 


too! 


sheets 
tions, 
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Address: Dept. E. 


HOME APPLIANCES 


ENNESSEE VALLEY 
MARKETERS, INC. 


117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 


in the Tennessee Valley 


— Radiant Heat 
--— Reflected Heat 


Convection Heat 
“> with natural up- 
draft circulation 


HONORED: J. E. North (left), president of the Electrical League of Cleveland, 
receives a silver-framed testimonial from L. T. Blaisdell, league vice-president, during 
the Silver Anniversary Luncheon which was held in honor of Mr. North's 25 years as 
head of the organization on June 30 in Cleveland. 


Cleveland League Honors North, 


| Head for 25 Years, at Luncheon 


Over 450 Pay Tribute, 
Set Up Annual Award 


The top rung of the ladder was 
both comfortable and well polished. 

J. E. North had held a secure grip 
on it for 25 years as president of 
the Electrical League of Cleveland 
when last month more than 450 civic 
leaders, league members and em- 
ployees and persons prominent in the 
electrical industry paid tribute to 
his leadership at a Silver Anniversary 
Luncheon in Cleveland’s Hotel Stat- 
ler. 

Mr. North, who first entered the 
electrical industry as a sub-station 
operator with the Dayton, Springfield 
& Urbana Railway Co., first became 
a director of the league in 1920, then 
treasurer, vice-president, and, finally, 
president, a position he has held since 
his first election. Currently general 
sales manager of the Cleveland Elec- 
tric Illuminating Co., he has also been 
electrical construction superintendent 
of the Robbins & Myers Co., Spring- 
field, a salesman and sales manager 
for the Springfield Light, Heat & 
Power Co., secretary of the Spring- 
field Chamber of Commerce, founder 
of Electrical Production Magazine, 
and a recipient, in 1933, of the 
McGraw Award medal for coopera- 
tion in the electrical industry. 


Plenteous Praise 


Speakers who lauded Mr. North's 
contributions included: Mayor Thomas 
A. Burke of Cleveland; Mayor Wil- 
liam C. Dunlap of Cleveland Heights; 
Elmer L. Lindseth, president of the 
Cleveland Electric Illuminating Co.; 
W. G. Hills, president of Interna- 
tional Assn. of Electrical Leagues; 
O. C. Small, NEMA; H. L. Martien, 
president of Martien Electric Co., 
speaking for the league’s “Old 
Timers”; and L. D. Cleverly, a 
trustee of the Electrical Maintenance 
Engineers Assn., Cleveland. 

William G. Rose, one of the orig- 
inal incorporators of the league, 
served as toastmaster and L. T. Blais- 
dell, league vice-president and com- 
mercial vice-president of General 
Electric Co., presented Mr. North 
with a silver-framed illuminated scroll, 


expressing the sentiments of the offi- 
cers, directors and members of the 
organization. 

Mr. Blaisdell also announced the 
establishment of the J. E. North 
Award which, beginning in 1948, will 
be presented annually in Cleveland 
to an employee of a league-member 
company for outstanding contribu- 
tion to the electrical industry. The 
award will include a cish prize and 
a Citation. 

A silver electric clock, a gift from 
the league’s officers and directors, was 
presented to Mr. North by W. L. 
Howlett, league vice-president and 
branch manager of the Westinghouse 
Electric Supply Co. 


Parco Lighting Moves 
Plant to Closter, N. J. 


The factory of the Parco Lighting 
Equipment Co. was recently moved 
from New York City to 273 Closter 
Dock Rd., Closter, N. J. The com- 
pany is now producing fluorescent 
lighting equipment from aluminum 
materials and will soon make descrip- 
tive information available in brochure 
form. 


Razors and Rhythm 


RHYTHM GIRL Betty Thomas poses be- 
side the portrait which the Electro-Shave 
Division of H. D. Campbell Co. is using 
to promote its Rhythm Blade electric 
razor. 
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1. CONVENIENT—Ideal family size. Square cornered design 
snugly stores frozen food packages without wasted space. 


2. QUIET—No buzz, whirr, or vibration...quiet as your 


kitchen refrigerator. 


3. SIMPLE—No needless gauges, lights, levers or gadgets to 
get out of order. 


4. SAFE—Requires only 8 and 14 ounces of odorless, tasteless, 
non-toxic refrigerant. 


5. RELIABLE—Heavily insulated with 4”-5’’ Fiberglas—main- 
tains constant zero temperature. 
eplaced in 20 minutes. 


“Packaged Power” unit 


these are the 


6. RUSTPROOF—Entire freezer rustproofed throughout—in- 
cluding sturdy hardware and bright handsome trim. 


7. CLEAN—Eliminates 98% of the usual condensation— 
banishes messy “‘sweating”’ and frosting. 


8. WARRANTED— Backed by 62-year international reputation 
of the famed Whiting Corporation under a 5-year warranty 
plan. 


9. INSURED—Every Whiting Food Freezer owner can, at his 
option, obtain an insurance policy protecting against food loss 
up to $150, resulting from any mechanical failure of the 
Whiting Freezer. Backed by a leading insurance underwriter, 
this policy costs just $5 for a full three-year period. 


nine great features 


that have made 


the new GREAT NAME in food freezers 


THE BEST BUY IN THE PUBLIC EYE... 


FIRST NATIONAL BANK BUILDING, CHICAGO 3, ILLINOIS 
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THEIR REASONS FOR BUYING 
SYLVANIA 


MEAN GREATER 


or unshaded. They're 
swell for halls, basement 


playrooms, work-benches, living-room wall brackets—in fact, every 
room of the house! 


Your customers can use 
them anywhere—shaded 


And most important, Superlite bulbs sell at a higher price—and 
sell fast, because theyre 
so good—at a greater 
profit for you! 


Reduces glare 

use ‘em any- 
where, shade 
or not! 


Superlite gives 
a soft, evenly- 


<3 / diffused light! 


Beautifies 
surroundings in 
which used! 


SYLVANIA SUPERLITE 
Std. 
Volts | Watts Bulb Pkg. | Price 
Gives @ more 120 15 A-15 120 16 
restful light 1200 | 25 | al9 |°120 | .16 
over my work- 
bench! 120 40 A-19 120 | .16 
120 50 A-19 120 16 
120 60 A-19 120 16 
120 75 A-21 120 .20 
Gives pleasant, 
decorative 120 100 A-21 120 .20 
light from wall 
brackets! 120 150 PS-25 60 .30 
120 200 PS-30 60 .40 


Stock up now! Remember, Superfite bulbs are in de- 
mand because they fill a need for light that is not harsh, 
a light that’s successfully used even in unshaded or 
partly shaded sockets, Write Sylvania Electric Products 
Inc., 500 Fifth Avenue, New York 18, N.Y. 


SYLVANIA 


PAGE 


EDUCATION in the use of the Universal Bantam range is absorbed by these repre- 


sentatives of the Conn. Light & Power Co. and the Conn. Power Co. under the 


tutelage of Stanley Fisher of Landers, Frary and Clark. 


Left to right: Mrs. Bessie 


Lewis, Miss Jean Barrows, Miss Barbara Dahlberg, and Mrs. M. Newman. 


Philadelphia Dealers Get 
First Look at New Device 


Timed to provide dealers with a 
summer market for FM radio, a 
new device of the Bendix Radio 
Division of Bendix Aviation Corp. 
was recently presented in the form 
of the “FactoMeter,” designed to give 
dealers’ salesmen a tool which “takes 
the guesswork out of installation, halts 
unnecessary costs and prevents the 
greater percentage of warranty re- 
turns,” according to J. T. Dalton, 
3endix’s general sales manager for 
radio and television. 

Mr. Dalton was the principal speaker 
at a dinner for Bendix dealers of the 
Philadelphia area sponsored by Phil- 
adelphia Electronics, Inc., local Bendix 
distributor. Charles F. Boice, sales 
manager of the wholesaling firm, 
pointed out the need for a strong 
selling point during the normally slack 
summer months now upon us, although 
it was maintained that Bendix Radio 
is feeling no pinch as compared with 
summer radio sales for the industry 
before the war. 


How It Works 


The FactoMeter was described by 
Mr. Dalton as “an AM-FM set that 
is portable to any light socket,” with 
a small antenna and a precision meter 
which translates the strength of in- 
coming signals on the antenna. “Since 
the very short waves of FM are only 
about ten feet long, as compared with 
the thousand foot wave lengths of 
standard broadcasts, variations may 
occur within five feet,” he continued. 
“Thus, in the average living room 
there are apt to be several spots where 
FM reception is dead. At the same 
time, there are apt to be several that 
are noticeably high. This is deter- 
mined by watching the meter as the 
operator explores the room with the 
FactoMeter.” Thus, salesmen can use 
it as a selling point in the home. 

The principles of the instrument 
itself were explained by Earl Hadley, 
advertising and sales promotion man- 
ager for Bendix. The firm stated that 


AUGUST 1, 


Bendix Radio Introduces “Facto Meter” 
As Aid in FM Installation Problems 


all immediate demands of Philadelphia 
for the FastoMeter could be met, at 
a cost of $124.95 each. This cost 
can be worked off by the dealer, who 
gets a credit of $10 toward its cost 
with each FM console he purchases. 

“This is the first time we know 
that a manufacturer of FM radios has 
attempted any promotion beyond the 
sale of his own receivers,” Mr. Boice 
said in conclusion. 


Signal Electronics Names 
Shaw Associates as Agency 


Signal Electronics, Inc., manufac- 
turers of three-way and battery port- 
able radios, AM, FM, and television 
sets, has announced the appointment 
of Shaw Associates as its advertising 
agency. 


A Model in Any Home 


HER PRIZE for being solacted “model 
wife" for the $10,000 mde! home dis- 
played at the recent Chicagoland Home 
Show is presented to Carol Benson by 
Len North of the Sampson Co., Ironrite's 
Chicago distributor. You guessed it: it's 
an lronrite. 
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@ What do you gain when you sell Mert- 
land heaters? . . . Mertland heaters are 
made by men of long experience in mak- 
ing automatic water heaters. All their 
efforts are concentrated in making the 
best heater that can possibly be made. 

Independent laboratory tests prove 
that Mertiand quality is absolutely tops. 
Point-by-point comparison will show you 
that Mertiand has all modern sales fea- 
tures. 

Compare Mertland for looks, for fea- 
tures, for length of life, for trouble free 
operation. Compare Mertiand prices. 
You'll agree that you and your customers 
want Mertiand heaters. 


MADE RIGHT! VISITORS WELCOME! 
] meal ing. 2. Stamping and punching 
3. Forn Auto 

and Ins pe ting 


a ver. 1 
duction nspect 
ed, crated and ready to g 


Wholesalers n areas not conflicting with 


sent outiets ore invited to ask about 
the Mertiand Franchise 


IN THE SIZE AND STYLE 
YOur CusTOMmERS Will WANT™ 


GOOD HOT WATER HEATERS . . . MADE BY A GOOD COMPANY 


WATER HEATER 
= 1} | n 14. Inspe 
HEDGES MANUFACTURING CO., Inc., Chattanooga, Tenn. 


ttl! 


Queen = 


PRODUCT oF MEALTH-mOR 


June 12, 1947 


RIBUTING CO. ING 


Mr. Prank C. Callahan 
Health-Mor, Inc. 

203 N. Wabash Ave, 
Chicago, Illinois 


Dear Mr. Callahan: 


Your letter of June 2 has just reached my desk. In your letter you ask us to 
place an order for two or possibly three thousand FILTER QUEEN vacuum cleaners 
so that you may make future shipments, 


Enclosed with this letter, you will find our order, tut not for 2,000 or 3,000 
FILTER QUEENS. Instead we are ordering five thousand (5,000) of your cleaners, 
Shipping instructions are enclosed. 


I think you will be interested in our sales experience with FILTER QUEEN. Al- 
though your shipments have been increasing steadily, we have never been able to 
build up an inventory of your cleaners, nor, to the best of my knowledge, have 
any of our dealers, The demand for FILTER QUEEN cleaners continues to such an 
extent that we expect our above order for 5,000 vacuums to be sold out ina very 
short time, 


Incidentally, the boys in the field tell me that some of our best salesmen are 
women who own FILTER QUEEN vacuums. These women are very proud of your cleaner 
and they tell their friends about it and actually show them how it works. The 
next thing we know, the friends are down at the dealers placing their own orders. 
I believe that the "No Dirty Bag To Empty" story really sells them, 


From the above, you'll realize that we need all the FILTER QUEENS we can get, so 
send them on, With kindest personal regards, we are 


Very truly yours 
RIBUTING CO., IN. 


Abramson 
v.P. & Gen'l. Mer. 


SVA: dace 


Enclosure 


WHOLESALE ONL Y 
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Worried over a “buyer’s market”? You needn’t be if you’re a FILTER QUEEN dealer. 
The letter at the left is just one of the many examples of the tremendous demand 
for this new and far better vacuum. The reason is simple—FILTER QUEEN is the 
cleaner with woman appeal . . . the cleaner that the women of America really 


want and will wait to get. 


When you promote FILTER QUEEN you're way ahead of competition. FILTER 
QUEEN stands out because it is the vacuum with selling features that no 
other cleaner can match. Just demonstrate to women how the sanitary 
metal container empties easily as a wastebasket. Just show them how 
simple it is to replace the patented cellulose filter. Just point out how 

the filter keeps the powerful motor at top efficiency because there’s 
no dirty bag to clog with dust . . . NO DIRTY BAG TO EMPTY 
That does it! You not only make a sale, but your customer actually ; ss 
becomes another FILTER QUEEN booster. She can’t help telling = 
friends how her vacuum does housework faster, easier, better. = 
It’s no wonder that thousands of dealers are promoting 7 
FILTER QUEEN ... that thousands of homemakers are say- 
ing, “I'll take QUEEN.” 
FILTER QUEEN 


Division of Health-Mor, Inc., 
203 N. WABASH AVE., CHICAGO 1, ILL. 


In Canada: Walters Appliances Limited, Export Agency: A. J. Alsdorf Co., 
57 Bloor St., W., Toronto 221 No. LaSalle St., Chicago 


PUT THESE “SILENT 
SALESMEN" TO WORK 
FOR YOU 


11-47-E8 


Practical and Beautiful Light, Parchment : Filter Queen's Famous Attractive, chrome trimmed 
Vacuum Cleaner “Department” Electric Sign “Demonstration in Print” Fluorescent sign 
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electric fan HEATER 


it tilts to any angle— 
FRONT — UP — DOWN 


You'll find plenty of sales-slants 
in the new vicetRon HEATER 
.and they all point to faster 


turn-over quicker profits for 


you 
Actually, this little vietron 
“heat-wave” is a show-off... it 


simply radiates eye-appeal .. . 
buyers warm up to it in a hurry. 


No hidden sales features—no 
“under-the-hood" mysteries about 


its superiority. Your customers will 
note its smartness immediately — 
marvel at its lightweight —appre- 
ciate its quiet, warmth-giving per- 
formance and... BUY it when 
you demonstrate its many year 


‘round uses. 


Be ready when your customers 
ask to see the new vicTRON Elec- 
tric Fan Heater! Stock it .. . Dis- 
play it... Talk it... Write us 
about your future ‘requirements 


VICTOR ELECTRIC 


PRODUCTS 
2950 Robertson Ave. 


INCORPORATED 


Cincinnati 9, Ohio 


Manvufocturers of the famed Desk-Bracket-Pedestal Fons e@ Ventilating Fans 
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A MUST in any room when furnace 
is off...ideal for chilly corners. 


It’s light enough to hang on wall 
«+. weighs less than five pounds. 


Four-blade fan and heating ele- 
ment well guarded... safe. 


Tilts straight up. Perfect for quickly 
drying small lots of laundry. 


A convenient hair-dryer. Warms 
shivery bathrooms in a hurry. 


Audience Records Put 
Top-Ten Discs on Sale 


The first group of albums in the 
series of Top-Ten comedy records has 
been put on sale by Audience Records, 
Inc., according to H. Paul Warwick 
president. These are the discs which 
feature the equivalent of a full half- 
hour radio program, complete with 
music and studio audience, but with- 
out the usual commercials. The per- 
formances are recorded especially for 
the series, which includes shows by 
Jack Benny, Fibber McGee and Molly, 
Ed “Archie” Gardner, Edgar Bergen 
and Charlie McCarthy, Amos ’n’ Andy, 
Eddie Cantor, and George Burns and 
Gracie Allen. 

Top-Ten Records, says Mr. War- 
wick, are the result of a study made 
by Audience Records which revealed 
an amazingly small number of comedy 
records in proportion to the number 
of comedy shows on the radio and 
in other forms of entertainment. They 
are distributed through the sixty out- 
lets of the Monitor Appliances organ- 
ization, the actual manufacture being 
handled by Apollo Records, Inc. Audi- 
ence Records hopes to establish com- 
edy record departments in record 
stores throughout the country. 


Refrigerator Compressor 


Standards Set by Industry 


Joint action by the Refrigeration 
Equipment Manufacturers Assn. and 
the Air Condtioning and Refrigera- 
tion Machinery Assn. through their 
Industry Joint Engineerng Commit- 
tee resulted last month n the erec- 
tion of a voluntary code of refrigera- 
ton industry standards covering con- 
densing units up to and including five 
h.p. 
Meeting at Hershey, Pa., under 
the chairmanship of Frank K. Smith, 
sales manager of Tecumseh Prod- 
ucts Co., Tecumseh, Mich., the com- 
mittee included representatives from 
the following concerns: the Brunner 
Manufacturing Co., Carrier Corp., 
Chrysler Corp., Copeland Refrigera- 
tion Corp., General Electric Co., Gen- 
eral Motors, Lynch Manufacturing 
Corp., Nash-Kelvinator Corp., Ser- 
vel, Inc., Standards Engineerng, Uni- 
versal Cooler Corp., York Corp. 


Those Lucky Politicians 


HARVARD'S MAYOR, John L. Me- 
Cabe, left, is presented with the first 
radio to come off Admiral's new plant 
assembly line in Harvard, Ill., by R. A. 
Graver, right, vice-president of Admiral 
Corp. 
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Your customer can launder rugs and upholstery right in the 
home. This is not a mere shampoo—you can actually wash, 
rinse and dry—just as the professionals do it. The American 
Rug Mfg. Assn. warns against shampooing—soap acids and 


detergents must be removed—only rinsing can do this. 


The MeAllister handles suds and rinse water as easily and 
no moisture 


conveniently as dry dirt—there is no paper filter 
can reach the motor—all water is deposited in the metal 
container. 

It’s easy for the owner of a McAllister to eliminate those 
rug and upholstery cleaning bills—and keep her furniture 
and rugs fresh and clean, bright with glowing color. 

The McAllister is the first truly modern, four-in-one 
appliance. 


MW ALLISTER 


the only complete 
f in 


appliance 


] Vacuums more efficiently because dirt is by-passed and peak 

suction retained. 

P Actually washes, rinses, dries rugs and other furnishings; 

restores colors! 

3 Acrates bedding, rugs, clothes closets, with clean, fresh filtered 

outside air! 

4 Actually mothproofs clothing, furnishings; sprays, paints, 
waxes floors. 


VACUUM CLEANER DISTRIBUTORS, DEALERS, WRITE! 
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NO BAG TO EMPTY 


Wash rug with soap and water to 
get grease and grime in solution. 
Pick up suds with the powerful 
McAllister suction. Repeat with 
rinse water thoroughly rinsing out 
soap acids and protecting your rug. 


Any upholstery fabric that water 
will not damage can be laundered 
in the same manner. So much 
moisture will be removed by the 
powerful McAllister suction that 
the fabric will dry in an amazingly 
short time. 


All water is collected in the 
metal reservoir, easily emptied 
into a pail or drain. There are 
no paper filters to disintegrate 
when wet—no moisture can 
reach the motor or fan! 


NO FILTER TO REPLACE 


WEALLISTER-ROSS CORPORATION 


General Offices: 135 S. La Salle St., Chicago 


« Factory: Newton, lowa 
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INLAND 007 
ICE CUBE TRAY 


(Available in single tray as shown or in double-duty 
Dessert tray size . . . with or without Pan Lifter) 


Economy! Utility! Convenience! 
The Magic Finish Inland Tilt Out 
Ice Cube Tray combines all three. 
That’s why makers of automatic 
refrigerators and dealers are find- 
ing it a sales favorite everywhere. 


It's simple and easy to quickly 


release full-size ice cubes—2 at a 
time or a trayful—with the ope- 
rating lever illustrated above. 
What's more, this economical 
tray freezes ice cubes in a jiffy. 
Find out more about this great 
value in modern ice cube trays. 


For full particulars and prices write to— 


INLAND MANUFACTURING DIVISION, General Motors Corp., Dayton, Ohio 


AUGUST 


Markel in $100,000 
Expansion Program 


Joseph Markel, president of two 
companies, La Salle Lighting Prod- 
ucts, Inc., and Markel Electric Prod- 
ucts, Inc., 145 Seneca St., Buffalo, 
N. Y., recently announced a $100,000 
expansion program, first step of which 


JOSEPH MARKEL 


has already been taken. The firms 
have acquired a three-story building 
at 107 Carroll St. in Buffalo, a struc- 
ture formerly used as a terminal for 
Buffalo Delivery, Inc. The additional 
49,000 square feet of floor space is 
expected to step up production about 
20 percent. The company already 
operates a plant in Ft. Erie, Ontario, 
and manufacture residential light- 
ing fixtures, electric heaters, and 
products for the radio field. 


Luckiesh Will Receive 
1.E.S. Gold Medal Award 


The Illuminating Engineering So- 
ciety Gold Medal, described as the 
highest honor in the field of light- 
ing has been awarded to Matthew 
Luckiesh, D.Sc., D.E., director of the 
lighting research laboratory, the Gen- 
eral Electric Co., “for meritorious 
achievement which has conspicuously 
furthered the profession, art or knowl- 
edge of illuminating engineering.” 

Dr. Luckiesh will receive the medal 
and an official citation at the national 
technical conference of the society to 
be held September 15-19 in New Or- 
leans. He was chosen as recipient 
of the award for his achievements as 
a research physicist in illumination 
over the past 36 years. He is credited 
by the society with the establishment 
of a sound science of seeing and 
fundamental work in the technology 
of radiations below and beyond the 
visible. He has published some 23 
books and literally hundreds of papers 
presenting the findings of his studies. 
He was president of I.E.S. from 1925 
to 1926. 


G-E Opens Radio Display 
Rooms in Merchandise Mart 


The electronics department of the 
General Electric Co. recently opened 
a complete radio display room in the 
Merchandise Mart, Chicago, for its full 
line of radios and television receivers. 
Under the supervision of George S. 
Peterson, the showroom includes 
4,300 square feet of space on the 11th 
floor, with about 1,400 square feet 
of space actually devoted to product 
display. 
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INOUSTRIES 


ag OR MAKING ADJUSTMENTS 


¢ver-widening clig COOL 
OR WAR irculation ee room from the cone- 
is COmpactly streamline HOWARD 
ater and Age isc 
directional drafts ar d 
hot in front 
— fortable. 


WARD Heater a A lator Functions 
ON HOT HOWARD Heaterand ac 
Fan draws in f floor and circulates it Lif Oras. 
through the When weather turns cold, the 
ated by passing > heating element ‘of the 
rufator and distributed evenly. 


asts. When used for heating. 
pid in back. Everyone, 


HOWARD INDUSTRIES INC. 


— CHICAGO, 4 ILL. 
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ast SALES 


® Converts Instantly from Heeter te Cooler 


® Portable — Light, compact, with handy carrying knob 
Copper Blue and Green Hammeroid 


i 


‘Uniform Ale Circulation 
®@ Noiseless, vibrationless E.M.C. Motor 


par Guarantee of Material and Workmag 
© Size 10 x 10. 1380 watts, AC only, 115 volts, 60 cycles 
POPULARLY PRICED to sell profitably all year ‘round. © 


THE HERBERT SALES COMPANY 


188 WEST RANDOLPH ST., CHICAGO 1, ILL 


| 
the 2 cooling FAN or HEATER is 
controlled b witch on the bas® <8. 
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ALL-EXPENSE WINTER VACATION TRIP 


BIG TELEVISION SET 


OTHER EQUALLY ATTRACTIVE MERCHANDISE PRIZES 
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GLAMOR PRIZES! EXTRA PROFITS! EVERYBODY CAN WIN! | 
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Profits plus prizes...and such beautiful prizes! 


Here’s super incentive for every Bendix Home Appliance retailer... every 
RIP floor salesman... every outside salesman! 


So plan your strategy now for copping the prize you want most. "D-Day”’ is 
August Ist. Here are some things you can do now to get ready: 


e°@ e MAKE sure your Bendix Washer prospect lists are accurate 
and up-to-date. 


ee MAKE sure your machines are prominently displayed on the 
floor and in the window of your store. 


SCHEDULE as many demonstrations as you can... and let 
folks know about ’em! 


ee TIE IN with the biggest advertising campaign in the history of 
the appliance business ... don’t let your store be left out of local 
promotion efforts. 


eee STU DY the contest rules supplied by your distributor ... and 
cooperate with him for best results. 


NEVER has there been such an opportunity 
for a salesman to “do his stuff!’’ Never have 


appliance salesmen had such strong support! & E D 


4 BENDIX HOME APPLIANCES, INC., SOUTH BEND 24, IND. ; q 
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May Washer Output High 
Despite Steel Shortage 


Despite difficulty in obtaining sheet 
steel and other essential supplies, the 
household washer industry sold 311,419 
units in May, only about 8,000 fewer 
than April’s 319,969, and still far above 


IDEAL for 
d ; S ac ion pre-war levels. Nationwide sales re- 

| df he first five ths of 


Ironer Manufacturer’s Association 
amounted to 73 percent for the entire 
year of 1941 and 70 percent of 1946. 

May sales of portable washers with 
a capacity of three pounds or less 
amounted to an additional 36,114 units, 
compared to 33,840 in April. May 
ironer sales were 47,343, compared 
to 51,409 in April and 7,841 in May, 
1946. 

For the first five months of the year 
sales of standard-size washers aggre- 
gated 1,436,629, an increase of 119 
percent over 654,073 for the same 
period in 1946. 


Demonstrations Make Sales 


E , At the time of the recent home freezer 
xperience of t show held in El Paso, Texas, F. C. 
housands of users testifies Quinn, dealer consultant for the El 

tot i ab: ‘ Paso Electric Co., sent out the follow- 
he ideal Satisfaction and economy of ing suggestions to exhibitors: 


the Oi F 1. Have one of your home 
il fired water heater controlled by freezers connected and run- 

the “Detr ning. 
oit (er.2 ¥ 2. Place an assortment of fro- 
A 239 W Float Valve. zen foods in the _ freezer, 
mple su : properly wrapped, marked and 
P Pplies of hot water are avail- dated. If you don’t want to 
. load the food compartment, a 

a 

ble at all times at low cost. false bottom may be built up. 
3. Freeze a supply of sandwiches, 
frosted cake or hors d'oeuvres, 
individually wrapped and 


“Detroit” F| 
Oat Valves . dated. 
‘ automatically 4. Let the customer look at and 
ompensate i feel one of these samples, then 
P for fuel flow Variations due put it aside. 
¢ a eae to oil 5. Go ahead and explain all the 
temperature changes—may be ad features of your freezer. 
justed fo fd J 6. Give the customer the sand- 
t use of diff wich or cake, stressing how 
endmene a erent &tades of fuel. long it has been stored, how 
WATER % fresh it still is, ete. 
; 4 The power el . You are on your own now! 
element automatically regu- 
late 
s the burner to keep water hot. It is of | 
“fail safe” Federal Telephone Enters 
| ; onesie } se of damaged _ Home Radio Receiver Field 
“CLAMP-ON" en 
y _ Bus Y » the burner £0€s to low fire. An As a beginning to its entry into 


7 the manufacture of home radio re- 


‘ easily operated adjustment enables the | ceivers, the Federal Telephone and 


ADJUSTMENT | Radio Corp., manufacturing associate 


user to re | of International Telephone and Tele- 
Ie | gulate water temperature. | graph Corp., has commenced produc- 
\ ww tion on four AM table models, first 
SAFETY @ y } of a line that will eventually include 
p LEVERS FM and television. 


Production facilities are located in a 
whe eae 225,000 square foot plant in Harrison, 
—— N. J., according to T. M. Douglas, 
vice-president in charge of the con- 
sumer products division. 

Sets now on the assembly line are 
labeled models 1040T, 1032T, 1030T, 
and 1024T. As production increases, 

the company says, the variety of re- 
Division of American Rapiaror & Standard Sanitary CORPORATION et ceivers will increase until a tentative 
Conodion Representatives — RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG | goal of 15 radio and at least two tele- 

, vision models is reached. In the tele- 
“Detroit Heating and Refrigeratton Controls * Engine Sofety Controls © Safety Float Valves and Oil Burner | vision field Federal plans to market 
Accessories © “Detroit Expansion Valves and Refrigeration Accessories “© Stationary and Locometive _ a medium-priced receiver by the mid- 


Detroit | UBRICATOR Company General Offices: 5900 TRUMBULL AVENUE 
DETROIT 8, MICHIGAN 


: dle of this year and a high-priced 
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AMERICA'S NO. 1 HOME LAUNDRY 
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Pons says: 


pearing in the United Artists’ release 
“CARNEGIE HALL”. 


Lily Pons made the above statement to Paul L. Chamberlain, Manager of Sales, Receiver Division, after hearing G-E Model 417A in her own home. 


Your customers will agree with Lily Pons 
when they hear G-E Model 417A! 


a That’s the easy way to 
sell G-E Model 417A. Let prospects 
hear how much better favorite records 
sound when touched by the magic of the 
G-E Electronic Reproducer. They listen, 
and they’re ready for the dotted line. 
Model 417A is loaded with other sales 
points, too. It has genuine FM (both 
bands), two short-wave spread bands, 


EADER IN RADIO 


and push-button tuning of standard 
broadcasts. The beautiful 18th Century 
period cabinet, veneered in genuine Hon- 
duran mahogany, has generous storage 
space for approximately 120 records. 
For full information write today to your 
General Electric radio distributor or 
General Electric Company, Electronics 
Park, Syracuse, New York. 


TELEVISION AND ELECTRONICS 


tember in smashing full pages in... 


POST ¢ LIFE 
LOOK ¢ COLLIER’S 


COUNTRY GENTLEMAN 


FARM JOURNAL 


PROGRESSIVE FARMER 


GENERAL ELECTRIC 


PORTABLES « TABLE MODELS «+ CONSOLES « FARM SETS *« AUTOMATIC PHONOGRAPH COMBINATIONS « TELEVISION 
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This powerful endorsement by Lily 
i Pons will be featured during Sep- : 


NORGE Ranges 


Norge Div., Borg- Warner Corp., 
Detroit 26, Mich. 


Models: A new divided-top range and 
a regular top model. 

Selling Features: Outstanding feature 
is the front slope from the top to 
provide a panel for easier handling 
of controls mounted on front of 
range; back panels newly designed 
to blend with other styling are 
equipped with hidden fluorescent 
lights for indirect illumination; new 
“contour” doors; divided-top range 
is fully automatic, 2 burners are 
located on one side of top and 1- 
burner and a deep-well cooker on 
other side, leaving center section 
free for work surface; glass-doored 
oven is in center with warming oven 
beneath and utensil storage space in 
cabinets on either side; safety switch 
mounted on rear panel prevents 
children from turning switches. The 
second range has burners grouped 
to left; oven and convenience outlet 
automatically controlled. 


Electrical Merchandising, August 1, 
1947. 


HANDYHOT Coffee Maker 


Chicago Electric Mfg. Co., 
6333 W. 65th St., Chicago, 38, Ill. 


Device: Handyhot twin coffee maker 
service, No AD-206 

Selling Features: Service consists of 
complete glass coffee maker, glass 
filter rod, extra serving bowl, twin 

. coffee service stove and double plug; 

J brewing unit designed for brewing 
successive servings of coffee; warm- 
ing unit maintains a low even heat 
to keep coffee at ready-to-serve tem- 
perature ; each bowl holds 8 cups. 

Electrical Merchandising, August 1, 


1947. 


WESTINGHOUSE Laundromat 
Westinghouse Electric Co., Mansfield, O. 


Device: New single dial Laundromat 
automatic washer. 

Selling Features: Single dial controls 
water temperature and washing time 
—previously 2 dials were used; can 
be stopped, started or operations re- 
peated or omitted at any time; 
retains desk style cabinet; sealed- 
in-steel transmission with 5-year 
guarantee is also continued. 

Electrical Merchandising, August 1, 
1947 


v 


ELECTRIC-AIRE Floor 
Furnaces 


Electric-Aire Inc., 1301 Union Ave., 
Chattanooga, Tenn. 


Device: Electric-Aire thermostatically 
controlled electric floor furnace. 

Selling Features: No oil, gas, soot, 
ashes; easy to install — drops 
through hole in floor and connects 
to 220 volt wires; thermostat al- 
ready wired in and mounted in 
return-air chamber; Chromolox 
elements; Armco Aluminized steel ; 
available in 5 sizes from 1 room 
capacity, 1500 watts, to a unit tak- 
ing care of 3 bedrooms from a hall 
or a large living and dining room 
combined, 7500 watts; inside casing 
easily removable for cleaning; cold 
air is drawn from floor level of 
room down outside portion of fur- 
nace on all 4 sides, then returned 
to room through center by gravity 
circulation created by heating ele- 
ment inside inter chamber; ele- 
ments are fully enclosed _ strip 
heater type, mounted vertically to 
eliminate any flat surface that 
might collect dust or dirt and 
creating better flow of air. 

Llectrical Merchandising, August 1, 
1947 
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NEW PRODUCTS 


ABC Ironer 
Altorfer Bros, Co., Peoria, Ill. 


Device: ABC Deluxe ironer. 

Selling Features: Gives advantages of 
3-ironers-in-1; continuous rotary 
action for flatwork; stationary pres- 
sing action for pleating, pressing 
and creasing; and to-and-fro shirt- 
ironing action that duplicates hand 
finishing; patented foot control 
works like brake on car—stops or 
starts roll instantly—a touch of knee 
applies pressure; 2 open, usable 
ends with no obstruction for entire 
length of roll; white enamel finish; 
36 in. high, 18 in. wide, 36 in. long. 

Electrical Merchandising, August 1, 
1947. 


HARDERFreez Freezers 
Tyler Fixture Corp., Niles, Mich. 
Models: Two models—HU-9F, and 


HC-24B. 


Selling Features: HU-9F, 9 cu. ft. 
upright model for small homes and 
apartments where space is limited. 


HC-24B, double chest model with 
24 cu. ft. capacity for farmers or 
owners of large estates where 
maximum food freezing and storage 
is required. Features include welded 
steel construction; stainless steel 
top; easy sliding doors of stainless 
steel; hermetically sealed unit. 


Electrical Merchandising, August 1, 
1947, 


Selling Features: 


WHITE CROSS Broiler 


National Stamping & Electric Whks., 


3250 W. Lake St., Chicago, Iil. 


Device: White Cross Airdrome smoke- 


less, portable “broiler ’n cooker”. 

Dome-like hinged 
cover eliminates smoke and fumes; 
open sides permit inflow of air into 
cooking area; 5 slot positions govern 
various distances required for cook- 
ing different foods; equipped with 
aluminum broiler pan 108 sq. in. and 
a wire grid; tray-type frame holder 
makes it possible to serve directly 
from pan; operates on a.c. or d.c. 

Electrical Merchandising, Aug. 1, 1947. 


RISE-N-SHINE Light 


Rise-N-Shine Co., 521 St., 
San Diego, 1, Calif. 
Device: Rise-N-Shine night light. 
Selling Features: Fully automatic- 
light is installed under bed leg 
so that when a person gets out of 
bed light automatically comes on; 
unit can be adjusted to any weight 
or style of bed; weight of body 
turns light off automatically. 
Electrical Merchandising, Aug. 1, 1947. 


CHROMEX Stove-Toaster 


Ambory Corp., 21321-5 Stevenson Kwy, 
Hazel Park, Mich. 


Device: Chromex combination stove 
and toaster. 

Selling Features: Equipped with re- 
movable toaster rack which fits over 
element; low, medium or high heat; 
110 volt, a. c. or d. c. 

Electrical Merchandising, Aug. 1, 1947. 
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MARQUETTE 


.ON YOUR DISPLAY FLOOR 


Beautifully styled Marquette Home 
Freezers command attention . . . their 
gleaming white Dulux enamel finish 
and contrasting black trim, polished 
aluminum name plate and door lifts 


Marquette Home Freezers are de- 
signed to attract . engineered for 
efficiency . . . and priced to sell! 


Here are a few of the many mer- 
chandising features of MARQUETTE 
Home Freezers: Triple Sealed doors . . . 
Scientific Thermo Breaker Strip 
Hermetically Sealed Unit . . . Adjustable Thermo Control 

. Solid, welded steel construction . . . Heavily Insulated. 
All Marquette Freezers are designed for Fast Freezing as 
well as Storage. 


Marquette is backing you up with a quality product, 
consumer advertising and outstanding production. Mar- 
quette is geared for action . to give you Immediate 
Deliveries! Set yourself for a profitable Marquette Dealer- 
ship... go Forward with Marquette—Write or wire today! 


MARQUETTE APPLIANCES, inc. Minneapolis 14, Minnesota 


oD 
ome FREEZER 
for ERSHIP SETAILS 
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[ANCE 


NEW PRODUCTS 


ORLEY Freezer 
Orley Freezers, Inc., Detroit, Mich. 


Device: New improved Orley Super- 
Seven quick-freezer unit. 
Selling Features: 7.5 cu. ft. capacity ; 
Speed-Flo” principal of coolant for 
freezing and storage in single unit; 
“Handees-Tray” swings into posi- 
tion as lid is raised; stores up to 300 
Ibs. food; Santocel insulation ; 29 in. 
wide Insto-Freeze shelves simplify 
storing foods; aluminum interior; 
cold-captor panel beneath Handeez 
Tray holds cold; moisture-miser, 
“no-coil” aluminum type evaporator 
assures maximum freezing area, no 
defrosting necessary, hermetically 
sealed, noiseless unit; table top 
height, 28 in. deep, 33 in. wide; 
infra-red-baked white enamel finish. 
Electrical Merchandising, August 1, 
1947 


EVERHOT Roaster 


The Swartzbaugh Mfg. Co., Toledo, 6, 

hio 

Device: No. 905 roaster. 

Selling Features: Same as Deluxe 
model No. 900, with 18 qt. capacity, 
automatic thermostat; pilot light, 
but it does not have cover lifter 
or self-adjusting steam vent or ob- 
servation window; white baked-on 
enamel finish, blue-gray trim, acid- 
resisting finish; cover polished 
aluminum alloy; 1320 watts, ac. 

Electrical Mechandising, August 1, 
1947 


WONDERCOVER Comforters 


Wonder Cover Div., Lion Products, Inc., 
Dayton, Ohio. 


Device: Automatic comforter. 

Selling Features: “Twin-Test” con- 
trol automatically checks and ad- 
justs for both room temperature 
and the temperature under the 
covers every 15 sceonds throughout 
the night, assuring a uniformity of 
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Electrical Merchandising, 


desired sleeping temperature; rayon 


satin outer cover with non-slip spun 


rayon faille on underside which 
holds blanket in place; easily re- 


movable inner warming sheet makes 


it possible to have comforter dry 
cleaned; “Twin-Test” control in 
ivory plastic case; 
permits wide range of 
selections; indirect light 
when control is “on”; rose or blue 
rayon satin; size 72 x 87 in. 
Electrical Merchandising, August 1, 


1947 


warmth 
glows 


FIRAN Heater 


The Firon Co., 1735-39 Berkeley St., 
Santa Monica, Calif. 


Device: Firan “Glomaster” portable 
heater No. V-10. 
Selling Features: Portable, weighs 


only 12 lbs. packed for shipping; 
especially designed, die-stamped 
aluminum alloy reflector distributes 
heat at correct angle; carbide com- 
pound element produces infrared 
heat; patented terminals make firm 
contact; entire reflector surface in- 
sulated from cabinet by cooling air 
space; gravity switch cuts off cur- 
rent if tipped forward; steel grill, 
polished aluminum alloy shield pro- 
tects floor from direct heat rays; 
baked enamel “hammertone” or 
“wrinkle” finish cabinet in golden 
or dark brown, or grey; no moving 
parts; 935 watts. 

August 1, 
1947 


BRUNCHMASTER Waffle Irons 


Electro-Craft Corp., 1432 N. Orleans St., 
Chicago, 10, 


Device: Models W-50 automatic twin 
waffle iron and W-47 non-automatic 
twin waffle iron. 

Selling Features: Automatic “Twin- 
Matic” model is constructed of heavy 
gauge steel with high chrome finish; 
features genuine walnut handles : 
Jewel light indicates when batter is 
ready to pour and when waffle is 
baked according to setting on con- 
trol; Model W-47 features triple 
reading heat indicators and same 
construction as the W-50. 

Electrical Merchandising, 
1947, 
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How prepare for the hard-selling days ahead 


Steiger’s, Springfield, Mass., uses LIFE point-of-sale material to build 


national-brands business. (Have you tried this idea?) 


1. Theodore Bedell (seated), appliance manager of 2.“So this May we put on a promotion featuring all the LIFE-advertised products we had 


Albert Steiger, Inc., Springfield, Mass., and Louis in reasonably good supply,” says Mr. Bedell. “This picture shows the central part of our selling 
Del Padre, sales manager, planned this retailer's floor all set for opening day. When customers walked in the door, they saw, on every hand, 
recent 2-week promotion of brands advertised in dozens of LIFE-advertised products. They bought readily, too. Our business for both weeks 
LIFE. “Last year we had a LIFE promotion of a was up about 20°% over previous weeks this year, even though the Memorial Day week end 
new Sparton Radio,” says Mr. Bedell. “We found knocked out two selling days in the first week. When the hard-selling days that everyone pre- 
out then what a powerful sales force LIFE is for us.” dicts get here, I'm all set with this LIFE selling idea. I believe it'll soften up the prospects.” 


3. “In store and window displays and in our newspaper advertising, we 
showed 51 LIFE-advertised items,” says Mr. Bedell.“*On the selling floor, 
radios (left) and other products were shown with LIFE ads. These radios 


are the exact ones shown in the LIFE ads, posed in the same position. 
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It shows how careful we are to have an item if we know it’s going to be 
advertised in LIFE. In each of our windows we put several LIFE-adver- 
tised items. The ‘ladders’ of famous names tied the displays together and 
emphasized the fact that we handle only nationally advertised brands.” 


AUGUST 1, 1947—ELECTRICAL MERCHANDISING 


- 


4. Here’s how Steiger’s showed General Electric Vacuum 
Cleaners during the LIFE promotion. “The LIFE ad for 
these new G-E Cleaners,” says Mr. Bedell, “was a reason- 
why ad, giving detailed sales points. Showing it with the ac- 
tual models reminded customers of those sales points they'd 
already read in LIFE. Then, all our floor salesmen had to 
do was answer customers’ questions.” 


had 
Hing 
and, 
eeks 


pre- 


cts.” 


5. “We're continuing to get a lot of extra business in our 
phonograph-record department as a result of our LIFE pro- 
motion,” says Mr. Bedell. “Showing reprints of LIFE ads 
for the new releases certainly marked our store as the place 
to buy the latest records.” 


6. “At least one out of every five people in our sales territory 
reads LIFE,” says Sales Manager Del Padre. “So no wonder 
we find so many of our customers pre-sold on LIFE-adver- 


ver- tised appliances. Associating our name with LIFE is the best 
and thing we've ever done, in my opinion, to build up our repu- 
ds.” tation for handling the well-known, acceptable appliances.” 
ING ELECTRICAL MERCHANDISING—AUGUST 1, 1947° 


Use this list to put 
LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during August 


MAJOR APPLIANCES 
Aug. 4 Kelvinator Moist-Master Refrigerator 
and Frozen Food Chest—page, c. 
Westinghouse Appliances—page, c. 
Jud Whitehead Water Heaters—lY4 page 
Aug. 11 Launderall—page 
Aug. 18 Electromaster Range—l4 page 
Gill Electric page 
Aug. 25 Hoover Vacuum Cleaners—spread, c. 
G-E Vacuum Cleaner—page 
Estate Heatrola—V page, c. 


SMALLER APPLIANCES 
AND HOUSEWARES 
Aug. 11 G-E Lamps—page, c. 
Telechron Telalarm Jr.—page, c. 
Aug. 25 G-E Toaster—!4 page 


HOME FURNISHINGS 


Aug. 4 Englander Mattresses—page, c. 
Pacific Sheets—page, c. 
Ostermoor Mattresses—l¥ page 

Aug. 11 Cannon Towels—page, c. 
Pepperell Sheets—page 

Aug. 18 Bates Fabrics—spread, c. 
Lane Cedar Hope Chest—page, c. 
Nashua Blankets—page, c. 
Simmons Beautyrest Mattresses—pg., 
Cannon Sheets—page 
Storkline Furniture—4 page 

Aug. 25 Simmons Ace Springs—page 


RADIOS AND INSTRUMENTS 


Aug. 4 G-E Radios—page 
Philco Radios—page 
Aug. 11 RCA Victor Instruments—page, c. 
Lester Piano—!) page 
Sylvania Radio Tubes—¥4 page 


c. indicates color advertisements. 


Aug. 18 G-E Radios—page, c. 
Zenith Radios—page, c. 

Aug. 25 Lewyt Vacuum Cleaners—page, c. 
RCA Victor Instruments—page, c. 
RCA (Institutional) —page 
Emerson Radio-Phonograph— page 


RECORDS 
Aug. 4 Victor Records—page 
Aug. 11 Columbia Records—page 


JEWELRY AND WATCHES 
Aug. 4 Elgin Watches—l% page 
Aug. 11 Keepsake Diamond Rings—4 page 
Aug. 18 Orange Blossom Rings by Wood—page 
Croton Watches—l4 page 
Wakmann Watches—\4 page 
Elgin Watches—¥4 page 
Aug. 25 Coro Jewelry—'/ page 
Girard-Perregaux Watches—'% page 


SILVERWARE 
Aug. 25 International Sterling—page 


CAMERA SUPPLIES 
AND OPTICAL GOODS 
Aug. 11 Ansco Film—page, c. 
Kodak Verichrome Film—page, c. 
Aug. 18 Eastman Kodak—spread, c. 
Polaroid Sun Glasses—¥y page, c. 
Graflex Camera—¥ page 


SPORTING GOODS 
Aug. 4 Camillus Cutlery—70 lines 
Aug. 11 Bristol Sporting Equipment—'y page 
Crown and Headlight Overalls—4 page 
Indian Motorcycle—28 lines 
Aug. 25 Spalding Sporting Equipment—page 
Indian Motorcycle—28 lines 


NOTE— Many of these LIFE advertisers have ordered LIFE mer- 
chandising sales helps. Ask your suppliers about ADVERTISED IN 


LIFE merchandising aids! 


NOTE—Because of last-minute changes some of the ads may 
appear in issues different from those listed above. 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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with 
THE NEW 


IT COOLS! 


Produces constant and con- 
trolled air circulation for maxi- 
mum comfort 


IT HE 


Increases normal room temper- 
atures up to 20 degrees in 18 
minutes. Just the thing for hard- 
to-heat rooms. 


IT COOKS! 


Equivalent to a two-plate elec- 
tric stove. Especially designed 
reflectors concentrate heat rays 
to increase cooking efficiency. 


A FRASER CLAN PRODUCT 


Here's a handsome, portable, 3-in-1 electrical appli- 
ance that has triple sales appeal—as a cooler, as 
a heater, and as a cooker. 30 seconds devoted to 
demonstrating each of these three qualities to pros- 
pective buyers is all the sales effort the Air-D-Lux 
requires in the great majority of cases. 

A “natural” for use in the home, in the office, at 
vacation cottages, aboard boats, etc., the Air-D-Lux 
is o compact unit measuring 17" high by 1542" wide 
by 11" deep, and weighing less than 18 pounds. Fully 
gucranteed for 2 years against defective workman- 
ship and materials, it carries the seal of approval 
of Underwriters’ Laboratories. Nationally advertised. 


Retail Price (Liberal Discounts) 


Ask your distributor about the Air-D-Lux or write direct for full information 


WARRER SIMPSON CORPORATION 


110 EAST THIRD ST., MT. VERNON, N.Y. ¢ 


Phone: MT. VERNON 7-0100 
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APPLIANCE 


NEW PRODUCTS 


SETH THOMAS Clocks 


Seth Thomas Clocks, Div. General Time 


Instruments Corp., Thomaston, Conn. 


Facet occasional self-starting 
clock. 


Selling Features: Crystal clear plastic 


supported by bright brass feet; 
metal dial with gold finished cen- 
ter; black numerals on white back- 
ground; 5-3/16 in. high, 5 in. wide 
and 2'4 in. deep with 3-in. dial. 

Other recent additions include 
the “Simsbury” electric and spring- 
wound, a full quarter-hour West- 
minster chime clock; “Brookfield 
banjo model. 


Electrical Merchandising, August 1, 


1947 


COLLMAN Holster 


The Collman Mfg. Corp., 421 W. 12th St., 


Erie, Pa. 


Device: Collman “58” shaver holster. 
Selling Features: Serves as shaver 


holder—hangs anywhere and _ pro- 
tects shaver; and as a utility kit 
which can be packed in luggage; 
tray of holster is dubonet, cover 
is a transparent plastic. 
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AVCO Garage Door Operator 
The Horton Mfg. Div., Aveo Mfg. Ce., 


Circleville, Ohio 


Device: Avco automatic garage door 


operators. 


Selling Features: Opens and closes 


garage doors automatically by re- 
mote control from car or house; 


AUGUST 1, 


Electrical 


Device 


Selling Features 


easily installed and can be adapted 
to any standard type garage door; 
control button on car instrument 
panel energizes coil under floor- 
board of car, and as it passes over 
mercury switch in driveway switch 
is actuated to operate control mech- 
anism inside garage—automatically 
unlocking and opening door and 
turning on lights. 


Merchandising, Aug. 1, 
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SECO Window Ventilator 


Seco Lite Mfg. Co., 4916 Easton Ave., 


St. Louis, Mo. 


Model W-183 Seco window 
ventilating fan. 

Designed for small 
homes, apartments, offices; fan unit 
encased in decorative expanded 
metal grille, ivory baked enamel 
finish; portable, can be placed in 
any window opening; weighs 28 
Ibs. ; overall dimensions 24 x 24 x 10 
in.; complete with 8 ft. cord, on- 
and-off toggle switch; 18 in. bal- 
anced aluminum blade delivers 1975 
cfm at 1045 rpm; 95 watts, 115 
volts, 60 cycles. 
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SUNROC Bottle Cooler 


The Sunroc Refrigeration Co., 
Glen Riddle, Pa. 


Device: New water cooler. 
Selling Features: Capacity 3-gal. an 


hr.; free-flowing, push-button con- 
trol on standard model US7B2; 
foot-pedal control on deluxe model: 
hermetically sealed compressor. 

Standard model cabinet dimen- 
sions 15 x 15 x 39% in.; air-cooled 
condenser; rancostat; type B con- 
trol; resistor type refrigerant con- 
trol; Sunroc tube-in-tube lowside; 
silver-soldered refrigerant joints; 
Freon 12 refrigerant; 1/6 h.p. mo- 
tor where compressor is heretically 
sealed and % h.p. on conventional 
type; 
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THE 
Manhattan 
Latest addition to the famed 


series of world’s finest home 
recording instruments: 


arvi val i the t | te Automatic record changer 


that glides out at a finger 
touch. 


" Records from self-contained 
microphone or built-in 
radio. 


+ Pushbutton selection of 
radio recording, micro- 
phone recording, radio, 
phonograph or public ad- 
dress system. 


‘ New type, lightweight crys- 
tal microphone fits into 
palm of hand. 


| want The Manhattan | 
7 Crystal pickup with replace 
S\zt x 16% 373 * 
The Wilcon-Gay C 
PARENTS-+>> 
BORN AT. Charlotte, 
Recorder, Radio, Electron-ray tuning and re- | 


cording volume indicator. 


OUTSTANDING Makes 


ATTRIBUTE 


Lightweight tone arm with 
spring-action needle. 


 Shock-mounted, recording 
turntable assembly with 
heavy duty motor. 


130-M 
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WHAT HAPPENS 


when buyers want YOU? 


> ABSOLUTELY NOTHING HAPPENS 
WHEN THEY CAN’T FIND YOU EASILY 


But when your advertising appears in the 
‘yellow pages’ of your Telephone Directory, 
it’s a cinch this happy combination will result: 
they'll get your telephone number and you'll 
get their business. ~ 


You see, shoppers everywhere have formed 
the habit of looking it up in the ‘yellow 
pages’ when they’re ready to buy the goods 
or services you offer. They’re looking for you 
. Want to find you quickly and 


with the least trouble. Why not make “( pen 


it easier for them? 


For further information, call your 
local telephone business office. 
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NEW PRODUCTS 


| G-E Heating Pads 


General Electric Co., 1285 Boston Ave., 
Bridgeport, 2, Conn. 


Models: 3 new heating pads including 
a completely waterproof model. 


Selling Features: Each pad is pack- 
aged in a pastel colored cylindrical 
re-use carton which may be used as 
knitting bag, and has new, tiny 
thermostats for maximum heat con- 
trol safety and greater flexibility. 

Waterproof pad, PS6A2, for ap- 
plication of wet or dry heat, has a 
completely sealed unit and cord out- 
let, making it safe for normal use 
with wet applications recommended 
for relief of strains, aches, bruises 
and colds; waterproof pad and the 
PSSA2, moisture-resistant pad has 3 
fixed heats—low, medium and high; 

| all pads have washable, removable 
| covers; waterproof pad has hidden 
zipper which will not come in con- 
tact with skin; other 2 models have 
hidden snap fasteners. 
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GEMACO Freezer 


Electric Furnace-Man Inc., Emmaus, 
Penna. 


Device: Gemaco vertical type freezer. 
Selling Features: 15 cu. ft. capacity; 
vertical design with individually 
sealed vertical compartments to pre- 
vent cold losses in compartments 
not actually opened; hermetically 
sealed cold rolled steel outer shell; 
5 in. glass wool insulation on sides 
and back; 4 in. at top and 5 in. 
cork insulation in bottom; alu- 
minum liner; 4 cold plates—one 
located in top of liner, other three 
form shelves on which packages 
are placed; 4 compartments sealed 
by inner door; thermostatic expan- 
sion valve; thermostat has special 
adjustment for temperature range 
and differential; accumulator; heat 
exchanger; 1/3 h.p. condensing 
unit; Freon-12 refrigerant; self 
contained battery alarm system 
supplied but not installed because 
it may frequently be placed in a 
remote location; alarm sounds as 
soon as temperature in cabinet 
rises to approximately 10 degs. F. 
above zero; white enameled finish. 
Electrical Merchandising, Aug. 1, 1947. 
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Yes, 3,000,000. Three million. Husbands and wives — heads of families 

3,000,000 of them — with good incomes — pore over Better Homes & 
Gardens for the help it gives them in living better in a better home. 
(Cover to cover, ads and all.) 


It's 100°% service that screens out casual readers, and gives you this 
active homemaking market that spends billions every year. 


That's too big a market for you to miss. May we tell you how BH&G ts 
100% service for you, too? 
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You’ll Be in Good Company 
WHEN YOU SELL THE NEW 


WINDOW VENTILATOR 


ELECT 


FASCO Ventilator 


F. A. Smith Mfg. Co., Inc., 
255 N. Union St., Rochester, 7, N. Y. 
Device: Fasco yentilator for kitch- 
ens, laundries, recreation rooms 
and bathrooms. 


Selling Features: Features a single 
automatic control which opens and 
closes outside door and starts and 
stops fan automatically; straight- 
line air movement of 405 cfm; air 
in average kitchen is changed com- 
pletely every 3 min.; 1-piece grille 
easily removable; Standard model 
fits walls from 5 to 9% in. thick 
and up to 137g in. wide, additional 
sleeves available for thicker walls; 
outside door, when closed is held 
tight under tension against a rub- 
ber gasket, assuring positive weath- 


Listed at the left are just a few of the distrib- 
utors who are now selling the new SPROUSE 

Window Ventilator. Ease of installation, 
quiet and efficient operation, ease of clean- volts, 60 cycles, a.c.; steel grille, 
ing, sturdy construction, two-speed switch door and duct, with white baked-on 
and plenty of eye-appeal are a few of the _enamel grille. we 

features that make this new SpROUSE Win- Electrical Merchandising, Aug. 1, 1947. 
dow Ventilator so easy—and so profitable— v 

to sell. The adjustable fan panels can be 

fitted to windows 23” to 33” wide. (Adapter 

panels to fit windows up to 42” wide are 

also available.) Only four screws needed for 

installation. 


A Few Sprouse Distributors: 


Ches. S. Martin Distributing Co. 
Atianto, Georgia 

Appliance Distributors 
Lovisville, Kentucky 

Harry W. Cameron, Inc. 
Chattanooga, Tennessee 

Ebner Appliance Distributors 
Vincennes, Indiana 

Griffith Distributing Corp. 
Indianapolis, Indiana 

Gunn Distributing Co., Inc. 
Little Rock, Arkansas 

Interstate Electric Co. 
New Orleans, Lovisiane 

Williom Kremer Co., Inc. 
Philadelphia, Pennsylvania 

Modern Metal Products, Inc. 
San Antonio, Texas 


A Year 'Round Seller 


The Sprouse Window Ventilator is espe- 
cially efficient as a kitchen ventilator, and 
the year ‘round need for efficient kitchen 
ventilation makes it a year ’round seller. At- 
tractive newspaper mats will be furnished. 
For complete information mail the coupon 
below. 


Southern Appliances, Inc. 
Charlotte, North Carolina 

Southern Furnace & Supply Co. 
Houston, Texas 

Wayne Spinks, Inc. 
Memphis, Tennessee 

The York Supply Company 
Dayton, Ohio 

H. U. Mann Co., Inc. 
Chicago, Illinois 


ELECTRIC-AIRE Forced-Air 
Furnaces 


Electric-Aire Inc., 1301 Union Ave. 
Chattanooga, Tenn. 


Also manufacturers of the widely acclaimed “ Air Mover” 
ittic Fans and “Range Vent” de luxe Kitchen Ventilators. 


Device: Electric-Aire central furnace 


Better Home Ventilating Fans 
Bear This Trade Mark operated solely by electricity as 
fuel as well as power—no fires to 


stoke, no ashes to clean. 
MAIL THIS COUPON TODAY! Selling Features: Compact cabinet of 
Armco aluminized steel with thick 
coating of aluminum on both sides 
houses easily removable throw- 
away filters at bottom; centrifugal 


V. E. Sprouse Co., Inc., Columbus, Indiana 


Please send, without obligation, complete details of the Sprouse 10” Win- 
dow Ventilator, and your co-operative advertising program. 


. type blower and motor combined, 
C) Distributor (J Dealer (check which) with rubber mountings to absorb 
: vibration; heating chamber with 
Com pany Chromolox Finstrip elements of 
Address____ chrome steel to withstand high 

temperatures without scaling; air- 
City Zone State 


space insulation in front of which 
is located electric control panel 
TITLE with cover. 


Controls consist of a room ther- 
COMPANY, 


mostat, 4 outside thermostats con- 
Columbus, Indiana 


trolling a number of elements used 
in accordance with weather condi- 
tion, blower and limit controls, 
relays and transformers; warm air 
is discharged at top of furnace by 
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APPLIANCE 
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means of blowers; automatic hu- 
midifier with evaporator pan and 
water control valve furnished at 
slight additional cost; 2-thermostat 
zone control can also be obtained 
as an extra, allowing half the house 
to be heated by separate ducts; 
models available with from 9-1440 
watt elements to 23 elements and 
with btu capacities from 44,219 to 
113,005. Finish in natural alumin- 
ized steel unless specially ordered 
when gray or white finish with 
chrome trim available. 
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ILGAIRATORS 


Iq Electric Ventilating Co., 
2850 N. Crawfo.d Ave., Chicago, Ill. 


Device: Self-contained filter-type Il- 


gairators. 

Adjustable exten- 
sion panels make it possible to fit 
any sliding sash window and is 
easily removable when moving to 
new location; filters dust, soot and 
pollen from incoming air in bed- 
rooms, living rooms, offices, etc.;: 
any amount of air up to 250 cfm 
can be introduced; circular “no- 
draft” grille rotates to deflect in- 
coming air up, down, right, left 
or any other desired position; re- 
placeable filter ; furniture-steel, 
walnut-grain cabinets; panel widths 
available for 26 to 39 in.: 30 to 
36 in.: and 36 to 45 in. windows; 
installation permits opening, clos- 
ing or locking windows; quiet mo- 
tor floats on special sound-absorb- 
ing bracket; no radio interference; 
street noises minimized. 
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VORNADO Twin-Aire 


The O. A. Sutton Corp., Wichita, Kansas 


Device: Vornado “Twin-Aire” air 


circulator with built-in heating unit. 


Selling Features: Equipped with 7% 


in. 3-bladed propeller fan, Vortex 
type; single speed motor, 115 volts, 
50 watts, 60 cycles; delivers 1133 
cfm at 4 ft.; as a heater equipped 
with Helical coil of nickel-chromel 
iron mounted in moulded ceramic 
porcelain supports; 1320 watts: 
4500 btu heat delivery ; changes from 
hot to cool air by simple flip of 
switch; heavy gauge steel housing 
mounted on tubular steel supports, 
rubber cushioned. 
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PER CUSTOMER! 


SELL MORE — MAKE MORE — 
WITH HOTPOINT, THE LINE THAT | 
MEANS RECORD-BREAKING 
YEAR ‘ROUND VOLUME AND PROFIT 


OTPOINT’S complete line of matched kitchen and laundry 
appliances gives you something to sell every day — eliminates off- 
season slumps—excludes the danger of a saturation point for any 
single appliance. When you sell one Hotpoint product, it’s easy to 
interest your customer in acquiring an entire Hotpoint Electric Kitchen 
(including cabinets)—in one package, if practical, or unit by unit. The 
next logical step is a Hotpoint Laundry. Related selling like this will 
help you realize $2000.00 or more from many, many customers. 
It takes tremendous production to make such retail volume possible, 
and Hotpoint is assuring this production for you with the most sig- 
nificant expansion program in the entire industry. Already output so far 
this year exceeds the entire 1941 total. America’s fastest-growing appli- 
ance maker is spending $20,000,000 to give you an unlimited supply 
of the finest products ever to bear the Hotpoint name — years ahead 
in styling, features, value. The most powerful advertising in the 
company’s 43-year history is pre-selling Hotpoint to your prospects. 
Your Hotpoint Franchise is now more valuable than ever before. 
By co-operating with full-line selling, you can also be the fastest 
growing appliance dealer in your neighborhood! 


Exclusive front opening feature of 
the Hotpoint Electric Dishwasher is 
a big sales advantage for you. Racks 
roll out smoothly, quietly — are 
easily accessible for putting in and 
taking out dishes, glassware, etc. 


Hotpoint Disposall* food-waste 
disposer gives you something 
to sell that many appliance 


dealers don’t have. F waste 
is ground up and washed down 
drain. One of the real “com- 
ers” in the appliance field. 

*Reg. U. S. Pat. Of. 


Hotpoint Electric Range, easily 
the greatest name in electric 
cooking, sets the standard for 
the industry. 11 improvements, 
25% more surface cooking 
capacity, larger oven. Deep 
well cooker unit raises for ex- 
tra surface unit. 


Hotpoint Wringer-Type Washer, 
one of many great new Hot- 
point appliances designed by 
America’s foremost home- 
laundry planners. Thriftivator 
3-zone washing action cleans 
grimy clothes thoroughly, does 
not injure daintiest garments. 


Shown above are just 5 of the 11 Hotpoint appliances that can put you in the 
money! No other major — line more completely fills your customers’ 
e 


needs—no other has prov 


its high quality over such a long period of time. 


Only Hotpoint is backed by 43 years of exclusive electric appliance experience! 


THE FRANCHISE WITH A FUTURE 


HOTPOINT INC. 


A GENERAL ELECTRIC AFFILIATE 


5620 West Taylor Street, Chicago 44, Illinois 
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Hotpoint Electric Refrigerator 
gives your customers more 
storage space, greater frozen 
food area, yet takes no more 
kitchen space. Features exclu- 
sive “left-over” tray, removable 
basket shelf. Steals the floor in 
any refrigerator display. 


DOUBLE-PAGE SPREADS FEATURE 
SPECTACULAR NATIONAL CAMPAIGN! 


The whole industry's talking about Hotpoint’s smashing 


June spread and the July full-color page. We are happy 


to tell you that a schedule of advertisements in full 


color will continue this campaign right through the fall 
and winter months in LIFE, THE SATURDAY EVENING 
POST, BETTER HOMES & GARDENS, and compelling 
advertising in other leading national publications. 
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~the only man in America- 


Jimmy Hannigan, Foreman of the Flat Wire Department for Wilbur B. Driver 
Company has been rolling alloy ribbon for 42 years. 


So far as we can find out , he is the only man in America with that length of 


service to users of resistance and special alloys. 


Wilbur B. Driver Company has long specialized in the production of fine ribbon 
held to precise limits on size and resistance. 


Close controls through the operations of melting, hot rolling, cold drawing and 
finally the skill in Jimmy Hannigan’s department assure you of the 


best in filament and resistance ribbon. 


WILBUR B. DRIVER CO. 


150 RIVERSIDE AVE., NEWARK 4, NEW JERSEY 
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FLORN Clock 


The Florn Co., 339 Fifth Ave., 
New York, 16, N.Y. 


Model: PK-10 kitchen clock. 

Selling Features: 5 in. clear 2-tone 
dial with convex glass; self-starting 
motor; sweep second-hand; 60 
cycles 110-120 volts; case 72% in 
diam., 2 in. deep; plastic finish case 


Electrical Merchandising, August | 
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JIFFY IRON 
Ambory Corp., 21321-5 Stevenson Kwy. 


Hazel Park, Mich. 


Device: Jiffy iron. 

Selling Features: Thumb-touch heat 
control permits instant adjustment 
to desired fabric heat; molded plas- 
tic handle fits hand; baffle between 
handle and iron keeps heat where it 
belongs; 115 volt, a.c. only; weighs 
4 lbs. 8 oz. 

Electrical Merchandising, August 1, 
1947. 
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HEALTHAIRE Suction 
Chamber 


Johnson Fan & Blower Corp., 1319-25 
W. Lake St., Chicago, 7, lil. 


Device: Healthaire Suction Box for 
use with Healthaire attic and ven- 
tilating fans. 

Selling Features: Reinforced metal 
construction, completely fireproof, 
cannot rust or corrode; curved back 
provides gentle curve for air to 
follow, reducing noise and eliminat- 
ting sharp transition in air flow; 
used with Healthaire fans and ceil- 
ing shutters it makes a complete 
packaged installation for attic fans. 

Electrical Merchandising, August 1, 
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THE FARNSWORTH TRIPLE PLAY 
Model GP-350 


It’s a tuneful, colorful personal portable that 
looks and carries like a smart vanity case. In 
rich, brown leatherette. Contrasting, easy-to- 
read dial. Plays like a dream—at home or on 
the go. Remarkably-clear tone. Battery, AC 
or DC operation. And when your customers 
see the name, Farnsworth, they'll know it’s 
dependable. They'll buy it for gifts—they'll 
buy it for their very own. 

Customers count on Farnsworth for fidel- 
ity, for performance, for style, for superb en- 
gineering. They know that every Farnsworth 


model—phonograph-radio, teleset, portable 
or table model—is built to exacting standards 
of quality. Each reflects traditional Farns- 
worth craftsmanship. There’s a Farnsworth 
radio for everyone—proving that excellence 
need not be expensive . . . combining quality 
with modest cost in every price range. 

With protected prices, proper margins and 
“room to sell,” the Farnsworth dealer finds 
his franchise more valuable every day. Farns- 
worth Television & Radio Corporation, Fort 
Wayne 1, Indiana. 


Sui CHILE C eth 


Farnsworth Radio and Television Receivers and Transmitters + Aircraft Radio Equipment + Farnsworth Television Tubes + 


Mobile Communication and Traffic Control Systems for Ral and Highway + The Farnsworth Phonograph - Radio 


The Capehart - The P 
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A Farnsworth Table Model 


Farnsworth Combination 


Farnsworth 
Television Table Model 


Farnsworth Heppe! white 


Farnsworth Chippendale 
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Second choice brands never made for a 
first choice store. 

“Off” brands had a free ride for awhile. 
But they're off the beam today. More and 
more, the substitutes will gather more 
dust than sales, as the favorites come 
back in quantity. 

Giving people what they want is still 
the best retail policy. it brings in the most 
traffic. # rings up the mos? profits. it's 
the best way to take “compete” out of 
competition. 

Smart merchants know this to be true. 


ORY 


They know that the people with the 
most money to spend insist on a pedi- 
greed stock of brands in the stores they 
patronize. 

Yow are throwing yourself for a loss 
every time you pit your “just as goods” 
against the live wire up the street with his 
good as sold nationally advertised values. 

The customer is boss again! And he’s 
in a demanding mood. Better be ready 
to give him the kind of money's worth 
he’s locking for. There'll be cobwebs in 
your cash register if you don’t. 


THE WORLD'S GREATEST 
NAME IN COFFEE 
BREWING EQUIPMENT 


ELECT APPLIANCE 


NON-ELECTRIC PRODUCTS 


BELLE-VUE Fan Cover 


Budlew Products Co., 20 E. Jackson Bivd., 
Chicago, 4, Ill. 


Device: Translucent plastic fan cover. 
Selling leatures: Waterproof, dust- 
proof, crackproof, and sanitary; 


available in all sizes from 8-in. to 
30-in. 
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MAGICAN 


Binswanger-Henkin Indu:tries, 641 Union 
Ave., Memphis, 3, Tenn. 


Device: Magican aluminum disposer 
(non-electric ). 

Selling Features: “quipped with 5- 
gal. all-aluminum inner container; 
square with rounded corners; easy 
to clean; rustproof; rubber-cush- 
ioned top; 18 in. high, 114 in. wide, 
103 in. deep; weighs approximately 
54 lbs. 
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TRACY Sinks 


Tracy Mfg. Co., Preble Ave., & Edgerley 
St., N. W., Pittsburgh, Pa. 

Device: Tracy stainless steel sinks. 

Se'ling Features: 54 in. all-steel cab- 
inet, faucet, spray and strainer; 
glossy white baked enamel finish, 
rust resistant; streamlined; recessed 
front; chromeplated hardware; 6 
easy sliding drawers, sliding stor- 
age bins; easy-to-clean rounded 
corners; doors and drawers have 
rubber bumpers. 

ilectrical Merchandising, Aug. 1, 1947. 
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This DeLuxe CONSOL-HEATER has the sales and 


ver 
ust performance features to attract—-sell—and satisfy 
4h customers. It has an unusually large *“discoidal™ 
| combustion chamber—the newest type vaporizing 
947 burner—a space-saving cabinet—modern harmonious 
styling. Extra features are—forced air fan with air 
filtler—ample humidifier—automatie controls. 
*(Cireular body with two flat sides. each 
slightly dished.) 
MAKE IT A THREESOME 
VIKIMATIC WATER HEATERS and FLOOR 
FURNACES appeal to, and are readily Engineered to 
and profitably sold to, the same con- Air Conditioning Standards 
sumers who buy automatic washing ma- 
chines and other major appliances. Sup- 
plement the pulling power and profits of your heating depart- 
ment by adding these important, fast-selling VIKIMATIC units. AUTOMATIC HEATING, AIR CONDITIONING 
nen Winter * Summer * Year-Round 
seit . There is a new, wide-open profitable opportunity for 
appliance dealers in automatic heating and air condition- 
Ah oe ing. In this fast growing industry, consumer acceptance, 
nasy and reliable products at comparatively lower prices, 
= have attracted the attention of merchandising leaders. 
me 
tely : The VIKIMATIC line is complete—it includes not only 
_ x4 the automatic heating and cooling units, but FLATPAK 
: nd Ductwork, registers, grilles — to do a complete job. Heat- 


ing units are for oil, gas, or coal. Cooling units operate 
with quiet, efficient, radial type compressors. FLATPAK 
Ductwork is preformed, but shipped unassembled and 


nested in sturdy cartons for ease of handling, storage and 


VIKIMATIC FLOOR FURNACE* — 
47,600-53,000 BTU capacity; dis- 
charges heat through floor level 


grille— saves space. Engineered 
for efficient operation at low draft. 
Easily framed into either the new 
or old h Aut tic control. 


tories, Inc. 


rley 

a New Symbol of Excellence in 

coh oil or gas fired automatic heat- 
ag ing, cooling and year-round 
air conditioning equipment. 

lave 

947. 

ING 
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*Each unit carries label of Underwriter’s Labora- 


VIKIMATIC WATER HEATER* — 
Completely t tic; burns fuel 
oil, 20-30-45 gallon capacities; 
recovery rates to 45 gallon per 
hour 100 degree rise. White baked 
enamel with black trim. 


NN 


1947 
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shipping. Assembling is done with simple hand-tools. 
Established specialty merchants have built successful 
businesses during the merchandising period of labor- 
saving appliances. Now, a new and better opportunity is 
here in the automatic heating and air conditioning in- 


dustry. Ask about a protected franchise! 


Al C The Viking Mfg. Corporation 


1747 Chester Ave. 

Cleveland 14, Ohio 

Rush the details of items checked 

[|] New Space Heater [ | Water Heater 

Floor Furnace [| Protected Franchise 


Firm Name 
Street Address. 
Signed by___ 
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Measure lamp profits 
with a yardstick? 


ES, you can just about size up your 
light bulb profit potential by the displa, 
footage you give to General Electric lamps. 


And... here’s why. 


There’s a constant demand for G-E lamp-. 
They produce a rapid turnover at a goo 
profit margin. No wonder so many dealers 
are using additional counter, island and shel/ 
space to feature these “best sellers”! It pays! 
When you stock and display G-E lamps, you 


can expect 


1. QUICKER SALES— More and more people prefer 
G-E lamps. They know the G-E monogram mean- 
quality. They don’t hesitate to buy. 


2.MORE SALES—General Electric makes lamps 
for every need... and everybody needs em! A 
bigger market for you! 


3. EASIER SALES—Week after week G-E lamp 
advertising keeps your customers pre-sold, creates 
more “impulse” sales for you. 


4.AND YOU CAN ALWAYS count on General 
Electric for plenty of lively sales aids and mer- 
chandising ideas to keep the lamps moving. 


All you have to do to cash 
in on the buy appeal of G-E 
lamps is to put “em where 
customers can see "em... 
Make more profit per foot 
of display space — feature 
General Electric Lamps! 
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NEW RADIO PRODUCTS 


SONORA Table Radios 


Sonora Radio & Television Co., 
325 N. Hoyne Ave., Chicago, Ill. 


Models: RZU-248 table radio and 
WGEFU-242 table phono-radio. 
Selling Features: Model RZU-248 6- ra 
tube a.c.-d.c. superhet; 2-position 
tone control, built-in loop—no aerial 
or ground required; standard broad- 
cast band 535-1620 kc.; walnut 
plastic cabinet with louvre speaker ‘ 
grille. 


chassis sub-assembly has- been in- 
stalled to assure maximum clarity 
of reception on both bands; Golden 
Throat tone system; walnut veneer 


cabinet, grille cloth of brown with 
RCA Victor Div., Radio Corp of gold stripe effect; slide rule in- 


America, Camden, N. J. clined dial; twin side lighting for 


Device: No 630-TCS console model dial illumination; phoneeraph in- 

television receiver. put jack built into set for use with 

record players. Other models will 
efer Selling Features: 10-in. picture tube; be available in plastic cabinets 

ans 52 sq. in. picture screen mounted en ferchandising, August 1, 

and framed to give maximum bril- 1947 

liance; Golden Throat Tone sys- v 

tem; eye-witness picture synchron- 
mps izer, automatic station selector cov- 

ering 13 television channels; 26 
7. - receiving tubes and 3 rectifier tubes 
in addition to picture tube; housed 
in a walnut console cabinet with 
ornamental sliding tambour doors 
which can be closed to conceal 
controls after tuning in a program; 
ates cabinet 40% in. high, 29% in. wide 

and 20% in. deep. 
—— Merchandising, August 1, 
4 


RCA VICTOR Television Set 


EMERSON Record Player 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, 11, N. Y 


Device: No. 549 automatic record 
player. 

Selling Features: Plays 10-in. or 12- 
in. records; complete with auto- 
matic changer and amplifier; 3- 
tube amplifier; 6-in. oval Alnico 

5 permanent dynamic speaker; 

self-starting constant speed a.c. mo- 

tor; finished in 2-tone simulated 


leather. 
v 
eral Electrical } “ef Model WGFU-242 phono-radio; 
5 tubes; standard broadcast ; built-in 
mer- loop antenna;  full-featherweight 
v crystal pickup; arm-rest; push- 


G-E Portable Radio button motor switch; plays 10 and 
12-in. records; walnut plastic case. 


General Electric Co., Receiver Div., Model WGFU-241 same in ivory 
Bridgeport, Conn. plastic case. 


Electrical Merchandising, August 1, 
1947 


Model: No. 140, 3-way portable radio 

Selling Features: Weighs 5% Ibs. in- 
cluding batteries; operates on a.c. 
or d.c. or batteries; 34 in. Alnico 5 
permanent magnet loudspeaker; 4 
tubes and a selenium rectifier; steel 
case finished in gray or blue-green 
hammertone; plastic door incorpo- 
rates Beam-a-scope antenna; power 
turns on and off automatically with 
opening and closing of door; all 
control on polished aluminum panel. 

Electrical Merchandising, August 1, 
1947 


RCA Table Radios 


Radio Corp. of America, RCA Victor Div., 
Camden, N. J. 


Models: Catalin plastic table radios 
No. 66X7, 66X8 and 66X9. 


Selling Features: 2-band (standard MUSITRON Phonographs 
and international shortwave), a.c.- v 


dc. with 5-tubes plus rectifier; Musitron Co., 223 W. Erie St., Chicago, 
Golden Throat tone system; 2 10, Vil. =“ 


. . . . 
built-in antennas including an ex- ARVIN Radio 


tra large “Magic Loop” antenna 
for standard, plus phono-jack for Noblitt-Sparks Industries Inc., 
Columbus, Ind. 


Models: No. 105 Piccolo portable and 
No. 202 table model. 


Selling Features: No. 105 equipped 


plugging in a phonograph _attach- 
ment; plastic cabinets available in 


marbleized black, iet black and 
marbleized burgundy red. 


with 2-tube amplifier; self-starting, 
110-120 volt a.c. synchronous motor, 
78 rpm constant speed, 60 cycles, 


Model: No. 444 table radio. 
Selling Features: A.c.-d.c. superhet; 


Electrical Merchandising, August 1, 
1947 


with 9 in. flocked turntable; plays 
10 and 12 in. records; 4-in. Alnico 
5 P.M. speaker; Astatic crystal 
pickup designed for true fidelity; v 


crystal cartridge has 3 to 5 volt 


output ; luggage type case with simu- 
COINOP Plug 


non-breakable cabinet, brown finish. 
Electrical Merchandising, August 1, 
1947. 


LYRIC Record Holders 


lated leather covering in popular 


colors. 
Replogle Globes, Inc., No. 202, 2-tube amplifier; same 
315-325 N. Hoyne Ave., Chicago, 12, Ill. motor as in above model; 4 in. 


Alnico 5 PM speaker; Astatic crys- 
tal pickup; cabinet available in 2- 
tone or solid colors of simulated 
leather covering. 


Electrical Merchandising, August 1, 
1947, 


Device: Lyric record and album 
holders. 

Selling Features: No 42 record holder 
holds 50 10-or 12-in. records in 12 
inches of space; all-steel base and 

' separations covered with red felt; 
lyre-shaped copper-plated handles ; 
handy index card, numbered labels. 

No 46 album holder holds up to 


RCA F-M Table Radio 20, 10 or 12 in. albums; 7 evenly White-Merrill-Jones Co.., 
spaced coppered steel wire dividers 403 W. Baltimore St., Detroit, 2, Mich. 
RCA Victor Div., Radio Corp. of welded to steel base, providing 


Device: Coinop cord plug. 

Selling Features: Wires are inserted 
in base of plug and a coin will turn 
slot in top to hold wires secure; 
available in brown, black and 


space for 8 12-pocket albums, 9% 
x 16 in. steel base, dark brown 
crackle finish; easy-to-grip handles. 

Lyric Jr. record holder files 50 
10-or 12-in. records in vertical posi- 


America, Camden, N. J. 


Device: RCA Victor table model in- 
corporation FM-No. 68R3. 


Selling Features: Combines FM with 


standard broadcast reception; tion. _ivory. 
equipped with 7 tubes and a rectifier Electrical Merchandising, August 1, Electrical Merchandising, August 1, 
tube; a special radio-frequency 1947 1947 
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The first production-line model of the new Frigidaire Fully Automatic Washer is met at the end of the assembly 
line by the sales chiefs of Frigidaire. Left to right they are, H. F. Lehman, Asst. Gen. Sales Mgr., P. M. Bratten, 


Gen. Sales Mgr., L. A. Clark, Asst. Gen. Sales Mer., 


H. M. Kelley, Appliance Sales Mgr 


milestoné ir Prigiuda Histor 


PRODUCTION LINE MODEL OF THE 
FRIGIBAIRE AUTOMATIC 


* Eight years of designing, trial and test were put into 
the new Frigidaire Washers by these engineers and their 
stafts. They are (left) S. M. Schweller, Chief Engineer 
right) F. H. McCormick, Asst. Chief Engineer 


development by 
tested in Frigidaire’s Engineering and Home Economics 
laboratories, and in actual homes for more than 5 years. 


M. Mitchell, Laundry Equipment Sales Megr., 


© This Frigidaire Automatic Washer is an entirely new 


Frigidaire engineers. It has been 


to do things RIGHT! 


“Live-Water’ Action is produced by the Pulsator's 
up-and-down motion at 5% times per second. This 
creates a turbulence that penetrates clothes with active, 
“live’’ water. Rinsing is done with the same action. 


*® Underwater Soap Distributor is another Frigidaire 

development. Soap is rapidly dissolved ander water by 

rapid up-and-down motion of Pulsator. Works equally 
1 
well with soap chips, beads, flakes or synthetics 
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* Tests were made in the Frigidaire Laundry*for over 
2 years on a 16-hours-a-day basis, on factory-soiled 
linens and clothing...and more than a quarter-million 
washings in homes were used as tests. 


AUGUST 


* Today, more and more Frigidaire Fully Automatic 
Washers are coming off the production line. Each gets 
careful, exacting factory tests and inspection, to guar 
antee years and years of dependable home use 
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FRIGIDAIRE 
“ = 
— 


ING 


ACTION 
FULLY AUTOMATIC WASHER 


Home-Tested for Over 5 Years! 


The new Frigidaire Fully AutomaticWasher 
is tried, tested and proved. It has every- 
thing and does everything the housewife 
wants. And it gives assurance of doing 
those things . . . dependably . . . for 
years and years. 


“Live-Water’’ action is an entirely new 
Frigidaire development. It washes and 
rinses clothes cleaner, faster . . . yet 
gently and harmlessly. Clothes come out 
dryer because it spins smoothly at 1130 
RPM. It does not have to be bolted down! 


For special washing jobs, any cycle of 
washing, rinsing or drying can be stop- 
ped, started, shortened, lengthened, re- 
peated at any time and as many times as 
wanted. And, for safety, spinning stops 
if the cover is raised. 


The new and proved Frigidaire Fully 
Automatic Washer is one more convincing 
example of Frigidaire’s leadership. An- 
other instance where Frigidaire dealers 
and their customers can—Depend on 
Frigidaire To Do Things Right. 


You’re twice as sure with two great names 


FRIGIDAIRE made only by GENERAL MOTORS 


FRIGIDAIRE DIVISION + GENERAL MOTORS CORPORATION + DAYTON, OHIO + LEASIDE, ONTARIO 


Frigidaire’ Unimatic’’ Mechanism does all operations: 
washes, rinses, spins, pumps water out. It’s direct 
drive: no belts or pulleys. Motor is 1-3 H.P. Entire 
unit cased in steel with sealed-in lifetime oil supply. 


The exclusive “‘Select-O-Dial” Timer automatically 
operates the Frigidaire Washer. Put in clothes and soap, 
set the dial and forget it. Or it can be hand-controlled 
to repeat, lengthen, shorten, or skip any operation. 


... AND 2 OTHER NEW FRIGIDAIRE LAUNDRY PRODUCTS 


Automatic 
Electric Dryer 

Put in a whole washerful of 
clothes, set the automatic 
timer . . . and forget it. In 15 
to 25 minutes, clothes are 
fluff-dried by circulating 
“fresh-air action,”’ ready for 
ironing. Or a few minutes 
longer, and they are ready for 
immediate storage. 
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Proved in a Quarter-Million Washings ! 


in a new 


ONLY FRIGIDAIRE HAS ... 
“LIVE-WATER” ACTION... 


thorough yet gentle 


SELECT-O-DIAL . . for automatic or 


hand-controlled operation 


RAPIDRY-SPIN eee Clothes come out 


damp dry, some ready for ironing 


PORCELAIN ... inside and out, self- 


cleaning 


WASHES 8 LBS. of clothes 


in less than half-an-hour 


HARMONIZER 


keeps washer vibration-free 


PORTABLE... bolting down 
FLOW-TEMP water control —automat- 


ically regulates water temperature 


UNDERWATER soap distributor 
SPIN-STOP ... 


automatic safety switches 


UNIMATIC mechanism - direct drive | 


.no belts or pulleys. Heavy - duty 
motor, sealed-in oil supply 


CLOG-PROOF PUMP ——no screens to 


clean 


TOP LOADING... full cub accessibility 
NO SOAKING... fresh water rinses 
FILLS AND EMPTIES aucomacically 

PULSATOR . . . washes clothes clean 


ADJUSTABLE LEVELLING FEET 
ECONOMICAL .. . 


on water, soap, current 


WARRANTY on entire mechanism for 


one year 


Frigidaire 
Electric lroner 


Has full 30-inch open-end 
roll, irons all clothes and lin- 
ens easily. Two ironing speeds 
and a stop for pressing. Se- 
lective heat control, and ex- 
clusive ‘‘ Prestoe-Matic”’ foot 
control. Provides pressures 5 
times greater than with hand 
ironing. 
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WHY 


tion. Plugs 


REG. U.S. PAT. OFF 


Always make 
POSITIVE CONTACT! 


} 


It’s the shape and independent action of 
each blade in a Spring-Action plug that 
assures positive contact at all times. 
No more tampering with blades to 
make them fit worn outlets. No more 
worry about product failure or poor REPLACEMENT 


PLUGS 
performance due to faulty contact. 


That’s why the original Spring-Action \ \ 
plugs—over 300 million now in use— 
are still the best plugs on the market. 
They are standard for thousands of 
electrical manufacturers, contractors 
and maintenance men throughout the 
world. There’s a Spring-Action plug in 
rubber or plastic for every purpose. 


ASSEMBLY PLUGS 


For dependable, positive contact, stand- 
ardize on Spring-Action plugs. 


WRITE FOR LITERATURE 


“CORD-CLAMP” 
Manufactured exclusively by ATTACHMENT PLUGS 


NEW POSITIONS 


Office: 626 Blvd. 


‘ALLIED ELECTRIC PRODUCTS Inc. 
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Lewyt Corp. 


Alex M. Lewyt, President of the 
Lewyt Corp., Brooklyn, N. Y., an- 
nounces the appointment of Walter 
J. Daily as manager of the newly 


WALTER J. DAILY 


formed vacuum cleaner division of 
Lewyt Corp. For Mr. Daily, this 
is a return to the field of vacuum 
cleaners in which originally 
started with Premier. He came to 
great prominence in the appliance 
industry as advertising manager of 
the refrigeration division of General 
Electric Co. and in his recent position 
as advertising manager of Bendix 
Home Appliances, Inc. 


Farnsworth Television 
& Radio Corp. 


E, J. Hendrickson has been ap- 
pointed manager of the Farnsworth 
Sales Division, it has been announced 
by E. A. Nicholas, president of the 
Farnsworth Television & Radio Corp. 


E, J. HENDRICKSON 


Mr. Hendrickson started in the busi- 
ness with RCA in 1923, later went to 
G-E, then back to RCA Victor. After 
that he served as general manager 
of the Midland Radio Corp., and as 
zone manager for Mills Industries. 
He joined Farnsworth in 1939 as sales 
manager of the Farnsworth Division, 
and at the time of his present ap- 
pointment was manager of the Chi- 
cago distributing branch. Mr. Hen- 
drickson succeeds E. H. McCarthy, 
who has retired from active duty 
because of ill health, and is in turn 
succeeded as manager in Chicago by 
Glenn L. Kuffer, who has been as- 


sistant manager. 


Mullins Mfg. Corp. 


According to George E. Whitlock, 
president, the Mullins Mfg. Corp. has a 
new vice-president in charge of oper- 
ations in the person of Frank M. 


F. M. BEAUREGARD 


Beauregard, who has been operating 
manager of Mullins’ plants in Salem 
and Warren and will continue to direct 
the company’s manufacturing activi- 
ties. Mr. Beauregard’s past positions 
include connections with Willys-Over- 


land, the Crosley Corp. and the Kel- 
vinator Corp. 


Radio Corp. of America 


RCA Institutes, Inc., a division of 
the Radio Corp. of America and the 
oldest technical training school in the 
field of radio and electronics in this 
country, has a new president and 
director in Major General Harry C. 
Ingles, chief signal officer of the Uni- 
ted States Army from July, 1943, to 
March, 1947. His appointment was 
recently announced by David Sarnoff, 
president of RCA. During the war 
General Ingles was responsible for the 
Army’s world-wide communication 
system, the supply program of com- 
munication and electronic equipment, 
and the research and development of 
the Signal Corps. In his new posi- 


tion he will supervise the training of 
1,350 students. 


Carrier Corp. 


Election of Howard M. Dirks as 
vice-president and personnel director 
of the Carrier Corp., air conditioning 
and refrigeration equipment manufac- 
turers, has been announced by Cloud 
Wampler, president. To take the job, 
Mr. Dirks has resigned his position 
as director of industrial relations of 
the Pertect Circle Corp. Before 
holding this post, he was personnel 
manager and later a plant superin- 
tendent of Noblitt-Sparks Industries. 


General Electronics, Inc. 


Charles G. Hampson is the new 
appointee to the position of sales man- 
ager for General Electronics, Inc. He 
was formerly associated with the sales 
division of Mykroy, Inc., where for 
the past three years he has handled 
replacement tubes, high frequency 
induction and dielectrical heater sales. 
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bond “That’s the third time today a customer's question ha- Yes, customers want full information today before they buy. 
stumped you. In fact. if she hadn't seen the Manning- When demonstrating the M-B Iron-That-Wags-Its-Tail, for 
om- Bowman name. you might have lost the sale!” instance, be sure to point out all these features... 


fac- Tell customer: “It’s lightweight, 4 Wemonstrate cord: “Long-life ‘Zz Show how point and beveled edge 
¢ automatic. Thumb-tip temperature 4, swivel-action cord follows every © ). iron around buttons, pleats, seams. 

job, dial gives choice of heats from stroke. Insulated bakelite handle Mention chrome finish, perfect bal- 

ition RAYON to LINEN, plus OFF? fits right- or left-handers: ance, even heat, and M-B quality! 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, Irons, Automatic Grills, and Waffle Bakers. 


THE LINE THAT'S ALWAYS IN DEMAND 
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Exa ggerated ? 
No, sir! Not one bit. 


Just listen to this sample of sales clinching word-music. 


AL & MRS. JONES: Well, good riddance! I've been bothered long enough with 


that disgraceful old garbage can. You mean I'll never need it again? 


MR. SMITH: That's right, Mrs. Jones. But that’s only the half of it. With a 
SANI-WAY installed beneath your sink you put an end to nasty messes 
in your kitchen—you no longer risk life and limb jug- 
gling messy, drippy garbage several times a day— 


nor need you undergo any more of those awful bouts 


with the battered old garbage can and its sickening {<4 ’ 
MRS. JONES: My goodness! You mean | simply put «// my garbage down \ [ Sy J 
the sink? WE 
MR. SMITH: Yes, Mrs. Jones. SANI-WAY does the rest. Look. I'll put all 


the garbage including these olive pits, bones and rinds into 


stench as the lid comes off. 


the drain in this sink. Now, I put on the cover, turn on the wa- ~ 
ter, flick the switch, and presto .. . the garbage pulverizes and 


washes down the drain in seconds. 7 


MRS. JONES: Why that’s wonderful! | want a SANI-WAY, and soon. 


Will wonders never cease! 


That's how it goes, men. A single demonstration scils SANI- WAY. It's your 


golden profit opportunity all wrapped up in a big market. Write us today. 
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NEW POSITIONS 


Duo-Therm Div., 
Motor Wheel Corp. 


A ten-year veteran of the Duo 
Therm Division of Motor Whee 
Corp., R. H. Reeder, has been named 
Duo-Therm sales manager by Moto: 


R. H. REEDER 


Wheel’s executive vice-president, M. 
F. Cotes. Mr. Reeder started with 
the firm as district manager for the 
Southwest territory, later did field 
analysis work on a special assign- 
ment, and before assuming his new 
post was eastern district manager. 


Noma Electric Corp. 


Henri Sadacca, president of Noma 
Electric Corp., has announced 
election of Dr. Boris Emmet as execu 
tive vice-president. Dr. Emmet is 
the former retail merchandising man- 
ager for Sears, Roebuck & Co. 

Announcement was also made of the 
election of John Seubert, formerl 
manager of Noma’s Estate Heatrola 
Division, as a vice-president. In ad 
dition, at the annual meeting al! 
lirectors were reelected 


Air King Products Co., Inc. 


For 17 years J. J. Clune was asso- 
ciated with the National Union Radio 
Corp. of Newark, N. J., during the 
last few of which he was director of 


J. J. CLUNE 


the firm’s sales, thus obtaining valu- 
able experience for his new position 
as merchandise manager of Air King 
radios, recently announced by David 
H. Cogan, president. 
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Little TEL ts sure to SELL 


You know it will. Little Tel is the new 
companion model to the fast-selling 
Telechron Telalarm—a smaller electric 
alarm at a smaller price — as handy for 
travel as at home. In fact, the cost of 
the Little Tel is no more than for an 


ordinary spring-wound clock. 


You'll want plenty on hand to meet the 
demand. Telechron advertising in lead- 
ing national magazines will sell this new 


low-price electric alarm. 


TELECHRON 


INC., ASHLAND, 


Little Tel outdoes conventional alarm 
clocks in important sales points. Because 
it’s electric, it can’t run fast or slow. It 
never needs winding or oiling, and the 
on-the-dot alarm keeps up till the sleeper 


wakes to shut it off. 


In a handsome Telechron design, the 
new Little Tel has the selfsame, self- 
starting Telechron motor that has been 
proving itself so dependable in all 


Telechron clocks through the years. 


MASSACHUSETTS 
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NEW ... LITTLE TEL . . . a handsome new Telechron 
alarm, costing no more than conventional spring-wound 
clocks. Brown or ivory plastic. Retails at 5499 


Plus 
Tax 


THE FIRST AND FAVORITE ELECTRIC CLOCK 


REG U S PAT OFF 


ELECTRIC CLOCKS 
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Cadillac Vacuum Cl 
have the quality and performance it takes to sell the 


Lucky for you wh 


Not only do Cadillac clea 


It’s true... American women 

are smarter buyers than ever 
before — even when it | 
comes to buying electrical — 
appliances. Today, 
more and more 
homemakers are 


purchase. Further- 
more, many of 
them have learned 
“the value of mak- 


ost 


careful shopper, but also they are backed by consistent, 


nation-wide advertising that will ensure a steady de 
for Cadillac in the competitive days ahead. 


© 2-speed control: High speed 


for extracting deeply embedded 
dirt. Low speed for surface 


» Powerful, dynamically balanced motor — the heart of 
Cadillac efficiency. 


pickup and delicate fabrics. 


» Accurate nap adjustment; dirt-finding pilot light, etc. 


Beautiful Hammerloid finish. 


»e CADILLAC GUARANTEE OF QUALITY. 


Since 1911 


Sold only through 
reliable dealers 
and distributors 


est distributor. 
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Write today for com- 
plete information and 
the name of your near- 
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NEW POSITIONS 


Apex Electrical Mfg. Co. 


The newly created post of vice- 
president in charge of research and 


Sylvania Electric Products, Inc. 


Grenville R. Holden, who was form- 


erly assistant to the president of Syl- 


DONALD W. RANDOLPH 


engineering for the Apex Electrical 
Mfg. Co. has been filled by Donald 
W. Randolph, director of research 
and engineering at the company since 
1942. He was with General Motors 
as a research engineer until 1940, then 
moved to the Packard Motog Car Co. 
as chief electrical engineer at the air- 
craft engines division. 


Stewart-Warner Corp. 


James S. Knowlson, president and 
board chairman of Stewart-Warner 
Corp., has accepted the resignation of 
Lynn A. Williams, Jr., as vice-presi- 
dent in charge of the South Wind 
division of Stewart-Warner. Mr. 
Williams is assuming the presidency 
of the Great Books Foundation. F, A. 
Hiter, senior vice-president of the 
corporation, will assume direct charge 
of the South Wind division, in addi- 
tion to his other duties. D. C. Peter- 
son, director of engineering and re- 
search, will take Mr. Williams’ place 
as chairman, engineering committee 


GRENVILLE R. HOLDEN 


vania Electric Products, Inc., has 
been elected a vice-president of the 
company. 


Westinghouse Electric Corp. 


The election of Ivan F. Baker as 
vice-president of the Westinghouse 
Electric International Co. has been 
announced by William E. Knox, presi- 
dent. Mr. Baker has been treasurer 
of the company since 1945, a post he 
retains. 


Florence Stove Co. 


Frank J. Hoenigmann has resigned 
as executive vice-president and direc- 
tor of the Florence Stove Co., Gard- 
ner, Mass., according to a recent dis- 
closure by Robert L. Fowler, president. 
Mr. Hoenigmann, who has had head- 
quarters in Chicago, has made no an- 
nouncement of his future plans. 


Crosley Division, Avco Mfg. Corp 


Two important promotions in the 
Division of the Avco Mfg. 
Corp. have been announced by S. D. 
Mahan, director of sales and adver- 
tising. The company’s sales manager 
of refrigeration since 1944, Lee Strat- 
ton, has moved up to the post of 
domestic sales manager for the divi- 
sion and has been replaced in his old 
job by Inwood Smith. Mr. Stratton 


Crosley 


served the Nash-Kelvinator Corp. at 
different periods as manager of vari- 
ous districts of the company. He sub- 
sequently directed operations on all 
products for Nash-Kelvinator in St. 
Louis as western branch manager. Mr. 
Smith has been with Crosley since 
late 1945 as regional sales manager 
of the central district. Prior to that 
he served with Westinghouse. 


INWOOD SMITH 
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Tue FEATURES TO SELL ARE THE 
FEATURES SELL! 


Plus Features of Lonergan De Luxe Counselor — wi | 


1. Beautiful Porcelare Finish. 


2. Front Panel. Heat Diffuser—An abundance of radiant heat is gently and 
pleasantly wafted into the room waist high, without the aid of a fan. 


3. Forstair Circulator on the latest models (at slight extra cost) —A new and improved me 
of circulating warmth throughout the home—warm air being forced over and around ¢ 
chamber and then diffused outward from the panel toward the floor and sides. 


&. Oversized Radiant Heat Side Doors—Opening to the room—Glowing, radiant warmth. 
the side handles opens doors. 


5. Tongue and Groove Air-Tight Combustion Door—Heat sealed—No air leaks or heat Iq 
6. Lorge Sized Fuel Storage Tank—Easily refillable and yet has a capacity greater th¢ 
7. Visible Fuel Gauge—No sticks or rods necessary to check as oil supply is always vi 


8. No Stoop, Finger Tip Dial Heat Control—The finger tips easily turn it up or down it is out of reach 


of youngsters. 


9. Automatic Draft Stabilizer—Controls draft automatically, whether on "ee fire on mild or 
windy days. Never any need to adjust or manually control the draft. 


10. Oil Miser—Reduces Smoke Pipe Temperature over 100 degrees. Saves on oil consumption 
and increases efficiency from 4% to 6%. A cleaner, better fire, more heat at less cost. 


Ti. EZ Adjustable Leg Levelers—Leveling is a simple matter on any floor. Always 
maintains an even oil level for “top” performance—no shims necessary. 


ALWAYS LOOK TO LONERGAN 
FOR LEADERSHIP..... 


Lonergan’s De Luxe Counselor (with convertible 
FORSTAIR circulator) is your best bet for making 
sales, profits—and friends! It out-features and out- 
performs any other oil circulating heater on the 
market today! That’s no idle boast, but a state- 
ment you can check and prove to your own com- 
plete satisfaction! Make your plans wow to cash 
in on the pent-up demand for Lonergan heaters in 
your territory. Write, wire or phone for full par- 


ticulars of the profit-building Lonergan franchise. 


Manufacturing 
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Store linens, dishes, pots and pans, all 
within reach. Shining, black linoleum 
counter top Is heavy enough to stand 
lots of scuffing ... securely bound with 
stainless steel trim. 


PANTRY AND 
DRAWER BASE CABINETS 


E udaring 


Rubber-stops at all points of 
metal-to-metal contact assure 
quiet operation. Shirley's blue 
and white insignia is your 
guarantee of good workman- 
ship, carefully inspected. 


rédaptable 


On all Shirley cabinets, semi- 
concealed hinges allow doors 
to open wider... 
requisite in design to provide 
beauty and adaptability in al! 
kitchen installations. 


a modern 


Easy - Clean! 
Flush door-to-ledge fittings 
leave no crevices to catch dust 
... outside and inside, Shirley 
cabinets are a snap to keep 
clean, 


® Matching Shirley cabinets add to the beauty of 
any kitchen... bring pantry space to the house- 
wife's fingertips. 

Your customers look for convenient shelves ... 
handy, sanitary work counters that are easy to 
clean . . . easy-opening doors and drawers with 
that quiet action and “solid feel.” These features 
help YOU sell Shirley! 

Shirley's comprehensive unit line is built with 
added kitchen conveniences . . . designed for flex- 
ible, easier installations. You can plan new 
kitchens—or replan old ones—large or small. You 
can do the job more satisfactorily, beautifully and 
economically with Shirley . .. all at once, or a unit 
at a time. 

Your Shirley line is set to simple, standard speci- 
fications for easy ordering . . . priced for competi- 
tion . . . profitable to handle! Write for name of 


your distributor . . . get full details. 


SHIRLEY CORPORATION «+ INDIANAPOLIS 2, INDIANA 


STEEL KITCHEN CABINETS 
PORCELAIN STEEL SINKS 


COPYRIGHT, 1947, SHIRLEY CORP., INDIANAPOLIS 


NEW POSITIONS 


Coroaire Heater Corp. 


\. W. Conley, president of both the 
Coroaire Heater Corp. and its sub- 
sidiary, Hot Boy, Inc., recently an- 


EDWARD D. JACKSON 


nounced the appointment of Edward 
D. Jackson as sales manager for the 
two firms. He will direct the sales of 
the Coroaire line of gas-fired heating 
and winter air-conditioning units and 
the Hot Boy space heaters 


Frigidaire Division, 
General Motors Corp. 


H. M. Kelley, appliance sales man- 
ager for Frigidaire, recently an- 
nounced reestablishment of the com- 
pany’s special markets division and the 
promotion of C. E. Quigley to man- 
ager. The special markets division 
will handle quantity, home freezer, 
replacement, farm and school sales. 


Cc. E. QUIGLEY 


Mr. Quigley has been with Frigid- 
aire for 21 years, serving as zone man- 
ager, regional manager and assistant 
manager of the commercial sales de- 
partment. He has been with the appli- 
ances sales department since 1944 


Stewart-Warner Corp. 


New director of engineering and 
research at the main Chicago plant of 
the Stewart-Warner Corp. is David C. 
Peterson, former industrial consultant, 
according to F. A. Hiter, senior vice- 
president of the firm. Mr. Peter- 
son’s earlier experience has been with 
the Buda Co. in gasoline and Diesel 
engines, and with the Continental Can 
Co. More recently he has been on 
his own as a consultant. 
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Here’s the most sensational packaging idea in traffic-ap- 
pliance history. And General Electric Heating Pads have 
got it! 

A striking, new cylindrical carton. Eye-catching, conven- 
ient. attractive, in soft pastel colors. 

It offers a double advantage to your feminine customers: 
(1) It’s a handy way to carry and store the pad. (2) When 
the label is slipped off, it makes a 
handsome knitting bag. 

To help you display these sales- 
boosting cartons, General Elec- 
tric Designers have worked out a 
gay Carousel Display. Holds 6 
pads in their new knitting-bag 
cartons. A sure way to big sales 


with small counter space! 
Tying ia with this sensational display, General [lectric is 
introducing a new de luxe Wet-proof Pad. 

To top it off, prices have been lowered on the complete 
line. Now you can offer a reliable. nationally advertised pad 
for less than *5.00! 

With these terrific advantages in product. in package. in 
promotion—backed by full-page. four-color ads in Life and 
Ladies’ Home Journal—General Electric Heating Pads are 
ready to take the field by storm. 

Get set for the biggest heating pad season ever! Order 
the special introductory Carousel Display Deal described 
at the right. [t's self-liquidating. And you can use the per- 
manent display over and over again! 


ORDER FROM YOUR DISTRIBUTOR TODAY! 


Deliveries start this month—in time for the big Fall Season! 


General Electric Company, Appliance and Merchandise 
Department, Bridgeport 2, Connecticut 


GENERAL 
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NG PADS 


HEAT 


For Soothing Relief 
of Aches and Pains 
GENERAL ELECTRIC 


Approved by Underwriters’ Laboratories, Inc. 


HEATING PAD 


You make $12.20 on this deal 


HERE’S WHAT YOU GET Dealer's Cost 


Retail Value 


6-PAD ASSORTMENT 


2 Three-Speed Pads (PStA2) $6.52* $ 9.90" 
2 Three-Heat Pads (PS5A2) 7.84* 11.90" 
2 Waterproof Three-Lleat Pads (PS6A2 9.14* 13.90°* 
Merry-Go-Round Display and . 
one W aterproof Heating Pad 6.95 6.95 
*Federal Excise Tax Included | $30.45 $42.65 


ELECTRIC 
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STEEL KITCHENS 


NY that Elgin Kitchens are designed 
and built right because Elgin has 


tcc Quality Steel Kitchens 
for over 20 years 


we that the all important “under-the- 


surface” quality is there because Elgin 
uses special Alloy High tensile steels 


that the design and features of Elgin 
Steel Kitchens mean long trouble- 
free satisfaction to users because they 
have been kitchen tested over many 
years in hundreds of kitchens 


that the finish, hardware, drawers, 
doors, sink tops and every other detail 
will bring new beauty to the kitchens 
of new or remodeled homes 


to write for full information 
about Elgin factory cooper- 
ation, the name of your distribu- 


tor and franchises now available. 


ILGIN STEEL KITCHENS 
ILLINOIS. 


NEW POSITIONS 


General Electric Co. 


Frank A. Stortz, Jr., has been ap- 
pointed sales manager of the Gen- 
eral Electric Co.’s fan division, ac- 
cording to Marshall B. Ross, manage1 
of the heating service and fan division. 
Mr. Stortz joined the firm in 1930, 
did publicity later on, and was a 
district representative in the Chicago 
and New York offices. In 1938 he 
was appointed a sales engineer for 
the federal and marine division in 
New York, and since 1945 he has 
been in San Francisco as_ heating 
appliance sales representative. 


Lomp Department 


The G-E lamp department has dis 
continued its eastern and western sales 
divisions in favor of two newly created 
sales divisions: the general sales divi- 
sion and the sales operation division 
Several new appointments are neces- 
sitated by the change. 

N. H. Boynton leaves his job as 
general sales manager of the de 


H. BOYNTON 


partment’s western sales districts to 
join the staff of the Administrative 
Division at Nela Park. Mr. Boyn 
ton has been in the lamp department 
since 1909 in engineering, publicity 
and sales 

P. D. Parker, general sales man- 
ager of the lamp department's east- 
ern sales division, becomes general 
sales manager of the general sales 
division. He started with G-E in 1916 
as a lamp salesman. 


FRED J. BORCH 


Fred J. Borch goes from manager 
of the lamp department's general serv- 


AUGUST 1, 


ice division to manager of the new 
sales operation division; and D. A. 


D. A. HOPPER 


Hopper, manager of the Newark serv 
ice district, succeeds Mr. Borch. 


District Representatives 


Two district representatives have 
been appointed for clocks, heaters, 
heating pads, heat lamps and sun 
lamps—A. E. Caignon in the south- 
western district and Charles R. Mce- 
Lean in the Atlantic district. 


Service Center Manager 


E. A. Logan has been appointed 
acting manager of the G-E appliance 
service center at Long Island City, 
N. Y., where he has been operating 
manager. T. J. Killeen, manager of 
warehousing and distribution of the 
G-E product service division, made 
the announcement. 


Easy Washing Machine Corp. 


W. Homer Reeve, vice-president and 
general sales manager of the Easy 


WILLIAM M. JARED 


Washing Machine Corp., recently an- 
nounced that William N. Jared has 
been appointed district sales manager 
in the Ohio-Michigan territory unde: 
division sales manager James W. 
Yonts. Mr. Jared was recently a dis- 
trict field manager for Coroatre Heater 
Corp. Previously he served as sales 
engineer with the Morrison Engineer- 
ing Corp. in Cleveland. During 1944 
and 1945 he was employed by the 
American Stove Corp. 
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WHEN YOU SELL 


OIL SPACE HEATERS... 


You sell the Seaderd of Performance! 


« ' SATISFYING the demands of over 200,000 customers, AGM 
units are setting the standard of performance in the field of oil- 


burning space heaters! Long recognized as leaders in efficiency, 
dependability and value, AGM Oil Space Heaters are built to 
perform ... built with all the skill, the knowledge, the pride of 
craftsmanship that is identified with the AGM organization. The 
AGM label is your guarantee of “Always Good Merchandise.” 


AGM Oil Space Heaters have time-proved 
consumer-accepted features that make it easier 
for you to make sales and build profits! 


EVERY UNIT in the well-balanced AGM line is built with 
features that actually mean something . . . time-proved features 
that your customers will notice and want . . . features that reflect 
the AGM ‘“‘know-how’”’. . . features that insure value and make 
for easier selling. When you check these features, bear in mind 
that the final test of every space heater is how it performs .. . 
and AGM Semi-Radiants and Circulators set the standard of 
performance. Over 200,000 satisfied customers offer proof to that. 


( 1. Entirely seam-welded 18 gauge combustion 
drum. 


2. Pipe connection with automatic draft reg- 
ulator. 


3. Visible flame window kept clear automatic- 
ally, 


4. Large service door for easy access to burner. 


5. Clean-working, time-tested vaporizing 
burner. 


6. Heat-resistant silicon steel low-fire ring. 


7. Cool air louvres draw air off floor. 


8. Steady-flow D-L automatic oil float valve. 
\ Convenient waist-level oil valve control. 


NOTE: During 1947 production 
on the attractive, efficient, rea- 
sonably priced AGM Water 
Heater is still below the un- 
precedented demand. However, 
production on these automatic 
fuel units is fast improving. 


Today ... AGM’s active Dealer-Distributor-Manufacturer 
“partnership” is making friends everywhere 
Dealers recognize that the AGM plan operation, balanced lines—all are factors 


means extra income for them. They that assure profitable sales now and 
know that their selling effort is backed _ build future business. 


by active distributor-manufacturer co- Write today for a complete AGM = 

operation. Quality leadership, substan- product story and the name of your = 

tial profit margins, merchandising co- nearest distributor. 


COMPANY 


ALBERT LEA, MINNESOTA 


Continuous Manufacturing Experience since 1896 
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Another PB reader: 


Levitt & Sons, Long Island 
Builders, will buy this year This team of father and sons—William, Abraham and 


Alfred Levitt are producing 20 homes a day. Wi liam 
Levitt, President, has this to say about PRACTICAL 
BUILDER: ‘'We all find much of value and intere t in 


blication. Y ditorial timulati d 
REFRIGERATORS inspiring. The advertising pages likewise offer Ideas 
d d hod You're doi I. 
ELECTRIC RANGES —— = = methods ou're doing an a 
AUTOMATIC WASHERS 


That's a lot of electric appliances, and perhaps you'll never sell | 


3,000 to one buyer. But remember, many a builder is going to 
buy ten, twenty, a hundred or even more. 


There are over 60,000 active bu‘lder-readers of PRACTICAL 
BUILDER—who build entire communities, single dwellings, large 
apartment projects for sale or for their own investment. Into 
every project, large or small, they install the very latest, the best 


ONE OF 3.000 known appliances, because the better known products help 
LEVITT-BUILT HOMES builders sell or rent the units they build. 
in the small-home field, this 
value for the dollar. Priced at $6,990 Right now and for years to come, the builder is your best cus- 


this two-bedroom house includes lot, re- 


frigerator, electric. range, automatic tomer. Seek him out because he is a volume buyer—your indi- 


washer, packaged kitchen, oil burnin 
furnace aod radiant hesting. sales will be larger—your profits greater. 


July issue mailed to 70,000 building experts 


Through PRACTICAL BUILDER, these outstanding manu- 
facturers of electric appliances are doing a selling job 
for YOU on the Builder—your best customer. 


American Central Mfg. Co. National Electric Mfgrs. Assn. 
Hotpoint, inc. Servel Inc. 

Emerson Electric Mfg. Co American Gas Assn. 

Mullins Manufacturing Co. Lau Blower Co. 


Norge Div., Borg-Warner Corp. Frank Adam Electric Co. 


* 


THIS MESSAGE is addressed to you by the publishers 
eo] the building industry's leading contractor-builder 
magazine—PRACTICAL BUILDE —in the interest of 
bringing you and your builder customer closer to- 
gether for your mutual profit. 


PRACTICAL BUILDER + 5 SO. WABASH AVE., CHICAGO 3, ILL. 


Also publishers of BUILDING SUPPLY NEWS, the leading Lumber and Building Material Dealer trade publication 


MORE BUILDERS PAY TO READ PRACTICAL BUILDER THAN ANY OTHER PUBLICATION 


Proctor Electric Co. 


Nineteen years of varied experi- 
ence in the electrical field is the back- 
ground which prepared S. W. Soren- 
sen for his new appointment as Cin- 
cinnati district manager for the Proc- 


S. W. SORENSEN 


tor Electric Co. According to Robert 
M. Oliver, vice-president, who made 
the announcement of his appointment, 
Mr. Sorensen most recently worked 
for Westinghouse. 


Westinghouse Electric Supply Co. 


George Hasbrouch, formerly a sales- 
man at the Newark branch of Wesco, 
has been appointed appliance manager 
in that city. Raymond E. Miller has 
been named appliance sales promotion 
manager for the Newark and Trenton 
houses. 

New appliance sales promotion man- 
ager in New York, Brooklyn, Jamaica, 
and Hempstead branches is J. O. Ad- 
ler, J r. 

In the southwestern district John 
E. Bigler has been named district sales 
promotion manager. He has pre- 
viously worked for the Jenkins Music 
Co., St. Louis, and the Louis Lackow 
advertising agency in the same city. 

T. B. Kalius has been appointed 
manager of market development at 
headquarters in New York, reporting 
to D. M. Salsbury, executive vice- 
president. He was formerly Southern 
California district sales promotion 
manager, where he has been succeeded 
by M. B. Sauer, former salesman in 
the area. 

S. R. May is the new sales promo- 
tion manager of the Los Angeles 
branch. He joined Westinghouse in 
1936 after several years with the Na- 
tional Cash Register Co. 

The Amarillo, Texas, branch has a 
new manager in Richard Scott, former 
apparatus and supplies salesman. 


Carmichael Northern Electric Co. 


M. K. Pike, vice-president of the 
Northern Electric Co. in charge of 
sales, recently retired after 40 years of 
active participation. A. L. Browne, 
general sales manager of the Montreal 
utility, has been advanced to vice- 
president to replace him. Mr. Pike 
joined the firm in 1908 as district 
manager in Winnipeg and became vice- 
president in 1928. 
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The Builder is your Best Customer reson. 
of Major Home Appliances ee 
\ 
: CAL. 


Since the early days of the appliance industry, 
Packard Sunlight motors have been recognized 
for honest quality. Today’s Packard Sunlight 
motors uphold that reputation. They assure 
dependable motor performance on leading 
makes of appliances. 


‘ta 
Sicha 


Packard Electric Division, General Motors Corporation, Warren, Ohio 
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PACKARD 


SUNLIGHT MOTORS 


for 
compressors 
washing machines 


power-driven 
bench tools 


ironers 
milk separators 
milking machines 
furnace blowers 
stokers 
oil burners 
water pumps 
ventilators 


and many other 
applications 


“Mo 
* 
A 
‘ 
4 
7 
-DEPENDA BLE APPLIANCE MOTORS FOR THIRTY YE. 
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What more could you want when 
you’re selling water heaters... 


than this... 


When you sell one of General Electric's new Electric Water 
Heaters you're selling this—the very latest method of applying 
heat to water! 


You're selling General Electric’s heat-wrap Calrod* conduction 
units. And how efficiently these units heat water! 

Held tightly against the tank by spring tension, they apply 
heat by conduction under constant pressure. 

Result: maximum heating efficiency for low-cost operation. 


What a feature to sell! 


and this... 


Every new General Electric W ater Heater 
has a place for this special magnesium- 


alloy protector, 
It’s an accessory easily installed right 
in the field. Takes just a few minutes. 


Protects ordinary galvanized tanks from 
corrosive water. Lengthens tank life. 


and these! 


Encased in gleaming white metal, General Electric Water 

Heaters will fit in everywhere—kitchen, closet, bathroom. 

What beauties! What sellers! 15- to 82-galion capacities— 

galvanized or Monel tanks 


What's more, the tanks are insulated with blankets of the 
new Fiberglas, to keep the heat in the water. Only two tank 


openings. 


Complete warranty comes with every Heater. If tank leaks 
des elop within one year, we will replace the entire heater. 
(Five years on Monel tanks.) 


Maximum of six standard General Electric Units meet 
every combination of wattages required for your territory. 
General Electric Company, Appliance and Merchandise De- 


AUTOMATIC ELECTRIC 


WATER HEATERS 


GENERAL @ ELECTRIC 
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Sylvania Electric Products, Inc. 


The fluorescent lighting fixture divi 
sion of Sylvania Electric Products, 


F. R. ARCHER 


luec., has a new merchandising super 
visor in F. R. Archer, according to 
an announcement by Gordon S 
Hughes, fixture merchandising man- 
ager. Mr. Archer formerly supervised 
promotion and sales of cold cathode 
and photographic lamps, and during 
the war was product manager of ma 
rine lighting. 


Rheem Mfg. Co. 


C. Thomas Miller has been named 
eastern regional manager of appliance 
sales for Rheem Manufacturing Co 
and will make his headquarters in New 
York, it has been announced by Frank 
J. Nugent, general manager of appli 
ance sales. Mr. Miller, who replaces 
W. W. Stevens, resigned, joined the 
company in 1942 and was assigned to 
the Baltimore engineering department 
He was made sales manager of the 
Baltimore district in 1945 and in 1946 
was transferred to New York as assist 
ant to the general manager of appli 
ance sales. Before joining Rheem he 
was a district sales manager for the 
Campbell Metal Window Corp. and 
later was assistant district sales man- 
ager in the Baltimore office of Truscon 
Steel Co. 

Reese B. Lloyd has been named man 
ager of the company’s western plants 
and will headquarter in Los Angeles 
For the past year he has been manager 
of the larger of Rheem’s two Chicago 
plants. He joined the company in 
1944 as production manager of a Chi 
cago plant and became assistant man- 
ager in 1945. 


Seeger Refrigerator Co. 


John W. Krueger is the new vice- 
president and general manager of the 
Seeger Refrigerator Co.’s Evansville 
plant, according to a recent announce- 
ment by Walter G. Seeger, president. 
He comes to Seeger from Frigidaire, 
where he has been employed for 
eighteen years. His assistant will be 
T. L. Pantz, who has also been with 
Frigidaire. John S. Holl, who has 
been temporarily in charge of the 
Evansville plant, returns to his old 
job as general manager of the St. 
Paul plant. 


— | 
| 
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N° LONGER need you guess about 
4N which make of truck to buy! Now 
you can know, beforehand, which one of 
all five sales leaders has delivered the 
longest service, which has the longest life- 
expectancy! Ford! 

And the proof is certified proof! Certified 
by the same scientific methods used by 
life insurance companies in computing 
their rates! 


4,967,000 Trucks Studied. Wolfe, Corcoran 
and Linder, noted New York Life Insur- 
ance Actuaries, assembled the records of 
all trucks of the five sales leaders registered 
from 1933 through 1941l—a total of 
4,967,000 trucks! Then they prepared 
truck life-expectancy tables in the same 
identical manner in which they prepare 
human life-expectancy tables for life 
insurance companies. 


1, 1947 


— 


3 


Ford Wins! Up to 19.6°% longer life for 
Ford Trucks! Up to 19.6 longer life than 
the four other sales leaders! That’s what 
the certified truck life-expectancy tables 
prove! The reason? Ford knows how to 
build trucks to last longer. Ford Trueks 
are built stronger! See your Ford Dealer 
today. He'll show you why it’s good 
business to wait for the truck with the 
longest life-expectancy— Ford! 


The life-expectancy of a Ford Truck is: 


13.1% longer than that of Truck ''B” 
3.2% longer than that of Truck ‘'C” 
7.6% longer than that of Truck ''D” 

19.6% longer than that of Truck "E” 


OFFICIAL ACTUARIAL CERTIFICATE 


Based on the application of sound and accepted actuarial 
methods to the actual experience as measured by truck 
registrations, we hereby certify that, in our opinion, the 
accompanying table fairly presents the relative life- 
expectancy of the trucks involved. 


WOLFE, CORCORAN AND LINDER 
Life Insurance Actuaries, New York, N. Y. 
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For a market that’s 
ready and waiting 


MODERN 


MODEL A-5 
AUTOMATIC 


Summer cottages — Lunch roems 
Doctor's offices 
Deiry berns — Gerages 


* Holds 5 gallons 


% At 170° F. this means 12 
to 15 gallons of usable 
hot water when tem- 
pered with cold water. 


%* When 2 to 3 quarts are 
withdrawn, current goes 
on automatically bring- 
ing temperature up. 


% Only 22” high 


Here is the ideal electric water heater for use where hot 
water is needed in modest quantities . . . where space is at 
a premium ... and where a larger unit is not practical. 
Low first cost . . . low operating cost . . . easily connected 
to water pipes . . . plugs into any 110 volt electrical outlet. 
Can be supplied with junction wiring box, (U.L.Approved) 
if desired. 


This unique appliance is opening up an entirely new market 
for water heaters . . . and a profitable one for the aggressive 
dealer. There are countless places where it is the answer 
to the hot water problem. Small enough to fit under the wash- 
bowl or sink . . . large enough to do a real job. 


It's built like a thermos bottle . . . heavy gauge steel tank 
. . . 2” rock wool insulation . . . automatic thermostat con- 
trol . . . finished in handsome white Dulux enamel. A thor- 
oughly dependable unit built for years of service. 


More than 200 jobbers handle Modern Water 
Equipment. If yours can’t supply you, send 
us his name. Meanwhile, write for full details 
and prices on Modern Electric Water Heaters. 


MODERN WATER EQUIPMENT COMPANY 
546 Grant Place Chicago 14, Hlinois 
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NEW POSITIONS 


Silex Co. 


Two promotions have been made 


in the Silex Co.'s sales force, accord- 


ing to J. M. Moore, general sales 
manager. Earl H. Barker, formerly 


EARL H. BARKER 


Pacific Coast sales manager, has been 
made Pacific Coast manager with 
headquarters in Los Angeles. Robert 
J. Martin, formerly salesman in the 


ROBERT J. MARTIN 


Los Angeles area, has been promoted 
to district manager of the Los Angeles 
territory, including southern Califor- 
nia, Arizona and southern Nevada. 


Admiral Corp. 


The resignation of Sidney H. Rog- 
ovin as eastern regional manager of 
the Admiral Corp. has been announced 
by W. C. Johnson, general sales man- 
ager. Mr. Johnson added that a new 
eastern regional manager will be ap- 
pointed in the very near future. 


Ray-O-Vac Co. 


D. W. Tyrrell climbed the last rung 
on the success ladder recently with his 
promotion from vice-president and 
general manager to president of the 
Ray-O-Vac Co., succeeding W. W. 
Cargill, now chairman of the board 
of directors. Mr. Tyrrell started with 
the firm as a laboratory assistant in 
1920. For 12 years he served as presi- 
dent of the Blake Manufacturing Corp., 
a subsidiary in Clinton, Mass. Mr. 
Cargill has been with Ray-O-Vac for 
27 years, having been first employed 
in the drafting and design department. 


AUGUST I, 


Westinghouse Electric Corp. 


Joseph R. Lukan has been appointed 
merchandise manager of the range 
department of the Westinghouse Elec- 
tric Appliance Division. He transfers 
from the Chicago sales office, where 
he has heen range supervisor since 
1945, 

New district sales promotion man- 
ager of the central district of the 
\ppliance Division is Earl P. Hartley, 
a 20-year veteran of the company. He 
has worked in the design, service and 
sales departments. Prior to this ap- 
pointment, .he was a factory field 
representative in the central district. 


Sturtevant Division Appointment 


\lan J. Bronold has been appointed 
general agency and contractor man- 
ager of the Sturtevant Division of 
Westinghouse Electric Corp., where 
he will coordinate the headquarters 
of the heating, ventilating, air condi- 
tioning and Precipitron departments 
and the application of Sturtevant 
products. Mr. Bronold served 
in the lamp department and in man- 
agerial spots in the agency and spe 
cialties division. 


Rural Electrification Manager 


N. H. Callard has been appointed 
manager of rural electrification. in 
dustry sales devartments of Westing 
house. He will be 
levelopment plans and coordination of 
sales efforts pertaining to the farm 
and rural market of the industry sales 
departments and the manufacturing 
divisions. Prior to war service, Mr 
Callard was manager of central sta 
tion sales of the Pacific Coast district, 
and later distribution apparatus man 
ger of the agency sales department. 


responsible for 


American Central Div., 
Avco Mfg. Corp. 

\ccording to C. Fred Hastings, gen- 
eral sales manager of the American 
Central Division of Aveo Mfg. Corp. 


HARRY A. MOULTON 


Harry A. Moulton has been named 
eastern regional sales manager, to 
cover New York state, New Jersey 
and New England, with headquarters 
in New York. Mr. Moulton worked 
with Bendix Aviation Corp. during 
the war, and more lately has been 
connected with the Eureka-Williams 
Corp. 
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7 With today’s 
price conscious 
public 
nothing clicks faster 

than the 


“BIGGEST DOLLAR 


in the washer field” 
... the 


AUTOMATIC WASHER 
DOLLAR 


al 


CHECK UP 
AND SEE! 


Today's buyers are 
shoppers. They're 
looking for top dol- 
lar-value.That'’swhy 
when they see what 
Automatic offers 
alongside any other 
washer costing $5 to 
$15 more, they choose 
the “biggest value 
in the field’’—the 
Automatic Duo-Disc 
Washer—and are 
willing to wait for 
delivery. 

More than 12,000 
dealers have recog- 
nized the greater 
value and desirabil- 
ity of the Automatic 
Washer Franchise. 


Write for name and address of your 
nearest Automatic Distributor. 


AUTOMATIC WASHER COMPANY 
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SLANTING GLASS windows set off the exterior of Hawthorne Electronics’ new 


building in Portland, Ore. 


The company provides an eight-car interior drive-in 
for car radio service and has large radio listening rooms. 
and Glenn McDowell is general manager. 


Miles Tippery is president 


ALABAMA 


Winston White has been appointed 
successor to J. J. Coker as manager 
of the radio and musical’merchandise 
departments of the Austin Music Co 
in Birmingham. 

Delaney’s held a two-day open house 
recently on the occasion of the open- 
ing of its new Montgomery store at 
220 Dexter Ave., according to A. L 
Riley, local manager. E. E. Delaney 
is president of the firm 


FLORIDA 


\s a logical feature, the interio: 
decoration shop of Canning’s, Beach 
Drive and Second Ave. N., St. Peters- 
burg, has added an appliance depart- 
ment, with Sonora and Deepfreeze 
tines highlighted at present, and major 
appliances to be handled later. Leon 
Daniels is in charge, and is assisted 
by his wife, the former Marian Can- 
ning. 

Newly named manager of the Sara 
sota unit of Associated Stores, Inc., 
handling radios and appliances, is 
Howard P. Dunkly. He has been 
associated at various times with John 
J. Gross, Inc., and Rex Cole, Inc., 
New York distributors, as well as 
Atwater Kent, RCA and General 
Electric. 

E. F. Ridgeway has decided to drop 
the present name of his firm, South- 
ern Auto, and will hereafter do an 
appliance and automotive parts busi- 
ness under his own name. The store 
is located in Monticello. 

Art's Electric Shop in Tampa has 
grown to such an extent that Mr. 
Blanchard has moved it into new 
quarters at 9902 Nebraska Ave. to 
handle the traffic more easily. 


GEORGIA 


The lease of a two-story building 
at 40 Peachtree St., N.E., Atlanta, is 
the first step in the opening of a new 
store by Dixie Stores, Inc., of which 
Edward Berliant is president. After 
$35,000 worth of improvements is 
made, the store will be ready to sell 
appliances and radio, etc. 
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ILLINOIS 


lt you look one way at the titer 
section of Hazel and North Sts. in 
Danville, you will see the Allen Elec- 
tric Co.'s radio sales, parts and service 
store at 109 N. Hazel St. If you 
look across the intersection to 18 F 
North St. your eyes will behold 
the same firm's appliance store. Thx 
complete separation of the two 
partments is a recent move in 1! 
company’s growth. 


INDIANA 


Now Frank Rizzo is complet 
owner of the Home Appliance Cen 
ter at 202-204 S. Main, Elkhart 
For the past two years Mr. Rizzo 
has been general manager, but lx 
recently bought out partner Ray 
Ettel’s interest in the store 


KANSAS 


Clarence Norrie, Sabetha, Kansas 
recently leased the building next to 
his appliance store. His purpose be- 
came clear when he began to remode! 
it to provide additional sales floor 
and warehouse space—sales room i) 
the front, warehouse facilities in the 
rear. 

Ice cream bars for everyone and 
special souvenirs for the adults fea- 
tured the recent formal opening of 
the O'Loughlin Motor Sales, Ellis 
On prominent display were the Frigid- 
aire refrigerators, Zenith radios anc 
other appliances which are getting 
more space under the new setup. A! 
Staab is manager for the ®’ Loughlin 
firm. 

More than double the former floo 
space is the result of the enlarging 
recently done by the Sjoholm Sales 
& Service Co., Junction City. Th: 
store is featuring a complete line 
of appliances and radios 

After repainting and remodeling, 
the Pratt Home and Appliance Co 
of Pratt moved to a new location 
on S. Main St. Mr. and Mrs. Roy 
Hadden are now in charge of the 
store, which now has space equal 
to a half block of floor room 
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- pace - setting, Cosmopolitan - reading, today in a seller’s market because they’re more 
Joneses represent the hard, profitable core of | value conscious than price conscious. And to- 
the consumer market for major appliances. morrow, they'll still be your best customers. 


They possess the spending temperament, and 
4 out of 5 live in urban centers where vol- ()\ 
ume appliances sales are made. They're buying 
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Electric 
Clocks 


Morning Star . 


THE ILLUMINATED ALARM 


Its face (and your customers’ faces) will light up! 


General Electric is mighty proud of its latest Hlu- 
minated Electrie Alarm Clock—the Morning Star. 

Itisa very beautiful elock—as your eyes will tell 
. it has a big “PLUS"! 


extra-special feature that will draw consumers a 


you. And... \ brand-new. 


honey draws the bees! 


“Day and Night” 


Lhe beaming face of this distinguished new Genet 
Electric Alarm is made of gleaming. translucen 
ivory plastic. 


Behind this face there is a light. A small switeh 
on the back of the Morning Star turns this light ON 
or OFF, as desired! When it's “ON.” the clock’ 
face lights up brightly. Hands and numbers stand 
out, even on the darkest nights. This handy clock 


also serves as a convenient night light. 
We wouldn't dare guess at the number of men 


and women who have hoped for just such a “DAY 
and NIGHT clock—a clock which tells you the 


time at a glance... in any hour of the 21! 


Because we know—for sure—that this illuminated 
Alarm will JUMP OFF your shelves into customers’ 
hands. we urge you to order now. Today i Appliance 
and Merchandising Department. General Electric 
Company, Bridgeport 2. Conn. 


The Clocks Most People Want Most 


GENERAL ELECTRIC 
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. $7.95 plus tax 


The fiftieth anniversary celebra- 
tion of the American Electric Co. of 
| Wichita was held recently in honor 
of Luther E. Reid, who founded the 
| company in St. Joseph, Mo., and 
| has been its president through its 
| whole career. The Wichita store 
| was opened in 1928 and moved to a 
| new building at 423 S. Washington 
early this year. A. L. Goodman and 
| W. C. Adamek are managers of the 
| Wichita division. 

Wilhelm Electric, Clay Center, re- 
cently sponsored a General Electric 
farm and home show in Clay Center, 
| with a free lunch and free movie for 
| the crowd. G-E field representatives 
were on hand to demonstrate a com- 
plete line of equipment, and many 
appliances were sold. 


KENTUCKY 


The Louisville store of J. Bacon 
& Sons has opened a new appliance 
branch in Elizabethtown, with Gillon 
T. Niceley as manager and William 
J. Probus, Jr., as service department 
manager. The branch, like the par- 
ent store, will handle nationally 
known lines of merchandise. 

Carl Dingus and Robert Spradling 
have sold their Dingus Appliance Co. 
at Cynthiana to John L. Woodward, 
who has been operating the Community 
Service plan, under which subscribers 
have available expert electrical repair 
service during the term of their con- 
tract with Woodward. 


LOUISIANA 


A new and modern display room 
has been opened for the sale of ap- 
pliances by Harold A. Martin’s Or- 
leans Plumbing Shop, 3639 S. Car- 


rollton, New Orleans. 
NEW YORK 
The Hardiman-Woolworth store, 


established in 1879, has been opened 
anew at 147-149 Court St., Water- 
town, after a three-month job of re- 
modeling at a cost of $40,000. Part 
of it went for a 50-foot-high mar- 


William J. 


Hardi- 


play window. 


quee and a long, sharply-angled dis- 


Behind the Scenes 


POPULAR COMMERCIAL of the Norge 
show on opening day of Detroit's new 
television station, WW4J-TV, took the 
listen-see audience behind the scenes, 
| showed them the cameras in operation. 
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It’s time now to get down to business, time now to 
give your customers the dollar values they want and 
can recognize. Give them heating power in B.T.U.’s 


that will out-perform all others. Give them personal 


. comfort and freedom from care that really touches their 
: daily lives. Give them economy in fuel consumption 
‘ : that registers in their pocket-books. Give them year 
i q around functional service that heats in winter, cools in 
: summer. Yes . . . give them Preway heaters — you can’t 
> give them more. 

Preway Heaters are 
- made in two sizes—with 
©Major PREWAY Engineering Advantages 


d 


Weather-Wizard 
Forced Air Unit 


Preway alone has this type of forced 
heated air circulation with scientifically 
designed directional grilles to elimi- 
nate cold spots. It delivers warm com- 
fortable air to every corner of the 
house. In summer, the Weather-Wizard 
tempers sweltering heat with a cooling 
breeze. 


Heatmiser 
Fuel Saver 


Only Preway heaters give you this 
important feature that delivers ‘more 
heat from the same amount of fuel. 
The long fingers of flame rising from 
the burner are cought by the Heat- 
miser and routed around the com- 
bustion chamber wall before reaching 
the chimney. This increased flame tray- 
el assures added heating capacity. 


Jumbo 
Panel Doors 


Opening to 180°, these. wide cabinet 
doors provide quick and direct radiant 
heat — are most effective and welcome 
when heat is wanted in a hurry, such 


as taking the morning chill off of 


Preway Radiant 
Circulating Heater 


Here is a power-house Preway unit 
that develops over 31,000 8B.T.U.’s 
per hour. It is equipped with all 
Preway engineering advantages: ex- 
tlusive Heatmiser, Breeze Pot Type 
Burner, Adjustable Leg Leveler, Con- 
stant Level Valve, Hinged Top Grille, 
Removable Corrosion Resisting Fuel 
Tank with Shut-off Valve and Strainer 
and Heavy Gauge Sheet Steel Com- 
bustion Chamber. 


PRENTI SS WABERS 


ELECTRICAL 


9747 SECOND STREET, N., WISCONSIN RAPIDS, WIS. rs: Co. 
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Notwithstanding the greatest production volume in | 
Everhot history the demand for Everhot Heaters is out- 
stripping even our greatly enlarged capacity . . . Order 
now to assure yourself of Everhot Heaters to sell next 


fall and winter. Orders on file will get first consideration 
when the scarcity becomes acute in Fall months. 


@ There are lots of heaters — you 
may have plenty—but only one Ever- 
hot quality and saleability. The famil- 
iar Everhot RayVector and the smart 
new Everhot Air-Flo fan-type heater 
so obviously give the biggest value 
for the money and the most outstand- 
ing performance that the dealer with 
Everhot is going to get the most of 
the big volume heater sales headed 


your way now. 
THE SWARTZBAUGH MANUFACTURING (CO. 
TOLEDO 6, OHIO o ESTABLISHED 1884 


EVERHOT 
PRODUCTS 


ROASTERS .. HEATERS .. APPLIANCES 
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22 STRONG, St. Louis dealers recently made a bus trip to Newton, lowa, to 


inspect the plant of the Maytag Co. They were accompanied by D. B. Hutton, 
regional manager. Left to right: George Barr, H. B. Eaton, Arthur Brandt, Sr., A. 
Hanser, Ollie Branneky, R. Straub, A. E. Welsh, E. G. Frick, E. B. Collier, H. J. 
Beebe, L. Stagoski, J. W. Earl, A. H. Fihn, J. D. Schneider, N. D. Hanley, Carl 
Tarkow, Mr. Hutton, Al Haemerle, H. Packmann, H. Barnstine, E. F. Benzel, and 


E. Gerwitz. 


DEALER DOINGS 


man is president of the firm, and his 
brother, John J. Hardiman, secre- 
tary-treasurer, both representing the 
third generation of the family to be 
connected with the firm. 

The firm of George C. Aitken, Inc., 
217 Oriskany E., Utica, appliance deal- 
ership, has been sold to Wallace F. 
Boyd, who has been manager of the 
company for five years. The only 
change to be made is a general renova- 
tion of offices. 


NORTH CAROLINA 


The Thompson Electrical Co. has 
sold its retail stock to the Thomp- 
son-Lynch Co., and hereafter will do 
only contracting and construction work 
under the supervision of D. J. Thomp- 
son. Offices have been moved to 315 
N. Dawson St. in Raleigh. Mean- 
while, retail business goes on at the 
old location, 20 W. Hargett St., under 
the auspices of Thompson-Lynch, with 


F. E. Thompson and W. F. Lynch 
presiding. 
OHIO 
Ted Malone, radio verse reader, 


helped the opening of the appliance 
department of Grinnell’s, 401-411 Jef- 
ferson St. in Toledo, by broadcasting 
his Westinghouse program from the 
store that morning. Grinnell’s unveiled 
its Westinghouse kitchen-laundry for 
the event. 

Until now, Stambaugh-Thompson 
Co. of Youngstown has stuck to hard- 
ware; but now its south side stores 
will have a companion store in the 
appliance business. The South Side 
\ppliance Store has been opened at 
2627 Market St. The firm will demon- 
strate Bendix and Thor automatic 
washers, and carries leading appliance 
and radio brands. 


PENNSYLVANIA 


Tumpson & Co. has opened a mod- 
ernized appliance store at 705 Penn 
Ave., Pittsburgh, Pa., which will-be a 
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companion store to its downtown lo- 
cation at Penn Ave. and Stanwix St. 
To celebrate the week-long opening, 
the store distributed gifts to customers 
and held demonstrations by factory- 
trained representatives. 


TENNESSEE 


Perel & Lowenstein, wholesale house 
with retail branch stores, has opened 
to the public a remodeled, redecorated 
and expanded radio and appliance de- 
partment at 144 S. Main St. in Mem- 
phis. An extensive line of radios is 
featured. 

New quarters at Kerr and Gaither 
Sts. have been occupied by the Mem- 
phis firm of the Roy Good Furniture 
Co., which handles appliances. 

Jimmie Leach has bought an in- 
terest in the Wm. R. Jenkins Ap- 
pliance Co. at 60 N. Cleveland, Mem- 
phis, and he and Mr. Jenkins have 
formed a partnership known as Jen- 
kins-Leach, Inc., with Mr. Jenkins 
as president, Mr. Leach as_ vice- 
president and Rex Fulbright as serv- 
ice manager. 

R. M. Garner has been added to 
the staff of the R. L. Ronk Co., 
Alamo, as a refrigeration and wash 
ing machine repairman. 

The firm of Winstead & Wright 
has sold out to Bennett's Philco Store, 
W. D. Winstead is still doing elec- 
trical work at the 
Martin. 


Bennett store in 


TEXAS 


The Morrison Electric Co., 115 N. 
Madden St., Shamrock, has been pur- 
chased by R. D. Purnell and W. E. 
Taylor, Jr., and the firm name has 
been changed to Purnell and Taylor 


Electric Co. 
VIRGINIA 


In Portsmouth, the West Appliance 
Co., 3407 High, has been purchased 
from C. W. West, Jr., by the Philip 
Brodie Co., 906 High St., and will 
continue operation as a branch store. 
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IN WATER HEATER 


COMPLETE 
INSULATION 


SIZES FOR EVERY 
REQUIREMENT 


CATHODIC PROTECTION 
(OPTIONAL 


SMART 
APPEARANCE 


ECONOMY 
OF OPERATION 


PRECISION 
ENGINEERING 
CHROMALOX 
ELEMENTS 


Your Cue 
to satisfied customers 
is to sell the D. W. WHITEHEAD 


MARK OF 
QUALITY 
electric water heater every time. 
It keeps the dealer out of “tight spots” 
brings back buyers (and their friends! ) 
for other merchandise. You can call your shots 
with certainty when you bank on the DWW’'s efficiency, 
economy and long trouble-free service 


Distributors, too, save 
trouble with the DWW. Cer 
tain franchises are available. 
Inquiries invited. 


MANUFACTURING COMPANY 


sO? WEST INGHAM AVENUE TRENTON NEW JERSEY 
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COMPLETE KITCHEN in McCurdy & Co's. new appliance store in Rochester, N. Y., 
is proudly displayed to a customer by Armand J. Williams, divisional merchandising 
manager for the department store. The new department also features a labor-saving 


laundry. 


DEPARTMENT STORES 


Bamberger & Co. Promotes 
Ritter, Wexler, Helfrecht 


Recent personnel shifts made by 
L. Bamberger & Co., Newark, N. J., 
department store included the pro- 
motion of Harold Ritter former 
manager of electrical appliances, 
Hoover cleaners, and home _ insula- 
tion, to manager of furniture. He 
has been replaced by Herbert Wex- 
ler, former assistant manager of 
furniture. Also upped by the shifts 
was William Helfrecht, former as- 
sistant in housewares, who is now 
manager of records and accessories 
and associate manager of radios and 
phonographs, replacing Gregory Mc- 
Kee, resigned. 


Palmer Leaves Wanamakers, 
Will Buy for Weed & Co. 


John Palmer, major appliance de- 
partment manager for John Wana- 
maker, N. Y., recently resigned from 
that position and has joined Weed 
& Co., Buffalo, wholesale and retail 
hardware firm. Peter F. Callery, of 
Wanamaker’s management division, 
has replaced Mr. Palmer. 


Seifert & Felton Names 
Smith to Manage Store 


Seifert & Felton, Fairmount, Ind., 
department store which specializes in 
appliances, has appointed Elmer E. 
Smith as store manager. Mr. Smith 
was formerly employed in Marion, 
Ind. 


Miller Named Head of 
Boston Store Appliances 


The Boston Store, Springfield, 
Ohio, which recently remodeled and 
repainted its third floor appliance 
section, has named Harold J. Miller 
as department manager. 


White's Appoints Mrs. Peterson 
To Home Service Directorship 


Mrs. Madeline Peterson was re 
cently named home service director of 
Electrical City, White’s home appli- 
ance department in Boston, Mass. She 
will demonstrate laundry equipment 
and consult on cookery and the use 
of other appliances. Part of her job 
will be to direct four half-hour demon- 
strations daily to groups of 100 or 
less in the company’s model kitchen 


Hecht Names Stein Radio, 
Appliance Sales Manager 


The Hecht Co., Washington, D. C., 
has announced through Charles B 
Dulcan, vice-president general 
manager, the appointment of Michael 
M. Stein as sales manager of the radio 
and appliance divisions. Mr. Stein, who 
was employed by Hecht before the war, 
recently returned to active civilian duty 
from the Navy. 


Reid and Cutshall Reopen 
in New Roanoke Location 


Reid and Cutshall, Roanoke, Va., 
department store which closed its 
doors last August because the VA 
was occupying its building, has re 
opened at a new location, 309 Campbell 
Ave., S.W., where its appliance de- 
partment, featuring Westinghouse and 
Philco products, occupies the mez- 
zanine floor. 


Eckles Plans Remodeling, 
New Appliance Department 


The Eckles Department Store, Inc., 
Dodge City, Kansas, which recently 
celebrated its 35th birthday, has an- 
nounced plans for complete remodeling 
and the addition of an electrical appli- 
ance department which will feature 
General Flectric products. 
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YOU SELL THE FARM MARKET 
YOU CAN MAKE KILLING 


| Sree farm wives see a nationally adver- 
tised product that saves hours of hard 
work each week, they Buy. That’s why Gem 
Dandy Electric Churns sell on sight .. . 
with big profit to you. Gem Dandy Elec- 
tric Churns are backed by a powerful, na- 
tional advertising campaign in Farm Journal 
and The Progressive Farmer, which reach 
practically every electrified farm in the 
country. 

More than 3% million farms are already 
electrified and the market is expanding every 
day. The farmer has the money to buy and 
is buying appliances that save time, work and 
money. 

2 out of 3 buy Gem Dandy—world’s larg- 
est selling electric churn. Display Gem 
Dandy Electric Churns in your window or 
on your counter and watch them move. The 
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profit per unit is big enough to deserve your 
best display space. Write us today for free 
display material and dealer helps. Let us 
help you make a killing on Gem Dandy Elec- 
tric Churns. 

Order Gem Dandy Electric Churns and 
Gem Dandy Duraglas Jars from your dis- 
tributor today. 


SPECIAL FEATURES: Gem Dandy Electric Churn 
is a high quality product built to give years of service. 
Slow-speed, long-life motor. Aluminum shaft. Alum- 
inum dasher which is adjustable for smaller churn- 
ings. Sanitary—easy to clean. DuPont Neoprene sup- 
ports and cord. Deluxe model has switch in cord. 
Churns up to 5 gals. at a time. Churns in about 
15 minutes. 


It pays to sell the leader. 
ALABAMA MANUFACTURING COMPANY 
DEPT. V, BIRMINGHAM 3, ALABAMA 


1, 1947 


WITH GEM DANDY ELECTRIC CHURNS 


DELUXE MODEL (ittustrated above) 
Retail Price $19.95 
Recommended Dealer’s Cost $12.49 


STANDARD MODEL Retail Price $16.95 
Recommended Dealer’s Cost $11.02 


Gem Dandy Electric Churns may be used with 
crock or with Gem Dandy Duraglas jars, which 
are sold separately. List price—3z-gal. about $1 95 

§-gai. about $2.45 
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FOR FASTER, EASIER SALES! 


FIRST FEATURE 
FREEZ’R LOCKER 


A Gibson first that strikes the fancy of your 
prospective customer . . . the lady of the 
house. Unobstructed, wall-to-wall freezing 
space for scientific preservation of frozen 
foods. Family favorites are always “in sea- 


son” with the original Gibson Freez’r Locker. 


SECOND FEATURE 
FRESH’NER LOCKER 


Salads, fruits and vegetables retain their 
moist freshness when stored in the Gibson 
Fresh’ner Locker. A roomy, moist-chilled 
storage compartment designed to keep fresh 
foods at the peak of taste perfection . . . 
designed to simplify your sales job. 


GIBSON KOOKALL 
AUTOMATIC ELECTRIC RANGE 


Replete with features that make cook- 
ing easier. Ups-A-Daisy, for example 
|... the Gibson innovation that provides 
| four surface units or three surface units 
plus deepwell Kookall. Two ovens . . . 
one banquet size. Concealed oven vent 
to prevent wall stains. 


a 


GIBSON HOME FREEZER 


Upright construction for downright 


profitable sales. Eliminates fumbling GIBSON REFRIGERATOR 


for food packages. Broad, generous- 


sized shelves protected by clear- COMPANY 


glass doors to enable the user to 

ene: identify each package. GREENVILLE, MICHIGAN 
reezes and preserves great quanti- 

ties of meat, fish, fowl for months at 


sub-zero temperatures. Copyright 1947, Gibson Refrigerator Co, 


GIBSON 


FEATURES PROFIT 


FEATURES 


DUAL BEAUTY: Miss Louise Hyde, “Miss 
Duel in the Sun" in New York, poses 
happily with a Garod lightweight luxury 
portable radio, an important part, she 
says, of her new summer outfit. Garod is 
featuring a “Duel in the Sun” tie-in with 
dealers. 


DEPARTMENT 
STORES 


LaSalle & Koch Opens 
Bowling Green Outlet 


LaSalle & Koch, Toledo, Ohio, de- 
partment store, recently opened a 
new store in Bowling Green, Ohio, 
with Fred Mekeel as manager and 
De Snyder as manager of the major 
appliance department. Demonstra- 
tions of appliances featured the open- 
ing 


Strouss-Hirshberg Opens 
Youngstown Appliance Store 


Completion of the first step in 
Strouss-Hirshberg’s several million 
dollar expansion plan was marked 
recently with the opening of the 
Youngstown, Ohio, department store’s 
new South Side Appliance Store, 
2612 Market St. The company al 
ready has branches in Warren, Ohio. 
and New Castle, Pa. J. A. Bennett, 
in charge of the major appliance divi- 
sion of the company, has control of 
the new outlet. He was formerly 
training director of the Packard Elec 
tric Division of General Motors Corp 
in Warren, Ohio. Installation and 
service of appliances is under the 
supervision of Frank Stiritz. The 
store is open unusually long hours, 
from 9;30 a. m. to 9 p. m. daily. A 
trained demonstration staff, headed 
by Mrs. Beachly Boswell, is included 
in the store personnel and will aid 
in planning new kitchens and kitchen 
remodeling. A 140-seat auditorium 
on the second floor is available for 
cooking schools. 


Frank & Seder Appoints 
Discher Assistant Buyer 


Joseph A. Discher, former employee 
of the Kel-Ben Service Center in 
Camden, N. J., has been appointed 
assistant buyer of radios, television 
and major appliances at the Frank & 
Seder store in Philadelphia, Pa. He 
succeeds Leonard Gorelich, now with a 
Philadelphia distributor. 
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STYLE LEADER 


Here Are The Style 
and Value Features 
Your Customers Want 


@ TILT-OUT CONTROL PANEL... This Zenith 
design, now widely copied, brings the entire control 
panel into an accessible, easily viewed position. 


@ E-Z-OUT PHONOGRAPH... A touch of the 
phonograph door glides the entire record-changer 
unit out within easy reach. 


@ FLAT-TOP CABINET... The entire top may 
be used for flowers, vases, books or decorative 
pieces. There are no lids to lift to operate either 
the radio or the phonograph. 


@ AMPLE RECORD STORAGE SPACE... The 
big storage compartment in the Zenith console 
combination cabinets is an important feature. 
Show it to your prospects! 


@ THE COBRA TONE ARM... The tiny filament 
gently floats in the record grooves, reproducing 
Model 12HO90 every note, every shading. 


@ SILENT-SPEED RECORD CHANGER... 
Changes both 10- and 12-inch records intermixed, 
so as to provide an almost continuous flow of 
music. 


@ ZENITH—ARMSTRONG FM... FM at its 
best—wide-band, true fidelity, static-free FM as 
developed by Major Armstrong and Zenith 
engineers. 


@ THE RADIORGAN ... Radio's most demon- 
strable tone control. 64 different tonal effects 
provide just the tone emphasis desired. 


Zenith radios and radio-phonographs, long famous 
for their leadership in engineering and in perform- 
ance, are today equally noted for leadership in style 
and value. The features that are most important in 
prospects’ minds are Zenith-developed features. That's 


why value-wise shoppers insist on Zenith—the origi- 
nator—and will not accept imitations or substitutions. Keep An Eye On, 
That’s why Zenith is first in demonstrability, first in & 
performance, first in style, first in value. That's why 
Zenith is the most wanted radio-phonograph on the 
market . . . why Zenith radios and radio-phono- 


graphs are so easy to sell. 


Radio Copouition COO/ Chickens » Chicago 39, Me. 
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TREMENDOUS WATER POWER 
LOW ELECTRIC RATES 
LEADER IN LUMBER 

BASIC METALS AND ORES 
LARGE AGRICULTURAL YIELD 
SOURCE OF SEA FOOD 
GATEWAY TO THE ORIENT 
EXCELLENT TRANSPORTATION 
FAST GROWING POPULATION 
SCENIC WONDERLAND 


* One of a series of ad- 


vertisements based on 


industrial opportuni- 
the states 
served by the Union 
Pacific Railroad. 


ties in 


ATER POWER is one of Washing- 


ton’s most important industrial ad- 


an immediate supply to concerns engaged 
in processing and packing. 


vantages. Two of the world’s greatest dams, , : 
Washington’s population has shown a great 


growth; providing a large local consumer 
market and source of industrial workers. 
The state also is a gateway to the Orient 
for export business. 


Grand Coulee and Bonneville, make it 
possible to offer industry unusually low 
electric power rates, 


Lumber, coal. iron, nickel, chrome, alumi- 
num 


are avail- 
able “on the ground floor” for industrial 
purposes. 


and other basic metals . 
From a viewpoint of good living, the Ever- 


green State offers a year ‘round scenic 
playground . . . outstanding educational 


The state’s tremendous yield of fruits and and cultural advantages. 


vegetables, together with seafood, offers 


Excellent rail transportation, for shippers 
and travelers, is provided by Union Pacific. 


%& Address Industrial Department, Union 
Pacific Railroad, Omaha 2, Nebraska, for 
information regarding industrial sites. 


UTAH 
oo wh. « 


“an 


UNION PACIFIC RAILROAD 


THE STRATEGIC MIDDLE ROUTE 
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DEPARTMENT 
STORES 


Leath Executives in 
Appliance Buying Posts 


I. H. Hartman, Sr.. president. of 
Leath & Co., Chicago, is acting as 
buyer of stoves, kitchen furniture and 
other merchandise and J. A. Young, 
vice-president and merchandise direc- 
tor, together with his assistant. R. 
Lefavour, is purchasing electrical ap- 
pliances and radios. 


Star Furniture Opens 
Appliance Department 


A new, larger, and more completely 
stocked appliance department has been 
opened in the Star Furniture Co. store 
at Rusk and Milan streets, Houston, 
Texas. The store was recently re- 
modeled. 


Artek-Pascoe Plans 
Appliance Department 


Artek-Pascoe, New York home fur- 
nishings firm, has announced plans 
for a major appliance and air condi- 
tioning department which will be op- 
erated in the same store under an- 
other name. 


Tumpson Opens New Appliance 
Outlet On Pittsburgh Corner 


Tumpson & Co., littsburgh house- 
hold equipment firm, opened its second 
“Quality Corner” recently at 705 Penn 
Ave. in a three story building pri- 
marily devoted to home appliances. 
Free gifts were offered during the 
store’s first week. The first floor of 
the outlet is given over to appliances. 
Heating equipment is displayed and 
demonstrated on the second level and 
the third floor is occupied by sales 
and service rooms and office space. 


Kitchen in a Bank 


A BANK went into the appliance busi- 
ness when the Chicago Terminal National 
Bank accepted orders for American Cen- 
tral kitchens which were displayed in the 
personal credit department. The bank 
distributed 15.000 announcements of the 
display installed by R. S. McMahon Co., 
Chicago distributor. The bank was in- 
terested in building its personal credit 
volume. 
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A TRIBUTE TO 


The House-to-House Salesman 


AND MAY HIS NUMBERS INCREASE 


HE house-to-house salesman has done more to 
educate housewives on better ways of doing 
things, and more to relieve her of needless drudgery, than any other influence 
under the sun. 
He has persuaded from a reluctant public the patronage for many products 
that could not otherwise have been secured at all. 


He has dragged in the orders that made jobs for countless thousands. 


He has been responsible for the mass production that brought price levels 
down to where it was an extravagance to do without. 

He has created the markets which formed both incentive and reward for 
designing, testing and producing more and better products. 

He has urged upon nine-tenths of the nation a multiplicity of goods and 
services that made life more rich and full and free for all. 

He has endured ignominy and insult, bare pockets and resultless discour- 
agement, snarling answers and slamming doors, wet clothing and aching 
muscles, tired feet and an empty belly. And kept on, regardless, 

If he survived on his job for any length of time, he has had to be eager, 


alert, honest, persuasive, persistent, tactful, well-informed and willing to 
work until he dropped. 

Not much wonder, is it, that out of his ranks have come scores of leaders 
of American business? 

Because HE —for one —has maintained the spirit and tenacity that built 
the major appliance business—and proved himself to possess the identical 
qualities that will fortify and advance our mutual good interests in the many 
competitive years to come! 

This is the spirit of American business. A spirit American Central whole- 
heartedly endorses for its dealers with 


Gm KITCHENS DEALER TRAINING 
| KVICHENS SELLING TOOLS 
KVICHENS SPECIALIZED PROMOTION! 
4 . KITCHENS INTENSIVE ADVERTISING 


AMERICAN CENTRAL 


DIVISION MANUFACTURING CORPORATION 
CONNERSVILLE, INDIANA 
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These Are 
Business Builders 


Brighten up your stock with smart, 
fast-moving Dominion appliances. 
Your discriminating customers will 
reach for this strictly modern mer- 
chandise -- approve its beauty and 
sturdy construction. 

Priced right - made right -- you can 
sell these Dominion appliances. 

If you would like details on Dominion 
appliances, mail this time-saving 
coupon promptly. 


_ bee 
j DOMINION ELECTRIC CORPORATION, 1 
| MANSFIELD, OHIO. 
\ Please send name of my nearest distributor. Iam 
; interested in handling the Dominion line of | 
traffic appliances. ! 
j DEALER'S NAME | 

| 
STREET ADDRESS 
| CITY AND STATE | 


ELECTRIC CORPORATION | 

MANSFIELD, OHIO 
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NOT FOR SALE is this heat-pump operated hot water heater developed by Hot- 
point, Inc., but the company plans about 100 pilot installations. Laboratory experi- 
ments, here being checked by an assistant, show an efficiency coefficient of three 
to one. Hot Freon gas travels through coils in the heater. 


DEPARTMENT STORES 


Young and Coakley Take 
AMC Appliance Positions 


Following the resignation of B. B. 
Zients from the managership of the 
major and traffic appliance depart- 
ments of the Associated Merchandising 
Corp., Charles Young, former house- 
wares representative, has been as- 
signed the appliance post. James G. 
Coakley, former assistant, has been 
named representative for radios, rec- 
ords and musical instruments. 


Denver Dry Goods Moves 
Radio and Record Sections 


The radio and record department of 
the Denver Dry Goods Co., Denver, 
Colo., has been moved from the third 
floor of the store to the fourth floor, 
directly adjoining the major appliance 
department, thus doubling the available 
floor space. The department is equip- 
ped with two demonstration rooms and 
six new listening booths. Frank J. 
Johns is general merchandise manager 
of the department and James E. Hill is 
buyer. 


Akron Firm Opens Center 
With Ted Malone Broadcast 


More than 1,400 persons crowded 
into the auditorium of the M. O'Neil 
Co., Akron, Ohio, recently to witness 
the national broadcast of Ted Malone, 
held in conjunction with the opening 
of a new electrical appliance center 
in the store. A practical demonstra- 
tion of Westinghouse appliances fol- 
lowed the opening. 

The new appliance center is located 
on the store’s State St. level and 
carries nationally advertised brands. 


Castner-Knott Opens 
Suburban Appliance Store 


The Castner-Knott Dry Goods Co., 
Nashville, Tenn., has opened a sub- 
urban appliance store at 2803 West 
End Ave. with F. H. Pierson as man- 
ager. Frigidaire, Bendix and other 
appl’ances are handled. 


Sikking Co. Opens New 
Appliance Department 


\fter four months of remodeling. 
the A. W. Sikking Co., 116 North 
Sixth St., Springfield, Ill, recently 
opened its enlarged appliance depart- 
ment. The new section covers an 
area of 40 by 60 feet and features 
Duo Therm heaters, Philco radios, 
Bendix washers, Sunbeam products, 
and General Electric appliances. 


Rochester Firm Launches 
Appliance, Radio Center 


McCurdy’s, Rochester, N. Y., de- 
partment store, has opened a new 
appliance department containing a 
model kitchen and an operating laun- 
dry. Radio listening rooms have been 
built into the store to provide for 
easy listening. Records are merchan 
dised in a self-service department 


Egendorf Promoted by Lit 
Bros. to Merchandise Post 


Alfred D. Egendorf, former major 
appliance buyer for Lit Bros., Phil- 
adelphia, has been promoted to the 
newly-created post of general assistant 
to Max Robb, vice-president and gen- 
eral merchandise manager. Ernest 
Q. Cole succeeds Mr. Egendorf. He 
was formerly a department store rep- 
resentative for Graybar Electric Co 


Carson, Pirie Scott Opens 
Fan-Shaped Appliance Section 


Almost 20 different washing ma- 
chines can be demonstrated at one time 
in the new home appliance section 
opened by Carson, Pirie Scott & Co., 
Chicago. The section is fan-shaped 
and each division, or blade, of the fan 
is devoted to one particular type of 
merchandise. A spokesman for the 
store said that the fan arrangement 
provided the most convenient arrange- 
ment for display and demonstration of 
appliances. Enough electrical con- 
nections are available so that almost 
all merchandise can be demonstrated 
simultaneously. 
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‘The Midern, Convenient 
kee Cube Tray that gives 
i one cube or a 

“\ without 
or fuss 


Equipped 
y Cubes pop with the NEW, 
out in a unbreakable 


jiffy ! polyethylene cups. 


> SMART —Modern design, fast freezing Db EASY—Press the dimple and they are 
‘ aluminum tray permanently finished out. No sticking. No waiting. They re- 
in frosty blue. freeze in a jiffy. 


db VERSATILE—Ideal for frozen desserts, 


CONVENIENT —JIFFY-CUBE offers one 


cube or a bowlful, quantities can be 


quick frozen and stored for parties or » ECONOMICAL-—Long lasting, reason- 
ably priced. JIFFY-CUBE offers a single 


cube without wasting a trayful. 


: Z > CLEAN—No hands touch the cubes— » FAST MOVING-A highly popular 


sick room. 


they pop out without messy dousing NEW item—plenty of sales appeal and 
7 . in water to loosen. a nice profit. 
' JIFFY CUBE trays are available in two standard sizes to fit practically any refrigerator. 


Twelve cube size $1.95 list. Eight cube size $1.49 list. Extra 
cups in dozen cartons $1.00 list. Usual trade discounts. 


823 FISHER BUILDING, DETROIT 2, MICHIGAN 
Patented and Patents Pending. Copyright 1947, Trade Mark Registered 
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REGINA’S rau national ADVERTISING 


| PRE-SELLS 10,000 000 


Here's big news for dealers of the Regina Electrik- 
broom and Regina Electric Floor Polisher. Right at the 
height of the fall selling season, a tremendous concentra- 
tion of national advertising will reach over 10,000,000 
customer prospects for these companion products. 
Regina’s national advertising will appear in nine leading 
magazines in a two-month period. 

That’s not all . . . acomplete dealer sales promotion 
program is ready now to help you pull these prospects 
into your store. Get your sales promotion helps from 


your distributor or direct. 


REGINA ELECTRIKBROOM 
REGINA ELECTRIC FLOOR POLISHER 


Distributed in Canada by G. H. Wood & Co., lid. 
Branches throughout Canade 


tHe REGINA corPorATION, Rahway 2, New Jersey 
Western Office: 520 West 7th St., Los Angeles 14, Cal. 
Also makers of REGINA SMOOTHCUT CAN OPENER 
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LEAGUE ACTIVITIES 


B. C. League Reports on 
First Quarter Operations 


Industrial development, one of the 
major activities of the Electrical Serv- 
ice League of British Columbia. was 
conducted through the medium of the 
Vancouver Electrical Association 
during the fisst quarter of 1947. Elec- 
trical dealers in British Columbia have 
been urged to place installation work 
for major appliances through the 
offices of the association. The league 
is currently engaged in working out a 
cooperative program between electri- 
cal contractors and plumbers. During 
the first quarter 660 residences were 
wired for electric ranges in the Greater 
Vancouver district and 221 homes 
were wired to complete Red Seal speci- 
fications. 


Wilkenson Named Secretary 
of Inland Empire League 
Robert L. Wilkenson of Spokane, 


Wash., has been appointed executive 
secretary of the Inland Empire Elec- 


trical Dealers’ Association. Offices of 
the association in the Washington 
Water Power Building, Spokane, 


serve as headquarters for chapters in 
the central Washington area. 

The program for the organization 
calls for work with dealers in main- 
taining high standards of merchan- 
dising, encouraging fair trade practices 
and in promoting public interest in 
the use of radio and electrical appli- 
ances. Among the plans are schedules 
for sales training, appliance exhibi- 
tions, cooking schools, and sales pro- 
motion. John F. Boothe of the Brown- 
Johnston Co. is president of the 
Spokane chapter. Other officers in- 
clude Richard Nelson, vice-president; 
F. A. Tool, secretary: and Kenneth 
Hughes, treasurer 


Deepfreezers Go to School 


Birmingham League 
Elects E. G. Walker 


E. G. Walker, merchandise man- 
ager of the Graybar Electric Co., 
has been elected chairman of the 
Electrical Association of Birming- 
ham, Ala. Other officers include: 
W. E. Lacey, major appliance man- 


ager for Long-Lewis Hardware Co., 

vice-chairman; and D. S. Richard, 

residential sales manager for Birming- 

ham Electric Co., secretary-treasurer 


St. Louis Phonograph Dealers 
Join Business Men's Council 


The Phonograph Record Dealers 
Association of St. Louis, Mo. has 
joined forces with the Business Men’s 
Council of the city to sponsor legis- 
lation which will be of benefit to the 
small retailer. At present the Coun- 
cil is attempting to insure passage 
of a fair trade bill in Missouri legis- 


lature. President of the record group 
is Charles J. Swarthout. Arthur 
Keller is vice-president. 


Radio Technicians Form 
League in New Orleans 


The charter of the recently formed 
Radio and Electronic Technicians’ 
Association of New Orleans, La., 
includes a provision permitting the 
organization to force members to 
remedy defective work. Expressed 
purpose of the group is to “uphold 
our professional prestige and to dis- 
courage practices tending to lower 
the good-will of the people we serve.” 

C. W. Kennedy is president and 
other officers include Jack Porter, 
vice-president, Earl L. Gitz, record- 
ing secretary, Karl Stouder, financial 
secretary, and James Lilly, treasurer, 
il] newly elected. 


EVERY OPERATION required for frozen food preparation was performed by these 
students, the sales force of the Deepfreeze Division of Motor Products Corp., under 
the direction of Geraldine Gorman, home economics director for the company. 
Purpose of the course was to help salesmen “talk to Mrs. Homemaker on an informed 


basis.” 


AUGUST |, 
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ELECTRICAL 


You don’t often have the opportunity to earn 
extra profits as you do with Rheem... 


Because with Rheem you can buy any or 
all of a complete line of appliances—Winter Air 
Conditioners; gravity and floor furnaces; stokers 
and stoker furnaces; console and wall heaters; 
water heaters; water softeners; evaporative coolers; 
attic fans; range boilers and tanks—for all fuels: 
gas, electricity, coal and oil... 

Beeause you have only one contact to make, 
one source of supply, one credit negotiation . . . 

Because you can buy a carload assortment of 
items at Rheem’s big carload discount savings... 


Because Rheem's 11, yes // large factories 
are tooled up to give you immediate delirery on 
all merchandise... 


MANUFACTURING COMPANY 


AN Gas Appliances are approved by the American Gas Association. Electrical Appliances 
approved by Underwriters’ Laboratories, inc. and Electrical Testing Laboratories. 


MERCHANDISING—AUGUST 1947 


Because Rheem's Floor-Finance Plan enables 
you to attract dealers with an arrangement that 
permits them to stock goods at only 10% down. 


Beeause month after month full pages of ad- 
vertising in national magazines is creating stronger 
consumer preference for the Rheem brand... 


Rheem offers you the outstanding opportu- 
nity today for increased sales and profits. 
Why not mail this coupon now and 

find out for yourself... 


RHEEM 

Dept. R-B15, 570 Lexington Avenue, New York 22, N.Y. 
I'd like to discuss the Rheem line 

| with vour representative. 

| NAME... 

COMPANY 

| 

> STATE 

| 
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Now at Your Distributor’s 


COOLERATOR 


De Luxe Model 


of 


All These “High Priced” Features 
Now Moderately Priced for Greater Profits 


@ Big 40 Ib. Frozen Food LOCKER 
@FLAVOR SAVER-PRINCIPLE 

@ Plenty of MEAT-STORAGE SPACE 
® Quick-release ICE CUBE TRAYS 

®@ More Space for Big BOTTLES 

@ Interchangeable Sliding SHELVES 
@2 BIG Vegetable CRISP-O-LATORS 


(4 


RETAIL 


F. 0. B. DULUTH 


*T. M. Reg. Pat. Off 


See this new de luxe Coolerator model—a new 
conception of home refrigeration, providing the cor- 
rect temperature and humidity needed to keep all 
types of food fresh and tasty. See your distributor 
for details or write. 


Flavor Saver REFRIGERATORS AND FREEZERS 
The Coolerator Company « Duluth!, Minnesota, Dept. EM-87 


MANUFACTURERS OF ELECTRIC AND CONVERTIBLE ICE-TO-ELECTRIC REFRIGERATORS, HOME AND FARM FREEZERS 
BUTORS THROUGHOUT UNITED STATES AND CANADA 


AKRON, OHIO 
ALBUQUERQUE. WV 
ALLENTOWN. PA 
ATLANTA GA 
BALTIMORE, 


CANTON. OnI0 
CHARLOTTE, 
CHATTANOOGA, TEN 
CHICAGO, ILI 
CINCINNATI. OH! 
CLEVELAND. 
COLUMBUS, OHIO 
DALLAS. TEXAS 
DAVENPORT. 
DAYTON, OHIO 
DENVER, COLO 
DES MOINES. 
DETROIT, MICH 
DULUTH, MINN 

EL PASO, TEXAS 
ELMIRA, NY 
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COOLERATOR DISTRI 


Cleveland Radiolectr 
a 


fin & Wimple, inc 
Parker-Montana Company 
Southern Tier Electrical Supply 
R P McDavid inc 
Bigelow & mpany 


Radio & App 
St 


e Parker Company 
Onthank Company 
Republic Supply Company 

S &S. Distributing Co 

Albert Mathias Company 
Southern Tier Electrical Supply 


FARGO, N. DAK 
GRAND RAPIDS. MICH 
HOUSTON, TEXAS 
HUNTINGTON, W VA 
INDIANAPOLIS. IND 
JACKSONVILLE. FLA 
KANSAS CITY. MO 
KNOXVILLE, TENN 
LITTLE ROCK. ARK 
LOS ANGELES, CALIF 
LOUISVILLE. KY 
MEMPHIS. TENN 
MILWAUKEE. WISC 
NASHVILLE, TENN 
NEW HAVEN CONN 
NEW ORLEANS LA 
NEW YORK. N 
NEW YORK--EXPORT 
OKLAHOMA CITY, OKLA 
OMAHA, NEBR 
PHILADELPHIA, PA 
PHOENIX, ARIZ 
PITTSBURGH, PA 
PORTLAND, ORE 
PROVIDENCE, R | 
RAPID CITY, S. DAK 
RICHMOND. VA 
ROCHESTER, N.Y 


Fargo Glass & Paint Co 

State Distributing Compary 
Straus- Frank Company 

Van Zandt Supply Co 
Appliance Distributing Co 
Consolidated Automotive Co 
Enterprise Wholesale, Inc 
C._M. McClung & Company 
Gunn Distributing Co., Inc 
Sues, Young & Brown Co., Inc 
Ewald Distributing Co 
Mississippi Valley Furniture Co 
Taylor Electric Co 
Keith-Simmons Co., Inc 
American Distributors, inc 
Modern Appliance & Supply Co 
W. May Corporation 

J_H. Latham—70 Pine St 
Jenkins Wholesale Division 

W. Onthank Company 
Ellott-Lewis Electrical Co 
Albert Mathias Co 

J. A. Williams Co 

Bargelt Supply 

Providence Electric Co 

Hill's Gas & Appliance Co 
Wyatt-Cornick, Inc 

Bickford Brothers Co 


Stanley Distributing Company 
Campbell-Stenson Co. 
Glenn Earl, Inc 
General Appliance Company 
Cormack & Company 
The Yancy Co. 
LeValley, McLeod, Kinkaid, Inc. 
Seattle Radio Supply, Inc. 
G. W. Onthank Company 
Prudential Distributors, Inc. 
The Burden- Bryant Co., Inc. 
Paul-Jetfrey Company 
Walding, Kinnan & Marvin 
Horrocks- Ibbotson Company 
Ebner Appliances Distributors 
Mid-Atlantic Appliance Dist. 
Kile-Jacobs & Company 
WILLMAR, MINN Minnesota Electric Company 
YOUNGSTOWN, OHIO Cleveland Radiolectric Company 
Canadian Distributors 
CALGARY, ALBERTA 
EDMONTON, ALBERTA 
MONTREAL, QUEBEC 
NEW WESTMINSTER, B.C 
REGINA, SASK 
TORONTO, ONTARIO 
VANCOUVER, B.C 
WINNIPEG, MANITOBA 


SAN ANTONIO. TEXAS 
SAN FRANCISCO, CALIF 
SAVANNAH, GA 
SCHENECTADY, N.Y 
SEATTLE, WASH 
SIOUX FALLS, S. DAK 
SPOKANE, WASH 
SPRINGFIELD, MASS 


VINCENNES. IND 
WASHINGTON. D.C 
WILKES-BARRE, PA 


Metals, Limited 

Metals, Limited 

Frank, Levasseur & Co., Ltd. 
Associated Distributors, Ltd. 
General Equipment, Ltd. 
Bailey Industries, Ltd. 
Associated Dist., Ltd. 
Consolidated Ind., Ltd. 


Vig 


For finer tone 


DOUBLE TAKE: When Monica Lewis, 
Signature Records’ star songstress, drop- 
ped in at the Radio Parts Show in Chi- 
cago, Ill., recently, she hid behind a 
picture of herself—the way she appears 
in a G-E tube advertisement. Russell W. 
Metzner, sales manager of replacement 


tubes for G-E, holds the card. 


LEAGUE 
ACTIVITIES 


Jamestown Dealers Debate 
Electrical Rate Reduction 


Augmented demand for electrical 
appliances as the result of a gas short- 
age has resulted in a wider interest 
in operating costs and the possibility 
of a power rate reduction, William 
S. Hake, president of the Jamestown 
(N. Y.) Electrical Appliance Deal- 
ers Association, said recently in dis- 
cussing the organization’s July meet- 
ing agenda. He said that the 
Jamestown rates are out of line with 
those charged by private utilities and 
place a burden on appliance users. 
However, he declared that a reduc- 
tion might be possible without the 
submission of a formal demand by 
the dealers. 


Gift from Gibson 


HONEYMOONERS Donna and John 
Wyatt of Grand Rapids were presented 
with this Gibson refrigerator by distribu- 
tors and dealers when they appeared re- 
cently on a coast-to-coast radio program 
for honeymoon couples. 
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Even tn the Smaller Store 


a LOT depends on 
THE DEALER 


“ Add up the number of small stores handling appliances bi 
- and radios across the nation and you come up with rh 
eons the amazing total of more than 28,000. Think of the em- ig 
A phasis these stores, remote from the metropolitan areas, 


must place on up-to-the-minute information through 
ELECTRICAL MERCHANDISING. Mr. Hollis* clearly 
states the need for this contact. He says... | 


It takes salesmanship 
USiness, Today as 


MANUFACTURERS... 


and addijs; 
Do You Know ditions of you, 


Prod chan 
noi THAT THESE SMALL STORES COVERING need your help in “cts aS soon Qs the , 
ort- maint Y 
rest THE ENTIRE NATION DO AN APPRECIABLE 2nd match; ining our Volum liens 
ility PERCENTAGE OF THE TOTAL BUSINESS '"9 the doligr _ © of YOuR bus 
liam IN THE APPLIANCE AND RADIO FIELD? a demanded 4 = 
own It Y Our 
deal- Natural thes We 
dis- in Urn to EL 
bn Order to 9et those tips ang SCTRICAL MERCHANDISING 
the royj Sales ; 
with Provided by “MERC. quickly. The ch 
and tion become month for the 
sers. ine Ow 
reasingly Valuable de Of this inform 
the ot my Salesm "Ng these Cruci, 
| by 10 gain the ‘ en read “MERCH cial times 
and §j “arefully @ 
Qures ach mo 
A regular advertising program in ELEC- have Profiteg Greatly MECESSary to 900d sey); 
TRICAL MERCHANDISING is the quickest Sells US thi Y this Medium of ees elling. w, 
and most effective way to reach and gain YS to sell YOur Produ “MANdising wh h 
¢ the sales support of the smaller store deal- Cts, 


ers. They constitute a wide spread and 
profitable market and, to a large extent, 
create national consumer acceptance of 
your products. Give them the sales and 
merchandising help they need in... 


THE PUBLICATION Your DEALERS READ *HOUSTON P. HOLLIS, Owner 


A McGRAW-HILL PUBLICATION 
gram 330 WEST 42nd STREET 


NEW YORK 18, N. Y. ro 
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Selling 9 Product does NOt just happ 
Gnd lots Of it to Make gq SUCCesstyy b 
before, ©OMPetition is becoming More and More keen, Because 
Of this ©Ompetition Wwe must keep 
| 


Which one will be TOMORROW’S CHAMP? 


Bet you'll agree it’s easier to predict a tennis 
trophy winner than it is to predict the No. 1 
sales winner in tomorrow’s appliance competi- 
tion! 

In comparing washers or waffle irons . . . re- 
frigerators or radios . . . you’ve got to consider 
performance, manufacturer’s reputation, price, 
special features, advertising effectiveness, mar- 
ket conditions. It takes broad experience—close 
familiarity with many lines under all conditions 
—to pick those that will sell best . . . be most 
profitable . . . year in, year out. 

As a solidly established, national distributor 


of leading appliances and home radios, Graybar 


When a product is recom- 
mended by Graybar, you 
can be sure it is (1) easy to 
sell (2) honestly adver- 
tised (3) backed by a war- 
ranty which protects both 
dealer and consumer. 


MAJOR APPLIANCES 
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TRAFFIC APPLIANCES 


has had the opportunity to acquire this experi- 
ence. Moreover, Graybar is free to select lines 
on the basis of saleability. Graybar has the con- 
fidence of top-flight manufacturers—yet has 
remained an independent, self-directing organ- 
ization. 

That’s why Graybar dealers can have faith 
in the recommendations of our Merchandising 
Specialists. The best proof that these recom- 
mendations pay in practice is the success of 
Graybar dealers throughout the nation. Mer- 
chandising Department, Graybar Electric Com- 
pany... offices and warehouses in over 90 prin- 


cipal cities. 4780 


RADIOS, COMBINATIONS 
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Survey Shows Farmers 
Prefer Electric Cooking 


Of 394 farmers responding to the 
question on kitchen range preference 
which was included in a recent survey 
sent to 2,500 farm families by 
Successful Farming magazine, 35 per- 
cent want to buy an electric range, 20 
percent prefer L.P. gas fueled equip- 
ment, six want a coal (or wood) and 
gas combination, six want an electric 
and coal (or wood) combination, three 
want a combination of gas and elec- 
tricity. 

The magazine reported that 16 per- 
cent of the questionnaires were re- 
turned by June 2, the date on which 
replies were tabulated. The survey 
was conducted among subscribers of 
the magazine. 

Present use of ranges is broken 
down, according to the survey, into 24 
percent coal or wood, 17 percent L.P 
gas, 17 percent electricity, seven per- 
cent kerosene, seven percent coal (or 
wood) and gas combination, five per- 
cent main line gas, two percent elec- 
tricity and coal (or wood) combina- 
tion, and one percent gasoline. 

In homes where more than one range 
is presently in use the farmers replied 
that one range was coal or wood and 
the other used other fuels in the fol- 
lowing proportions: kerosene, 10 per- 
cent; electricity, five percent; L.P 
gas, four percent; and gasoline, one 
percent 


Fuel Used 


Statistics on the types of fuel being 
used in currently onerated ranges re- 
vealed that among 394 returns, coal or 
wood amounts to 52 percent, L.P. gas 
amounts to 28 percent, electricity 
amounts to 24 percent, and kerosene 
amounts to 17 percent. The percentages 
total more than 100 percent because 
some use more than one fuel. 

Farm-owned ranges were originally 
purchased as far back as before 1930 
the survey showed. Twenty-six per- 
cent were bought between 1945 and 
1947, 38 percent between 1940 and 
1941, 20 percent between 1935 and 
1939, seven percent between 1930 and 
1934, and nine percent before 1930. 

\ minority, 18 percent, said that 
they need a new kitchen range, while 
76 percent are happy with their present 
ranges 

One question revealed that 32 per 
cent of the responding farmers use 
L.P. gas and 60 percent do not use it 
The way in which L.P. gas is used 
breaks down into various functions. 
chief of which is cooking, with 87 
percent of them using it. Fifteen per 
cent use it for the household water 
heater, nine percent for the refrigera- 
tor, nine percent for house heating. 
seven percent for the laundry stove. 
five percent for the brooder stove 
three percent for the stock tank heater 
and two percent in the milk house 
These replies, based on the 32 percent 
who use L.P. gas, total more than 
100 percent because some use it for 
more than one purpose. 


Proctor Leases Additional 
Production Space in Phila. 


Some 44,000 square feet of floor 
space on the first and second floors of 
a four-story building on Fifth and 
Annsbury Streets, Philadelphia, has 
been leased by the Proctor Electric 
Co. for a four-year period. President 
Walter M. Schwartz, Jr., said that 
the space would take care of the in- 
crease in production necessitated by the 
demand for the company’s products. 
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0 “THAT’S FOR ME!” is the unanimous verdict of the great 
er American Jury of Mothers—the moment they see the new 
” Presteline electric range with the new Safety Top. Here, at 
od last,is the answer to the problem of tiny tots and hot utensils. 
a DEALERS FROM COAST-TO-COAST report that they’ve 
er. never experienced anything like the lively interest which 
ee this Presteline Safety Top is creating. Presteline national 
an magazine ads had barely left the presses before women 


started asking about it—and it’s a demand that’s snow- 


balling, day after day: 


THE PRESTELINE ELECTRIC RANGE WITH THE Safety 


TOP! 


THREE TOPS in one great new electric range! In addi- 
tion to the new Safety Top, Presteline gives your cus- 
tomer a choice of the Divided Top or the Cluster Top 
—a choice that enables you to meet the demands of 
97% of American women. That means less “looking 
around,” quicker buying decisions, and ONE range 
does the demonstrating of three conventional ranges! 
This is only one of Presteline’s six exclusive features— 
six big reasons why Presteline is one of the most valuable 
franchises in major appliance histery. ~ 


Remember . . . No Other Electric Range Gives You All 21 Presteline Features 
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. . » Features That Out-Range Competition 


PRESTELINE HOME APPLIANCES 


PRESSED STEEL CAR COMPANY, INC. 


Domestic Appliance Division 


ELECTRIC RANGES 666 Lake Shore Drive + Chicago 1], Illinois 
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New $280,000,000 Market 


(Most Spectacular Development for 
the Home Since the Radio) 


Get In On The Ground Floor with Fastest 
Selling, High-Profit Item in the Field 


The most effective, economical air purifier known to 
science. Sixty-four million homes have been waiting 
for this low-cost, portable unit. 


PUROZONE attacks and eliminates odors nature's 
way. Floods the home with fragrant, purified, moun- 
tain-like air containing 150% more oxygen. Recharges 
stale, used air with vital, health-building PUROZONE 
that actually increases vitality . .. relieves hay fever 
sufferers .. . helps prevent colds. 


Low initial cost and minimum operating expense 
(unit actually consumes one-half the current used in 
electric clocks) sells consumer immediately. 


NATIONAL ADVERTISING PROGRAM WILL 
TELL AND SELL THE CONSUMER FOR YOU! 


DISTRIBUTORS, JOBBERS, DEALERS 


Some PUROZONE Franchises are still available. 
particulars and merchandising plans 


PUKOZONE company 


3254 LINCOLN AVE. 
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MAKING THE MOS words of one brought Victoria Hahamis (second from left) 
this Sonora radio-phonograph combination on a radio contest sponsored by the 


Deep South Supply Co., Birmingham, Ala. 


Deep South believes that radio contest 


promotions are a more valuable advertising medium than paid sponsored programs. 
Each day, six days a week, the Sonora combination is described at least three times 


over the air. 
Deep South. 


Second from right is R. P. McDavid, III, secretary and treasurer of 


DISTRIBUTOR 


ALABAMA 


Exclusive distributor in Alabama for 
the Garod Electronics Corp. is the 
newly appointed firm of Southern 
Woodenware and Hardware Co., 2409 
Morris Ave., Birmingham, which will 
cover the entire state. 


ARKANSAS 


555, Inc., Little Rock distributing 
firm, has celebrated a birthday by 
completing an enlargement of its ap- 
pliance display space. The department 
now covers the entire fourth floor of 
the building at Second and Broadway. 
555 recently displayed its wares and 
told its story in an impressively large 
section of the Arkansas Gazette. 


CALIFORNIA 


Radio Products Sales Co., 238 W. 
15th St., Los Angeles, has just been 
made Garod radio distributors in 
Southern California, according to Lou 
Silver, Garod'’s sales manager. 


CONNECTICUT 


A new addition to the sales force 
of the Rackliffe Distributing Co., 114 
Franklin Square, New Britain, is Guy 
C. White, according to a recent an- 
nouncement, 

Philco’s new television, radio-phono- 
graph and refrigerator line was shown 
to Connecticut and southern Massa- 
chusetts dealers recently under the 
sponsorship of Roskin Distributors, 
Hartford. 


FLORIDA 


According to J. C. Ammons, Jack- 
sonville branch manager of Major Ap- 
pliances, Inc., north Florida distribu- 
tors, a special showing of the 1947 
Majestic radio line has been held in 
the 536 E. Fourth St. display rooms. 


AUGUST |, 


GEORGIA 


Georgia dealers got a look at the 
new Philco line in Atlanta recently. 
Their hosts were: J. C. Brown, presi 
dent of the Brown Distributing Co., 
and Walter H. Eichelberger, national 
sales manager for Philco’s refrigera 
tion division, 


ILLINOIS 


The Launderall automatic home 
laundry will be distributed in the six 
county Chicago area by the Harry 
Alter Co., 1728 S. Michigan Ave., Chi- 
cago. The announcement comes from 
Edward A. Ash, director of the appli- 
ance division of the manufacturer, the 
F. L. Jacobs Co. 


INDIANA 


The hitherto strictly commercial 
equipment firm of Commercial Sales 
Co., refrigeration and air conditioning 
equipment distributors of 2133 N. 
Meridian St., Indianapolis, held an 
open house recently for their new 
Home Appliance Division, featuring 
Frigidaire, RCA and Launderall lines. 
J. J. Ferris is president and J. R. Fer- 
ris is secretary-treasurer. 

Over 700 Indiana dealers saw the 
Radio Equipment Co.’s showing of the 
new Philco line in Indianapolis re- 
cently with H. A. Hollibaugh, general 
manager of the distributor firm, and J. 
A. Bilheimer of Philco as hosts. 

The new Frigidaire home laundry 
equipment was shown to Indiana 
dealers in Indianapolis recently by 
Clark S. Wheeler, local Frigidaire dis- 
tributor. One of the principal speakers 
was Jim Trigg of the Frigidaire Divi- 
sion in Dayton. 

R. F. Metz of Connersville has been 
made manager of the Don-Roy Co. 
distributorship of American Kitchens, 
according to Don Gray and Roy D. 
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AUTOMATIC OVEN COOKING AND ROASTING 


The Nesco Chef oven may be operated auto- 
matically by the time clock (an accessory). 
Set it and forget it. Cooks complete oven 
meals deliciously while the housewife’s away. 


FAST, EFFICIENT SURFACE COOKING 
The Nesco Chef has two large cooking units 
for top-of-the-range operations. Each gives 
three speeds of cooking heat—high, low and 
medium—enough for all types of cooking. 


THE CHEF IS UNSURPASSED FOR BAKING 
Because of smooth, even heat radiating from 
bottom and sides, the Chef oven is ideal for 
baking. Thermostat and time clock work to- 
gether for automatically perfect results. 


CONVENIENCE OUTLET FOR APPLIANCES 


In the Chef’s splash-back is a convenience 
outlet for operating toaster, coffee maker, etc. 
—or the broiler griddle illustrated above (an 
accessory). This outlet is a real sales feature. 


THE SENSATIONAL NEW ; 


NESCO CHEF 


- America’s first low cost, large capacity 


FARM, SMALL TOWN 
AND RURAL HOMES — 


Another highly profitable NESCO product, with 


six years of large-scale testing behind it! 

} ! ere at last is a large-capacity, precision- _kitchen-tested by a prominent utility company. 
built electric range in the price brack- The Chef is economical to operate and wiring 

et that millions of Americans can afford, andit problems are simple and solved inexpensively. 
offers you tremendous profit opportunities. | Among its many advanced features is a roomy 


Built around the famous Nesco Roaster, 2-shelf storage space for utensils and applian- 


the Chef offers all the advantages of 
clean, cool, completely automatic cook- 
ing that women everywhere want. 

Beginning in 1941, several thousand 
Nesco Chefs have been thoroughly 


ces that’s as wide as the Chef itself! 

Be among the first to cash in on this 
long-awaited, greatly needed Nesco 
development! Write today for full — 
information on the new Nesco Chef! 


NATIONAL ENAMELING AND STAMPING COMPANY 


EXECUTIVE OFFICES: 270 N. 12th ST., MILWAUKEE 1, WISCONSIN 


SALES OFFICES: MERCHANDISE MART, CHICAGO 
BUILDING, NEW YORK * AMBASSADOR BUILDING, ST. LOUIS 
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CANDEER BUILDING, ATLANTA * 200 FIFTH AVENUE 
WESTERN MERCHANDISE MART, SAN FRANCISCO 
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Customer goodwill in these in- 
creasingly competitive times is 
one of the prime assets of every 
business. Air Express will help 
you to build a reputation with 
customers for prompt, efficient 
service by reducing shipping time 
from days to a matter of hours. 
When speed is essential, let Air 
Express solve your problem. 


On the spot for supplies ? 


You get supplies and equipment the fastest pos- 
Air Express. This 


speedy service makes hay out of shipping time — 


sible way when you specify 


delivers you what's needed in hours instead of days. 

Your shipment travels at speeds up to five miles 
a minute by Air Express. Because Air Express goes 
on all flights of all Scheduled Airlines, ne time is 
lost waiting for loads to accumulate. Regular use 
of Air Express keeps your business running in high 
gear —helps give customers better service. Fre- 
quent flights to and from points overseas make 
foreign shipping problems simple, too, 


Specify Air Express- it's Good Business 


¢ Low rates—special pick-up and delivery in principal U.S, 


towns and cities at no extra cost. 
© Moves on all flights of all Scheduled Airlines. 


* Air-rail between 22,000 off-airline offices. 
¢ Direct air service to and from scores of foreign countries. 
Just phone your local Air Express Division, Railway Ex- 


press Agency, for fast shipping action .. . Write today for 
Schedule of Domestic and International Rates. Address 
Air Express, 230 Park Avenue, New York 17. Or ask for it at 
any Airline or Railway Express Office. Air Express Division, 
Railway Express Agency, representing the Airlines of the U.S. 


Fastest delivery —at low rates 


Engine parts (36 lbs.) picked up at 
Portland, Ore., factory late on 
10th. Delivered to Los Angelés con- 
signee 821 miles away, 9 AM on 
11th in time. Air Express charge 

$8.84! Other weights. any distance. 
similarly inexpensive and fast! 


1927 — 20TH YEAR OF GETTING THERE First) 1947 


ESCAPE FROM ROUTINE is furnished by the colored seascape against which the 
leading executives of the Warren-Connolly Co. pose in their new show room at 521 
West 57th St., N. Y. The opening celebration in late May was distinguished by the 
attendance of many distributing competitors. Recipients of this good will, left to 
right: William Connolly, C. B. Warren, and Ed Frolich, the sales manager. 


DISTRIBUTOR NEWS 


GETS THERE FIRST——. 


Morrow, Jr. The firm also handles 
Frigidaire, RCA radios and Thor 
washing machines. 


KANSAS 


A building with a 120-foot front is 
being constructed at 1224 Burlington 
Ave., North Kansas City, at a cost 
of over $100,000 to the Maytag Co., 
appliance distributors. For twenty 
years the firm has been located at 1005 


McGee St. 


MASSACHUSETTS 


James M. Tighe has been appointed 
advertising and sales promotion man- 
ager of Northeastern Distributors, Inc., 
588 Commonwealth Ave., Boston. He 
was formerly sales and advertising 
manager of the Fidelity System, Inc., 
of Boston. 

J. H. Burke Co. of Boston showed 
the new Philco appliance products to 
its dealers at a meeting which featured 
talks by J. H. Carmine, Philco vice- 
president, J. F. Leahy, New England 
manager, R. V. Keyes, general man- 
ager of Burke, and J. H. Burke. 


MINNESOTA 


Fleming & Associates, manufactur- 
ers representatives, have opened their 
new lighting fixture display rooms on 
the street floor of the Foshay Tower, 
Minneapolis, with 2500 sq. ft. of floor 
space. A special room is provided for 
the convenience of customers. 

New and larger quarters have been 
taken over at 2446 University, Minne- 
apolis, by the Motor Power Equip- 
ment Co., distributors of Crosley and 
Bendix products in the northwestern 
territory. The firm was formerly lo- 
cated at 2234 University Ave. 


NEBRASKA 


Omaha recently saw the formal 
opening of the new division ware- 
house and display room of the G. W. 
Onthank Co., appliance distributors. 
This makes 45,000 sq. ft. of space 


AUGUST 1, 


available at Tenth and Davenport 
Sts. John J. Goebel has been named 
general manager. 


NEW YORK 


Milton Brown, advertising manager 
of Bruno-New York, Inc., has an- 
nounced that by July 9 the distributor 
had completed its first six months’ 
advertising campaign featuring the 
Bendix automatic washer, including 
13 full pages of metropolitan New 
York newspaper copy, all of which 
carried local franchised dealers’ list- 
ings. The second six months’ campaign 
began July 15 with a minimum of 15 
full pages of copy with dealer listings, 
and features the washer, dryer and 
ironer. 

Over 50 western New York dealers 
attended an all-day sales meeting re- 
cently to find out about Carrier Air 
Conditioning Corp. products under 
the sponsorship of Bickford Bros. Co., 
1209 Broadway, Buffalo. Paul Wolk, 
president, and C. E. Corcoran, general 
sales manager of Bickford spoke, as 
did Carrier officials J. A. Gazelle, na- 
tional sales manager; J. M. Bickaz, 
eastern district sales manager; F. E. 
Purcell, sales counselor, and Earl 
Ford, wholesale representative. 

For four days Western Merchandise 
Distributors, Inc., Buffalo, held open 
house in the company showrooms at 
130 S. Elmwood Ave. New models 
of various lines were shown for the 
first time with many factory repre- 
sentatives in attendance. 

Frigidaire’s new home laundry line 
was introduced to dealers in the Rech- 
ester district by the Chapin-Owen Co., 
with J. F. Meyer, general manager of 
the firm, doing most of the honors. 

W. Bergman Co., Buffalo Philco dis- 
tributors sponsored a meeting of wes- 
tern New York dealers and salesmen 
recently with S. J. Levy, vice-presi- 
dent and treasurer of Bergman, presid- 
ing. 

Over 150 Frigidaire dealers and dis- 
trict personnel attended a recent meet- 
ing at the Onondaga Supply Co., Inc., 
Syracuse. Presiding and speaking were 
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| genes at it as a piece of furniture 
and you'll see that the new Delco 
Radio Combination is outstanding 
in the field. The grace and distinc- 


tion of its 18th-Century design . . . 


21 the superlative materials and work- 


he . manship . . . make it a handsome 

” LO addition to the finest home. 
Listen to it as a musical instrument 
and you'll find that the new Delco 
Radio Combination lives up to all 
the promise of its appearance. It 

e * brings a new richness and clarity of 

tone to both recordings and radio 
broadcasts. 

ort This new Combination has 14 tubes 

plus rectifier . . . automatic tuning 
on both AM and FM ... three short- 
wave bands. ..a 15-inch speaker... 

ar 12 different bass and treble combina- 

n- tions . . . and advanced engineer- 

or ing throughout. The record 

“4 player handles fourteen 10- 

ng inch or ten 12-inch records, 

Pw and shuts off automatically 

- after the last record plays. A 

gn special lightweight tone arm 

15 with jeweled-point pick-up 

“ makes recordings sound better 

and last longer. 

The new Delco Radio Combination 

va is available in two models: R-1251 

er in walnut, and R-1252 in mahogany. 

. Until you’ve seen them and the other 

‘al popular Delco radio models, you 

as haven't seen the best of all that’s 

“4 new in radio! 

E. 

DELCO RADIO 

“ A GENERAL MOTORS PRODUCT 

at Delco radios are distributed nationally by 

‘Is United Motors Service. See your United 

he Motors distributor about the Delco radio line. 
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Now 


FAN-GLO 


the only heater built that gives BOTH kinds of Heat 


open house conducted by LeValley-Mc- 
Leod-Kincaid Co., Elmira, N. Y., had 
« 2 ‘ to compete with the firm's employees to 


get a look at the new Universal Two- 


Ps 


Whether your selling is ‘‘soft’’ or banged Speed washer. Left to right: Mary Ann 
wanted auxiliary heater—has a complete planned merchandising program that wi elp z a P ° 
you dealers (and your salesmen) sell more room heaters! a a Galvin, Jean Nolan, and Ann E. Gerrity. 
In addition to giving you a complete line (and a complete price range) of the =7i4 i, o 
portable and built-in heaters that give WARM COMFORT QUICKLY, FAN-GL' $ es, 
HEETAIRE'’S selling plan includes 
DISTRIBUTOR NEWS | 


Harry Kelly, appliance sales manager, 
B. S. Arnold, vice-president, and R. H. 
Hudson, eastern regional sales man 


ager for Frigidaire, and H. Hiram 
selling’ eds [a ‘manuel’ thai eisberg, president of Onondaga Sup- 
of sizes to run over = rod ply. 

AND CIVEAWAY FOLDERS AND AIRFLOW CHART OF DISPLAYS... dramatic, | 
. colorful, lightweight ALL TYPES OF HEATERS... riven as prizes in a contest being con- 

statement inclosures and something new in selling—a dramatic ‘'silent salesmen 2 I 
folders—with space to im- simple pictorial chert to that attract traffic and close P te ducted by the Twin States Distribut- 
print your name. ing Co. of Charlotte, which is trying 
to get contestants to tell why they 
would like a Farnsworth. Newspaper 
3 ; and radio tie-ins are being used. The 
firm also announces that O. Larry 
bg _ Sikes, formerly with Nesco, and J. 
& Edwards, from Sherwin Williams, 

cS. have been added to the sales force. 
g Over 600 dealers of the A. K. Sutton 
a © Co. saw the new Philco line recently 

Y es, FAN-GLO HEETAIRE IS backed by powerful selling ammunition—a dynamic con- . é A dealers’ display was held in Char- 
vincing “Best Seller” sales manual . . . plus a veritable arsenal of new dealer literature— ae 


lotte recently by the Associated Dis- 
tributors of Charlotte, Inc., it was 
announced by B. D. Waller, president. 
In charge of displays and demonstra- 
tions were: Mr. Waller, Edward 
Thorson of the sales force, and 
Blake N. Powell, division represent- 
9 ative for the A. D. Smith Corp.’s 

Smithway stokers. 
‘ Some 600 Philco dealers and sales 
z representatives attended the annual 
4 dealer meeting held recently in Char- 
4 lotte by A. K. Sutton, Inc., accord- 
4 ing to Mr. Sutton, president, and Pres- 
4 ton Belvin, III, general sales manager 
, ~ * of the distributing firm. Philco sales 
A NOTE If our representative has not called on you yet— % 4 and engineering executives from the 
and if your order is wet in yet—we suggest you F sf factory in Philadelphia were present 

# 


folders, stuffers, catalog and specification sheets, charts—and colorful displays . . . plus 
newspaper ads that drive home to millions of customers the fact that FAN-GLO HEETAIRE 
“ is the only heater built that gives BOTH kinds of heat—fast! 


So get in touch with your jobber now—get the world’s most-wanted auxiliary heater, the 
€ only heater that gives your customers BOTH kinds of heat—the only heater that gives you 


a complete line (and price range) of portable and 
built-in heaters! 


vi" a complete planned merchandising program! 


? 


th get in touch with us immediately. We'd rather = the meeting, to acquaint dealers with 
deliver heaters—than apologies radio 

O. N. Shaw, president of the Shaw 
Distributing Co. of Charlotte, has an- 
nounced the appointment of Merrill 
L. Richey as Coleman heating equip- 
ment service engineer. Mr. Richey, 
who has returned from an intensive 
course in service and installation at 
the Coleman plant, will work with 
dealers and installation men. 


*Tested & listed under reexamination service by Underwriters’ Laboratories, Inc. 


OHIO 


Several executive changes have been 
announced by the Tracy-Wells Co., 
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When your customers ask: 


“WHAT MAKES COFFEE MAKER AUTOMATIC?” 


This new G-E Automatic Coffee Maker Display 


quickly tells the “set it and forget it’ story 


YOU CAN GET THIS DISPLAY 
AT NO EXTRA COST TO YOU! 


THIS IS NO ORDINARY DISPLAY! 
MINIATURE COFFEE MAKERS 
NOT PAINTED... NOT PRINTED 
..+ BUT IN “3 DIMENSIONS”! 


G-E coffee maker package (12 coffee makers... 8 replacement bowls) 


This unusual and colorful window and counter display is what you re- 


tailers have been asking for . . . a merchandiser that illustrates the simple 
G-E COFFEE MAKER PACKAGE— CAT. NO. CM100 e ere I 
operation of the new General Electric Automatic glass Coffee Maker. 
Consists of: Retail Price Original design enthusiastically approved by many retailers. Display 
Cat. or “— Exc. sai sturdily constructed—wood frame and base. Miniatures made of clear 
plastic, cleverly formed to look like Coffee Makers. Display spot provided 
3 109P14 Range, 8-cup............... $4.95 ie} $4.95 for actual coffee maker. Dimensions: 24” x 16” x 6”. 
3 11I9P16 Electric, 8-cup............. 6.95 .36 7.31 
2 119P15 Electric, 8-cup............. 9.95 52 10.47 How You Get This Display at no extra cost (with the deal at left). You 
2 129P17 Two-Heat, Electric, 8-cup... 12.95 67 13.62 buy 1 display at $1.95. We give vou one 8-cup range model coffee maker, retailing 
2 129P18 Automatic, 8-cup...... ... 1795 93 18.88 at $4.95. 
3 DW8U Upper Bowls—Non-Auto. .. . 2.40 2.40 
3 DW8L Lower Bowls—Non-Auto. ... 1.95 i] 1.95 | LAST CHANCE! FILL IN THE COUPON. ORDER TODAY! 
1 AW8U Upper Bowl—Auto........ 2.15 i] 2.15 GENERAL ELECTRIC COMPANY 
1 AWS8L Lower Bowl—Auto........ 2.55 0 2.55 | Appliance and Merchandise Department 
1 8-117 Promotional Package... . . n/c | Bridgeport 2, Connecticut 
| Please send me, through my distributor, G-E Coffee Maker Package No. CM100. 
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DURABILT IRONS 


Both of these two smart new irons give your customers all 
three — Beauty, Durability, Performance. The famed All-purpose, 
Durabilt Folding Iron with a new streamlined maroon plastic handle 
and matching cord set is quick to catch your customers’ eyes. They'll 
like the perfect balance, too, of the rich gleaming chrome and 
black Durabilt Model 10. 


Durability is the keynote of these two new irons. The Folding 
lron is equipped with the strongest handle ever built and both 
irons will absorb more than ordinary abuse. Simplicity of parts 
and rugged construction, yet lightest 
weight make these irons live up to their 
name — Durabilt. 


Unmatched in performance, Durabilts 
provide heat where it is needed — at the 
sole plate, and in just 30 seconds! Precise 
heat control with no over-shoot assures 
perfect ironing at all times. 


WINSTED HARDWARE MANUFACTURING COMPANY, WINSTED, CONNECTICUT 


DURABILT |RONS 
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175-185 N. Front St., Columbus, hard- 
ware and appliance distributors. Ac- 
cording to William P. Tracy, presi- 
dent, Robert Hager will continue in 
his present capacity as executive vice- 
president, with Charles O. Tracy, for- 
mer treasurer, as new vice-president 
and manager of the Appliance Dis- 
tributing Co., a division of the com- 
pany. John P. Castner, former mer- 
chandise manager, has been promoted 
to vice-president, in addition to his 
former duties. John E. Howell, for- 
mer assistant secretary, has been made 
secretary, with Erwin H. Obrock, for- 
mer assistant treasurer, advanced to 
treasurer. 

Appointment of the Kane Co. as dis- 
tributor of the Launderall automatic 
home laundry for the Columbus area 
has been announced by the manufac- 
turer, F. L. Jacobs Co., Detroit, Mich. 

Jack Tepfer, president of the Tepfer 
Appliance Co., Inc., Cincinnati, held a 
dealer meeting for the Stromberg-Carl- 
son radio line recently. Lloyd L. Spen- 
cer, vice-president in charge of sales 
and David S. Cook, sales promotion 
manager, spoke on behalf of the manu- 
facturer, and John J. McCauley, dis- 
trict merchandiser, presented the line. 

Bennett Distributors, Inc., Colum- 
bus, introduced the new Philco line 
recently, with Stuart A. Falk of Philco 
as the featured speaker. 

Strong, Carlisle & Hammond Co. did 
the honors for Philco in Cleveland, 
with Homer Frank, general manager 
of the distributor, presiding. 


OKLAHOMA 


According to Harry J. Miller, 
branch manager, Frigidaire has intro- 
duced its new home laundry line in 
the branch office at 714 N. Broadway, 
Oklahoma City. 


OREGON 


Presteline’s first dealer meeting in 
the Pacific Northwest was staged re- 
cently in Portland, with presentations 
by A. Raysson, general sales manager 
of the Pressed Steel Car Co.’s home 
appliance division, and his assistant, R. 
Klein. Arcade Kendrick, district man- 
ager of the Portland branch of Pacific 
branch of Pacific Coast Heating & 
Appliance Co., presided. 

Dealers’ salesmen and service men 
in the Portland area, to the number 
of 350, got the Ironrite ironer story 
at a recent gathering sponsored by 
the F. B. Connelly Co. of Oregon, 
with Ironrite factory personnel con- 
ducting. Among these latter were Hal 
tiddle, assistant general sales man- 
ager; Mrs. Cleo Foley, home service 
adviser; and Frank Yenney, national 
service manager. Other Ironrite 
speakers were Mrs. Eleanor Nieman, 
western home service adviser of Den- 
ver, and Gordon E. Wilkins, western 
regional manager of Los Angeles. 


PENNSYLVANIA 


According to Glen McCutcheon, 
president of the Moto Radio Distribut- 
ing Co., Pittsburgh, his firm has been 
appointed Tri-State distributors for 
Trav-Ler radios, phonographs and 
combinations. 

A Garod franchise has been awarded 
to Capital Bedding Co. of Allentown, 


CAMPUS QUEENS of Queens College, 
N. C., members of one of the college's 
home economics classes, attended a re- 
cent evening meeting held in the offices 
of Southern Appliances; Bendix distribu- 
tors, and got the low-down from Delia L. 
Copley, home service director. W. T. 
Simmons, sales manager for the distribu- 
tor, helped to put on a sales demonstra- 
tion. 


branch of the Harrisburg firm of the 
same name, 

The J. A. Williams Co., Zenith radio 
and appliance jobber in Pittsburgh, 
has made three new appointments. 
Kenneth Brody takes over as sales 
manager of the appliance division, 
leaving the post he has held for the 
last ten years, that of technical direc- 


KENNETH BRODY 


tor of the appliance test rooms of Mc- 
Call’s magazine. Quincy P. Carvel 
has been given the post of sales promo- 
tion manager, and Alfred R. Wag- 
man has been named to succeed Jacob 
Blatt as merchandise manager. Mr. 
Carvel was vice-president and sales 
manager of Electric Products Co., 
Frigidaire distributor, and Mr. Wag- 
man was merchandise manager for 
Sears, Roebuck & Co. in the eastern 
zone. 

P. K. Abry, manager of the Pitts- 
burgh branch of Frigidaire Sales 
Corp., announces that the Frigidaire 
home laundry equipment line has been 
shown to Pennsylvania, Ohio and West 
Virginia dealers by the branch. 


SOUTH CAROLINA 


A three-day dealers’ display was con- 
ducted recently in Columbia by the 
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SPARTON PERIOD MODEL NO. 1007 


THIS BEAUTY is the Period Model of the New Sparton Challenger Line. Other 
models: The Modern . .. The Contemporary .. . and a variety of table and 
utility models. We wish this picture could show the wonderful quality of 
reception as well as the obvious quality of the handsome cabinet, but believe 
us, it’s there, too. Yes, the Sparton Challengers offer you, in every way, more 
selling features than any other radio. 


SEE THE NEW SPARTON CHALLENGERS AT PERMANENT 
SHOWROOM NO. 509-B AMERICAN FURNITURE MART 


Radio’s Richest Franchise | 


THE SPARKS-WITHINGTON COMPANY JACKSON, MICHIGAN 
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on’T mind our puffed-out chests! We're just back 
from the Summer Furniture Show in Chicago, and 
we’re bustin’ with pride! 

The new Spartons are the hit of the Show! 

We told you that we'd surprise the radio world with 
this new Challenger line .. . and the crowds who vis- 
ited the"show responded with an emphatic “Yes!” 


Yes, we’ve really got something here . . . and offered 
right in the middle of the industry off-season, too! What 
handsome AM-FM radio phonograph combinations, 
table, and utility models, these new Sparton Challeng- 
ers are! 

The performance of these stunning new Spartons 
measures right up to their good looks! The fidelity of 
tone and reception is an adventure in sound! 


If you didn’t get to the show, remember you can drop 
in anytime at the permanent Sparton exhibit in the 
American Furniture Mart in Chicago (Space 509-B). 
Check these amazing new Sparton Challengers point 
for point against anything on the market. 


CHOICE OF CABINET 


Even the 95 as 
Price is 
Sweet Listening —_" Selling, too 


(All prices East of the Rockies) 


SCMP* makes value 
like this possible 


* Sparton Cooperative Merchandising Plan is the secret! 
Without SCMP, Sparton could never give you all the bril- 
liant sales features in the new Challenger Line. See why 
it pays to be a Sparton dealer. 


@ One exclusive dealer in each area @ Factory prepared and distributed 
promotion helps 

@ Seasonal promotions 

@ Uniform retail prices 

@ Products styled by outstanding 
designers 


@ National advertising that works 
locally 
@ Direct factory to dealer shipment 


@ Low consumer prices 
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Shed New Light 


Champion Incandescent and Fluorescent 
Lamps help you get more new lamp 
business and replacement business. With 
Champions you have the right lamps at the 
right price. 


Champion Lamps earn you maximum fe- 


turn on this fast-moving, big-volume item 
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CHAMPION 


Lamp Volume and Profit 


Possibilities for you. Here's why— 


because Champion production and distribu- 
tion is geared to your needs—lowest cost 
and overhead—no red tape, regulations or 
restrictions — a direct wholesaler-to-retailer 
policy. 
ASK YOUR WHOLESALER FOR 
CHAMPION LAMPS 


AUGUST I, 


DISTRIBUTOR NEWS | 


\ssociated Distributors of Charlotte, 
Inc., according to an announcement by 
B. D. Waller, president of the com- 
pany. The purpose of the whole thing 
was to select dealer organizations in 
the territory. 


TENNESSEE 


The Tri-State Supply Co. finished 
its L & H range cooking school 
recently, with Miss Anna Bines 
conducting the last session. An 
L & H range was given away, along 
with 50 baskets of groceries. 

Dealers of the Memphis trade area 
saw the new Philco line recently when 
McDonald Bros. of Memphis pre- 
sented it. 


TEXAS 


J. B. Lowe, president of Texas Dis- 
tributors, Inc., has announced that 
his air conditioning, refrigeration, 
heating and ventilation equipment firm 
has moved into new quarters at 3914 
Live Oak. 


WASHINGTON 


Bendix radios are now being dis- 
tributed in the Seattle and Spokane 
territories by the F. B. Connelly Co., 
and a Spokane subsidiary has been 
opened with Frank G. Connelly as 


FRANK G. CONNELLY 


president. To start things off, they held 
open house for all radio dealers in 
the Seattle territory recently, to 
give them a chance to see the new 
3endix line and hear merchandising 
plans. The firm also held an Ironrite 
meeting, with the same speakers who 
appeared at the Portland, Ore., meet- 
ing taking part. 


WEST VIRGINIA 


The Dixie Appliance Co. intro- 
duced the new Philco models at a 
recent meeting attended by nearly 300 
dealers from a wide area in the two 
Virginias who gathered in Bluefield. 


HAWAII 


\ series of eight dealer meetings 
was held recently by Nylen Bros. & 
Co., Ltd., distributor in Hawaii for 
L & H and Philco appliances and 
radio and the Jacobs Launderall. Local 
businessmen addressed the gatherings 
on subjects of dealer interest, and 
product information of value to dealer 
salesmen was forthcoming. 
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that is inborn—the result of superior engineering, =. 
as been a trail blazer in 
facture of electric ranges, it has 
backed by a huge | 
a huge new plant and by a national adver-— 
‘ 
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For PERFORMANCE 


For SALEABILITY 
You're Mhead wim 


BREEZO FANS 


Husky in every detail, these quiet run- 
ning, direct-driven fans are equipped 
with standard make motors suitable for 
CONTINUOUS SERVICE. Accurately 
proportioned blades and perfect bal- 
ance mean high efficiencies. Square panel is rigid ai strong, 
permitting easy installation, even by unskilled labor. In sizes 
up to 24”, for practically any current. Write for Bulletin 3222-D. 


KITCHEN FANS 


No kitchen or apartment should be 
without a “Buffalo” Kitchen Fan! A 
slight pull on the enameled rod opens 
both outside and inside doors .. . and 
starts the motor. Out go kitchen odors 
and vapors! A slight push closes 
doors and shuts off motor. All parts 
inside room are attractive buff enamel. 
These quiet running 8” fans have 500 CFM capacity. Selling 
literature, installation directions furnished on request. 


BABY VENT SETS 


Ideal portable fans for practically any 
small-area ventilation job—exhausting 
from hoods and vats—ventilating hard- 
to-reach areas—these quiet, efficient. 
compact fans are available in 7 sizes 
for delivering up to 1486 CFM against a 

as high as 1” s.p. Six discharge positions, easily adjusted. 
Wheels of special metal, if desired, to handle corrosive gases. 
Write for Bulletin 3222-D. 


STILL TIME FOR BREEZ-AIR SALES! 


It's STILL ideal weather to sell and install BREEZ-AIR Attic Fans 
for cool home comfort ...and some territory is still open. 
WRITE OR WIRE US NOW FOR ALL DETAILS ON OUR LIBERAL 
DEALER AND DISTRIBUTOR SETUP. You'll profit with “Buffalo” 


Fans. They're easy to sell, easy to install and trouble-free. All 
performance ratings are certified. 


BUFFALO FORGE COMPANY 


205 Mortimer St. Buffalo, N. Y. 
Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


NOW YOU SEE THE PHANTOM! Bendix Radio chose this full-size little girl 
to tell the story of their new radio-phonograph which appears as an authentic step- 
table. Ribbon points to “Phantom Dial”. 


NEW LITERATURE 
AND SALES HELPS 


VENTILATION 


FANS 
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* Duro Co., Div. of Hydraulic “RCA Batteries,” and “Service De- 


° partment,” hang from the sign and 
Machinery, Inc. are illuminated from above by holes 
Duro pumps and water systems are punched in the sign. The sign is ap- 
covered in a new water systems cata- proximately 12 by 12 inches and in- 
log and price sheet issued by the Duro cludes mounting brackets, electric 
Co., a Division of Hydraulic Ma- cord and socket. 
chinery, Inc., Dayton 1, Ohio. The The folder listing battery sales aids 
catalog includes complete specifications | and dealer promotions is a self-mailer 
and illustrations on the Ejector pumps and is available to distributors with- 
and systems. The book contains 20 out charge for re-mailing to dealers. 
pages and is the first complete self- Promotions described include news- 
contained book on the Duro line since paper ad mats, window streamers, 
before the war. Accompanying the battery display cartons, direct-mail 
catalog is Bulletin No. 48 covering the postcards, Scotch tape, replacement 
present line of water softeners and stickers, and others. 


water conditioning equipment. The ready-reference booklet of bat- 
teries enables dealers to select the 
Westinghouse Electric Corp. proper battery for any one of 120 


brands of battery-operated radios. 
A deluxe leatherette floor display Needs of both portable and home 
fixture for showing the entire group radios are included. 
of Westinghouse small radios has 
been announced by Georges Faurie, 
advertising and sales promotion man- 
ager of the Home Radio Division of 
Westinghouse Electric Corp., Sunbury, 
Pa. Available to Westinghouse dis- 
tributors and dealers, it is approxi- 
mately six feet high by five feet wide 
and has an antiqued white leath- 
erette background and rich green 
shelves topped by a lucite sign with 
the slogan, “Listen . . . and you'll buy 
a Westinghouse radio.” 


Radio Corp. of America 


The tube department of the Radio 
Corp. of America recently offered a 
new lighted indoor sign, a battery 
reference booklet, and a folder of bat- 
tery sales aids to dealers. Made of 
stiff parchment, the indoor sign is 
finished in the familiar black, red and 
white of the RCA tube carton. It is JEWEL CASE FOR POCKET OR 
double-faced to provide maximum dis- PURSE. New counter display for Web- 
play and is lighted from within. Four  ster-Chicago nylon needle. Red plastic 
detachable pennants, reading: “Tubes base and snap-on polystyrene hood. Pro- 
Tested Free,” “Radios — Records,” tects jewel tip of needle. 
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RECOMMEND AND SELL 


Reg. U. S. Pat. Off. 


PORTABLE STEAM RADIATORS 


The “easy money” days are over ... and the public once 
again demands VALUE! You can best meet this demand 
with performance-proved Electresteem Radiators. It’s so 
easy to demonstrate the difference . . . the many exclusive 
advantages of Electresteem over similar heating units. No 
wonder you stay “On the Profit Beam with Electresteem!” 


NO SERVICE WORRIES 


CLEAN, HEALTHY, THRIFTY 
5 


i __STEAM HEAT from a WALL PLUG 

x 
bat- 

owt No switches, valves or other moving parts to get out of order. 

120 Dependable service guaranteed by sound engineering and 

i top-quality production. Every sale means another lifetime sat- 

isfied customer. 


water is heated 


Here’s the Secret of q only of 


at a time, fed 
ff from main body 
testeem of water at boil- 
er bottom. Boil- 
— is 
a e shot into radia- 
t ith wat 
Over-all Superiority! tor with water 
above water 
Only offers dual F 
steam heating at no extra cost. Boiling water = is 
It provides forced steam heating in turbulent ac- $3 735 
through pressure jets in all eight Fal te 
sections PLUS turbulent steam efficient steam 
boiler heating from the patented = heating meth- 


Electresteem boiler. That's why it ods tn one 


throws man-size heat on a midg- 
et consumption of electricity. 


Light-weight, sturdy steel construction. Handsomely fin- 
ished. Easy to carry with convenient handle. Operates 
on AC or DC current. Ideal for nursery, bathroom, rec- 
reation room or other hard-to-heat areas. 


NUMBER” ONE. ELECTRIC AVENUE, PARIS. KENTUCKY 
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_ UN THE HOUSEWARE FIELD 
We're mighty proud of the .. they‘re 
all nationally fdmous organi d d the 
best in displays. They know the value offurning their 
point-of-sale problems over to a “Dispipy Agency,” 4 
just as they allocate their advertising to ah Advertising ' 
Agency. Gppreciate the “know of W. L. 


9 d and A iates, Inc., the of display 
experience that backs an exganisotio oe @s ours. 


That is why WES hes continued to se uch clients 
throughout the years. Yes . . . we're mighty proud of 
our Housewares family tree. They are only a very few 
of the reputable organizations we setv@, We invite 
your inquiry. Whatever your problem, $killed staff 
of merchandise, design and production rts will be 
glad to demonstrate our ability fo 5 Os the most 
reasonable cost. 


FREE—sendin 
MERCHAN Tiod 
Ae of Performe Ate, 


BROCHURES ON mt 


Th 


sareriiyony AND CONTINUOUS SERVICE FTO CLIENTS OF NATIONAL REPUTE 


W. L STENSGAARD AND ASSOCIATES, INC. 


CHICAGO 7, ILLINOIS 


PAGE 198 


<A 


A FORTY-CENT INVESTMENT in crepe 
paper and promotional material will help 
Westinghouse retailers sell sunlamps. The 
display cards, folders and streamers are 
available free from the Advertising and 
Sales Promotion Dept., Westinghouse 
Lamp Div., Bloomfield, N. J. 


NEW LITERATURE 
AND SALES HELPS 


Mullins Mfg. Corp. 


The wide variety of kitchen ar- 
rangements possible with Youngstown 
Kitchen units is shown in a new six- 
page, four color folder produced by 
Mullins Mfg. Corp., Warren, O. Es- 
pecially designed for architects, the 
folder contains construction specifica- 
tions and dimensional details of Kitch- 
enaiders and wall and base cabinets. 
The entire Youngstown line is pic- 
tured, along with 12 different kitchen 
arrangements. 


Premier Vacuum Cleaner Div., 
General Electric Co. 


A new 32-page pictorial sales train- 
ing manual has recently been produced 
by the Premier Vacuum Cleaner Di- 
vision, General Electric Co. This book- 
let contains the complete version of the 
Premier sound-slide film “How to 
Drive a Woman Crazy”. With 120 
separate scenes from the film plus the 
complete dialogue, it presents all the 
highlights of a successful in-the-store 
demonstration of Premier cleaners. 
Instructive and easy to take, it illus- 
trates step-by-step, effortless type of 
expert demonstration that produces in- 
creased sales. Important are the 
descriptive, running footnotes that 
point up and bring out the dialogue 
from the film in terms of salesmen’s 
individualized demonstrations. Deal- 
ers may secure these booklets from 
their Premier distributors at a cost of 
45¢ each. 

Premier is also making available to 
its distributors and dealers a new, 
three-ring, 84” x11”, black fabricord 
sales binder which provides a ready- 
reference book on Premier cleaners 
and their sales helps. It has six 
dividers with soil-proof index tabs to 
segregate the contents for quick and 
easy reference. They may be obtained 
by Premier dealers directly from 
Premier distributors at $1.50 each, 
complete. 
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‘ This pert Cincinnati shopper pretending 

to appraise a new outfit knows she’s going to 
buy it anyway. Actually she’s just thinking 

° how nice she will look when she and her 

RE ° spouse step out next week. 


PS ; 


en ar- 
gstown 
SIX- ° 
ced by 
). Es- 
ts, the 
ecifica- 
Kitch- 
abinets. 
is pic- 
kitchen 


iv., 


train- 
roduced 
ner Di- ° Advertisers in the Cincinnati market 

's book- From whistle bait to frozen foods, ° can’t resist a good newspaper any more than 

n of the Cincinnati department stores do a whale of a ; girls can resist fine clothes. They consist- 
low to business. It’s no wonder sales fly high, ently court this alluring market through 

ith 120 for the Cincinnati market is as rich as a the Cincinnati Times-Star—top choice for 


= = a double malted with whipped cream. ° department store advertising. 


he-store 

it illus- 

type of ° 

uces in- 
re the 


CINCINNATI 


esmen’s 
Deal- 
from 


cost of Member of the American Newspaper-Advertising Network 
lable to Owners and Operators of Radio Stations WKRC and WCTS 


a new, 
ibricord 
ready- 
cleaners 
has six 
tabs to 
ick and 
»btained 
y from 
0 each, 


HULBERT TAFT, President and Editor-in-Chief 
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Lyon Kitchen-Cabinets are holding 
their market with marked success 
because they provide a distinctive 
combination of convenience and 
beauty features that become “musts” 
with a large percentage of house- 
wives who see Lyon dealer displays. 

To enable Lyon dealers to satisfy 
the really critical Kitchen needs in 
their territory . .. until steel receipts 
make possible maximum production 

.all available steel is being used 
to produce the most essential sink, 
wall and base units. 

Authorized Lyon dealers are in- 
vited to requisition the new pro- 
motional piece “Worth Waiting For,” 
which spotlights Lyon's popular 
convenience and beauty features. 


“FEATURES LIKE THESE 
ARE WORTH 
WAITING FOR’ 


SAY HOUSEWIVES 
WHO INSPECT 


CABINETS 


TAP.O.MATIC HANDLES— 
Doors swing open at a touch 


STREAMLINED ROUNDED 


CORNERS 


LYO METAL PRODUCTS 
INCORPORATED 
General Offices: 821 Monroe Ave., Aurora, Ill. — 
Branches and Dealers in All Principal Cities 
+ QUICK SHELF ADJUSMENT 
2 INCH Centers 
} 
i 
SINK UNIT BASE UNIT WALL UNIT 


Shelving Kitchen Cabinets 

Lockers Display Equipment 
Wood Working Benches Hanging Cabinets 
* Economy Locker Racks © Welding Benches 
Conveyors @ Tool Stands 


Filing Cabinets 
* Cabinet Benches 
© Folding Chairs 

Drawing Tables 
Flat Drawer Files 


*Shop Boxes Service Carts Tool Trays 
Bar Racks Hopper Bins Desks 
* Bin Units Parts Cases Stools 


A PARTIAL LIST OF LYON PRODUCTS 


Storage Cabinets 
Bench Drawers 

@ Work Benches 

@ Drawer Units 
Tool Boxes 

Sorting Files 
#lroning Tables 
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A TIP ON THE TIP TOE: This elabo- 
rate display piece will be transported 
from store to store as a part of special 
promotions for the Yale & Towne Tip 
Toe automatic electric iron. Colorfully 
made of wood, it illustrates six features 
of the iron, with illumination from be- 
hind. 


Emerson Electric Mfg. Co. 


A new catalog illustrating in color 
and describing in detail the complete 
line of Emerson-Electric fans for 1947 
is offered by the Emerson Electric 
Mig. Co., St. Louis 21, Mo. This 28- 
page catalog gives design and con- 
struction specifications with complete 
performance data on the various types 
of desk fans, air circulators, ceiling 
fans, kitchen ventilators, exhaust and 
cooler fans. Included is detail di- 
mensional information for Emerson- 
Electric exhaust and ventilating fans 
and accessories. A copy of this catalog 
(Unit X5749) will be mailed to those 
requesting it on their company sta- 
tionery. 


The Fostoria Pressed Steel Corp. 


Balanced Lighting—What It Is and 
Why You Need It, is the subject of a 
new booklet published by the Fostoria 
Pressed Steel Corp., Fostoria, O. It 
expounds the theory that overhead 
lighting equipment used without local- 
ized lighting can be depended upon for 
efficient industrial seeing. Funda- 
mentals of the Science of Seeing are 
tied-in with the subject. Statements 
by lighting authorities substantiate 
statements. Ask for BL-447. 


American Management Assn. 


Two new booklets have been pub- 
lished by the American Management 
Assn., 330 W. 42nd St., New York 18, 
N. Y., marketing series No. 65 and No. 
66. The first, “Aids in Training and 
Selecting Salesmen” takes up the fol- 
lowing subjects: a sound selection 
program; visual aids for training; 
what does youth think of selling? and 
how to run a sales conference. This 
booklet sells for 75¢. No. 66, “Prin- 
ciples and Practices in Sales Compen- 
sation” contains: basic concepts, the 
plan as a means of increasing sales 
coverage and a case story, and sells 


for 50¢. 
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General Electric Co. 

A full-color metal counter display 
for merchandising General Electric 
glass filter rods, which fit any glass 


coffee maker bowls, has been an- 
nounced by Robert E. Boian, sales 
manager of the Company's heating 


device division, Bridgeport, Conn. The 
display is the dispenser type and holds 
three glass customer self- 
service. It accommodates a stock of 
36 glass rods in a rear compartment, 
As part of a deal which includes the 
36 filter rods, the display costs only 
$1. Each red sells for 50¢, and the 
total dealer price for the stock of 36 
is $11.52. 


rods for 


Tube Division 


The 1947 distributor-dealer sales 
helps promotional campaign of the 
General Electric’s Tube Division got 
underway with the publication of two 
booklets on 20 sales aids and how 
to make money. Material, embracing 
both G-E and Ken-Rad distributors, 
was dictated as the result of a nation- 
wide survey. The two booklets, each 
of 12 pages, are substantially the same 
in content. Display materials described 


vary for G-E and Ken-Rad_ tube 
dealers. 
Webb Mfg. Co. 

The Webb Mfg. Co., of Philadel- 


phia has just announced a new folder 
which describes their Slingabouts, a 
device for easy delivery of major appli- 
ances. Photographs depicit the steps in 
using the Slingabout, and specifications 
for use with different brands of major 
appliances are given. 


Servall Co. 


A free counter display and lubrica- 
tion chart is now available from the 
Servall Co., 3580 Gratiot Ave., Detroit 
7, Mich. This display and chart cov- 
ers special low-speed lubricants for 
washing machines; namely, 
Transol and Fiberol. 


Gearol, 


SELF-SUPPORTING in more ways then 
one—that's the new Walco “Encore’ 
spring action needle display, according 
to the Electrovox Co., Inc. It's a counter 
dispenser too, with provision for mount- 
ing 12 needles. 
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Fluorescent PIN-U! 


TOMORROWS WALL LIGHT MAKES THE 


StauTiful On 


Colorful traffic-stoppers to 


MOL, 
FLUORESCENT 


PIN-UP 


multiply your sales on the 


24 MOE LIGHT M-218 FLUORESCENT 
PIN-UPS (12 Chromium and 12 White) 
Complete with Fluorescent Tubes......$116.00 


Your Small Share of Display Cost... 3.35 


$119.25 

Selling Price — 
12 Chromium @ $8.70 each............ $104.40* 
12 White @ $7.40 each.. --» _88.80* 
Total Selling Price.. $193.20* 
119.25* 
YOUR PROFIT ON DEAL............ $ 73.95 


$28.86 
Complete with Fluorescent Tubes 

Your Small Share of Display Cost...... -75 

Total Cost............ $29.61 

Selling Price 6 @ $7.40 each 

Less Cost.......... 

YOUR PROFIT ON DEAL............ $14.79 


| 6 MOE LIGHT M-218 FLUORESCENT 


*Excludes Federal Excise Tax on Fluorescent Tubes 


RETAILERS: Order direct from your distributor. 
DISTRIBUTORS: Order now for prompt delivery. 


Initial stock of displays may be exhausted soon. 
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offered in 2 new spectacular deals 
with profit-making merchandising kits 


Every customer who walks into your store is a prospect for smart, practical Moe 
fluorescent pin-ups. And Moe Light’s dynamic new displays pack the punch it takes 
to stop and sell these shoppers ! 


Experts designed both displays to do a bang-up merchandising job for you, They 
attract immediate attention — then hold the shoppers’ interest with a quick, complete 
story. They tell how easy the popular pin-up is to use, They suggest ways it adds 
bright beauty to any room, They really sell for you! 


Impressive size (19” x 36”) and eye-compelling color make these displays natural 
traffic-stoppers for your windows, showtables, and counters. Keep the pin-up on 
the display lighted to double the attention value. 


Here’s the deal: You can get either or both of the displays illustrated, in the 
planned-for-profit merchandising kits explained at the left. The investment is small 
— profits are large. Here’s a deal you can’t afford to miss! Order yours today. 


MOE BROTHERS 


anufaclwiring any 


FORT ATKINSON, wisconstiN 
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* Guaranteed by > 

Good Housekeeping 


45 


A Exclusive! 
‘AFC Spring — Action FILTER 


/ Only Vaculator has the Automatic Flavor Control 
4 Y Clothless Filter, with Spring-Action, to insure 
. positive safety and perfect coffee every time. 


VACULATOR, CHICAGO 6, U. S. A. 
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American Bankers Assn. 


To aid business men who are as 
much in need of counsel as they are 
of credit the Small Business Credit 
Commission of the American Bankers 
Assn., 12 E. 36th St., New York 16, 
N. Y., recently launched an expansion 
of its national program devoted to the 
welfare of small enterprises. The Com- 
mission urged banks to make them- 
selves community headquarters for 
business information through estab- 
lishing in each institution a_ well 
rounded library of business reference 
material. The project is explained in 
a booklet, “Small Business Aids,” 
mailed to all A.B.A. member banks, 
which tells banks how to establish such 
business libraries fitted to the needs of 
each community. It lists sources of 
information, describes 143 pamphlets 
and booklets useful to business men, 
and offers the services of the A.B.A. in 
obtaining this material. 


Stewart-Warner Corp. 


\ broadside recently mailed to dis- 
tributors of Stewart-Warner Corp., 
1826 Diversey Parkway, Chicago 14, 
Ill., enlarges on the selling aids the 
company plans to provide during the 
year and contains appearance dates for 
the national magazine advertising 
schedule and a notice of cooperative 
promotion in newspapers. New dis- 
plays and literature are featured. 


Plumbing and Heating 
Industries Bureau 


A new book, “Your Future in the 
Water System Business”, a new man- 
ual for dealers, has been published by 
the National Association of Domestic 
and Farm Pumping Equipment and 
Allied Products manufacturers, and 
may be obtained from the Plumbing 
and Heating Industries Bureau, 35 E. 
Wacker Dr., Chicago 1, Ill. The 
booklet is attractively illustrated with 
drawings explaining the text and con- 
stitutes an invaluable guide to selling 
methods in the water system business. 


or 


FOR ALL-YEAR SALES, to ease warm 
weather slumps in lamp purchases, the 
Solar Electric Corp. offers this merchan- 
diser for 'Insecto" lamps. designed espe- 


cially for summer use to ward off those 
unwelcome little visitors. 


CHOCK FULL of information for dealers 
the “Premier Sales Binder" is a loose- 
leaf, 3-ring book which covers the com- 
plete Premier line and includes a sales 
training manual, a file of sales helps, and 
an index for ready reference. The Pre- 
mier Vacuum Cleaner Division of G-E 
has it at $1.50. 


Proctor Electric Co. 


Proctor Electric Co. has inaugurated 
a new dealer service in the form of a 
newspaper-type leaflet published each 
month and called Proctor Adds— 
Advertise, Display, Demonstrate, Sell. 
It contains news and announcements of 
new display material, sales helps, ad- 
vertising helps, window displays, store 
layout, etc. It will reach the dealers 
through the courtesy of their distrib- 
utors. 


Concord Radio Corp. 


The Concord Radio Corp. of Chi- 
cago, announces free of charge a new 
catalog supplement, featuring new 
1947 prices on radio sets, radio parts, 
electronic equipment, record players, 
changers, sound equipment, ham gear, 
test equipment, etc. The 72 pages list 
thousands of items, many now avail- 
able for the first time, and includes 
the latest listings of standard nation- 
ally-known makes of radio and elec- 
tronic parts and equipment. 


Edison Electric Institute 


A training program in farm electri- 
fication, especially prepared to give 
agricultural extension agents, agricul- 
tural teachers and rural electric serv- 
ice organization personnel, practical 
information about profitable uses of 
electric service on the farm, has been 
released by the Edison Electric Insti- 
tute, 420 Lexington Ave., New York 
City. The Institute’s training pro- 
gram, as presented in a comprehensive 
manual, consists of two days of in- 
struction. A complete schedule, with a 
detailed outline of the subjects recom- 
mended, and ample reference material 
for the guidance of those preparing the 
course, is included in the manual. 
Copies are being sent to state directors 
of extension activities, power com- 
panies, and others concerned with agri- 
culture. Additional copies will be 
made available at $1.50 per copy. 
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STORY 


Photograph by Beattie 


Typical COMPANION Public Service Feature “Get the Children Out of the Jails” stirred thousands 
of readers, resulted in an unusual tribute from the Reader’s Digest: “This shocking expose 
has already helped bring about reform in New Hampshire, Maryland and New York.” 


DIMES, DIMES, DIMES— 

One recent COMPANION Home- 
Service booklet on child education 
pulled 90,540 requests — each and 
every one accompanied by a dime. 
And still they pour in! 


WOMAN’ 


OUT FRONT IN EDITORIAL LINAGE— 
In the first half of 1947 the Com- 
PANION hit first in Good Looks, 
Health, Amusements linage, second 
in Children, Home-Furnishings — the 
greatest percent gain in editorial lin- 
age among the 4 women’s magazines. 


S HOME 


GOES WHERE THE DOLLARS ARE! 


In the 24 states that lead the country 
in income (89.45% of total), and in 
retail sales (83.19%) ... the COM- 
PANION has a greater percentage of its 
circulation than any other women’s 
service magazine! 


COMPANION 


Average Monthly Circulation More Than 3,700,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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RESULTS IN ADVERTISING if 


Products advertised in the COMPANION 
have a big advantage — the NUMBER ONE 
editorial boost! No wonder dealers find it 
more profitable to display these Electri- 
cal products. 


Bendix Radio 

Domestic Sewmachine 
Dormeyer Electric Mixer 
Easy Spindrier Washer 
Emerson Radio 

G-E Irons 

G-E Clocks 

Majestic Radio 

Maytag Washer 

Norge Refrigerator 

Norge “’Ro-ta-tor” Washer 
Sentinel Radio 

Thor Automagic Gladiron 
Thor Automagic Washer 
Universal 2-Speed Washer 
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MORE 


AND FACTORIES 
with NATIONALLY ADVERTISED 


SUSPENDED UNIT 


GAS HEATERS 


PERFECT FOR | 
STORES, FACTORIES | 
PLANTS OR SHOPS | 
HANGS FROM CEILING © 
LEAVES VALUABLE 
FLOOR SPACE CLEAR 


Watch your profits skyrocket selling costs 
nosedive when you stock Palmaire gas-fired heaters. 
Here is a heater that is completely automatic and 
needs no duct work or central heating plant. Palm- 
aire heaters are fully A G A approved for L P G, 
natural or manufactured gas (100,000 and 190,000 
B T U models). The sturdy dependable construction 
assures complete customer satisfaction season after 
season. 
Both you and the customer benefit when you stock 
Palmaire. NOW is the time to investigate — write 
today! 

Write for 


Descriptive 
Literature 
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BARGAIN PACKAGERS Rex Cole, of Rex Cole, Inc., and E. F. Jeffe, vice-president 
of Consolidated Edison, sat together at the recent buffet supper in New York where 
Mr. Jeffe announced to 700 dealers the utility's campaign to promote the Cole air 


circulator, first post-war below-list bargain package. 


New York Edison Announces 
First Post-War Bargain Package 


Consumer price resistance a 
danger, Jeffe tells dealers. 


“Consumer resistance can very easily 
develop from mob psychology. It is a 
popular desire to have prices lowered,” 
said E. F. Jeffe, vice-president of the 
Consolidated Edison Co. of New 
York, in announcing to the utility’s 
cooperating appliance dealers its first 
bargain offer since the war. 

Mr. Jeffe revealed that from July 1 
to September 15 the Rex Cole, Inc., 
Air Circulator will be promoted by the 
utility for its dealers at the special 
price of $33.50, instead of at the list 
price of $45.95. Under the arrange- 
ment, dealers will pay $25.85 for the 
fan. Orders will be taken by utility 
representatives as well as by the 
dealers themselves and profits from 
utility orders will be pro-rated among 
the dealers. 


Dangerous Price Structure 


Mr. Jeffe called the present price 
picture in the nation confusing and 
declared that “we face the danger 
of production surpassing demand” with 
a resultant sharp drop in prices. 

“We have a problem,” he said, “the 
solution of which calls for more than 
theories. . . . The solution . . . calls 
for the ingenuity and combined team 
work of those with experience in manu- 
facturing, distribution and sales.” 

“A prosperous appliance industry 
cannot exist from sales ‘for emergency- 
replacement-only.’ And that is exactly 
what we are facing today. The pur- 
chase of new appliances is lagging. 
Old appliances are being replaced. 
There is just one reason for this— 
price resistance!” 

He emphasized that appliances must 
have appeal and that it was the utility’s 
belief that the circulator, the utility’s 
first post-war bargain offer, was a 
“complete package.” 

He declared that the growing sales 
resistance must be overcome and that 
something must be done to offset the 
high prices which build up sales re- 
sistance. 

As an example of sharp cut-backs in 
orders, he said that of 1,506 washer 
orders taken by utility representatives 


AUGUST 1, 


for its cooperating dealers, only 453 
customers now want delivery. Twenty- 
five percent of the cancelling customers 
said that they had already purchased 
another make of washer. The balance, 
he reported, said they thought the 
price was too high or that their income 
or purchasing ability had been so 
reduced that they could no longer 
afford the purchase. 

“All of this,” he continued, “will 
result in a shaving down of the busi- 
ness which manufacturers, distributors 
and dealers expected. And if produc- 
tion schedules are based on the volume 
of such orders, we may soon have an 
abundance of production which would 
result in distress selling.” 


Unjustified Increases 


Mr. Jeffe declared that all price 
increases are not justified and pointed 
out as an example one make of re- 
frigerator which recently went up in 
price from $259 to $299, a $40 increase 
to the consumer. However, he de- 
clared, the price to the dealer only 
went up $27, and the added $13 profit 
to the dealer was unjustified because 
he did not perform any additional 
service to the consumer. 


A SAMPLE AD shows how the utility 
announced its bargain package. 
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MFG. CORP 
Phoenix, Arizona 


With the addition of a twenty-one pound ice maker, America’s finest com- 
mercial refrigerator becomes America’s most versatile commercial refrigerator. 
, Freeze 216 cubes at a time, or remove four trays and a shelf, leaving 108 cubes, 
er and gain a space 5'%-in. high, 13-in. deep, and 12-in. wide for storage of frozen 
1 foods. This Koch all Stainless Steel reach-in refrigerator is fully welded into 
one unit without any wood members to interrupt insulation! With 64 years 
of refrigerator manufacture, plus rich experience accumulated in making Stain- 
less Steel refrigerators for the U.S. Navy, Koch assures you of a thrifty performer 
and a lifetime of service. The Koch reach-in is a beauty to look at and own! 


The Koch Reach-In 25-cu. ft. 
refrigerator is now available 
with or without the ice-maker. 


MISSOURI @ SINCE 1883 


NORTH KANSAS CITY 16, 


ELECTRICAL MERCHANDISING—AUGUST 1, 1947 PAGE 205 


e 
Ad Stainless leel Lré, 
tors SSS 4 
= — = 
nted 4 hy = 
p in 
ease N. A 
de- g 
only 
rofit 
ause 
onal 
19 
R | | 
= 
NG | 


Give lroner Controls 


sprinc ciutcnes 


@ Mrs. Housewife doesn't know much about 
clutches but she can quickly decide whether 
your ironer will stand the final test .. . 
performance in handling the family laun- 
dry, week in and week out. 


CONTROL 
SHOE TO ROLL 


The clutches you use in your ironer have 
much to do with her decision. 


THE EASIER AN APPLIANCE 
IS ON THE HOUSEWIFE, 
THE EASIER IT IS TO SELL 


L. G. S. allow instant disengagement and 
engagement with minimum effort ... even 
under full load. They can be incorporated 
into the design of your ironer to perform 
the following: shoe to roll control . . . roll 
rotation control . . . roll speed control. 
Recent redesigns have resulted in marked 
economies over pre-war production costs. 


Write today ... send your specifications 
SPEED to... 


CONTROL 


THE SPECIALISTS IN CLUTCH ENGINEERING 


CONTROL 
ROLL ROTATION 


'L.G.S. SPRING CLUTCH CORPORATION 
DIVISION OF 


CURTISS-WRIGHT CORPORATION 
| HOLT ROAD AT FARNSWORTH + INDIANAPOLIS 6, INDIANA | 
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AUTOMAGIC SMILES crease the faces of John R. Hurley (left), president of Thor 


Corp., and Charles M. Lemperly, vice-president in charge of sales of the Sherwin- 
Williams Co., as the former receives from the latter the Sherwin-Williams award 


for engineering excellence. 


The Thor Automatic washer won the award, made by 


the Cleveland Technical Societies Council, at the recent Mid-America Exposition. 
The washer was sponsored by Elliott and Evans, Cleveland distributor. 


Radio Market Very Much Alive, 
Sparton Leaders Tell Dealers 


Introduce New Models 
At Meeting in N. Y. 


In an atmosphere of good food, good 
music, and good service, the 150 rep- 
resentatives of New York area dealers 
for Sparton radios who met late last 
month at the Waldorf-Astoria got a 
rude awakening. 

The speeches by Victor Meyer, 
president of Guardian Sales, New 
York representatives, and Ed Bonia, 
vice-president of Sparks-Withington, 
were frank reprimands. 

The occasion for the meeting was the 
introduction of three new console 
models, all retailing at $229.95 and al- 
lowing a $30 trade-in, but by far the 
most interesting feature of the meeting 
was the all-out assault on dealer com- 
placency, fears of a depression, and 
the currently popular belief that the 
radio market is dead. 

“Let’s forget about depressions,” 
said Mr. Bonia. “There is a tremend- 
ous unfilled market.” He quoted fig- 
ures which showed that the level of 
present business activity and average 
income is at a peak and blamed mer- 
chandising difficulties on today’s poor 
selling. “The selling today is—uph !— 
to even call it selling is terrible,” he 
declared. 


"Value the Franchise” 


Both he and Mr. Meyer reminded 
dealers that the Sparton franchise is 
an exclusive one, and asked them to 
value it, pointing out that despite the 
trend to cut prices of many makes, no 
price cuts are ever authorized or per- 
mitted by the company. 

“The best thing we have to sell you 
is sincerity,” said Harry Sparks, presi- 
dent of the company. “We're trying 
to build stability . . . Our company 
has been in business for 47 years. 
We've never had a strike and in 40 
of those years we have made money 

. We try to bring out good mer- 
chandising in a limited number of 
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models . . . If you buy us, buy the 
package.” He summed up the quali- 
ties of the company by saying that the 
things it has to sell are “good mer- 
chandising, good merchandise, and 
fair prices.” 

Mr. Meyer called attention to the 
company’s localized advertised cam- 
paign. Each ad, he said, calls the 
reader’s attention to the fact that she 
can find her nearest Sparton dealer by 
consulting the telephone Red Book. 
In addition, the firm has made arrange- 
ments with Western Union which per- 
mit prospects to call that organization 
for information on dealer locations. 

Advertising expenditures for the 
company were quoted by Clark Wil- 
mot, Brooke, Smith, French and Dor- 
rance, Inc., as $100,000 a month. These 
ads run in a selected group of con- 
sumer publications, achieve a 60 to 70 
percent coverage of the “able-to-buy” 
families, he asserted. 


GM Labs Wins Award 
For Business Paper Ads 


A sterling silver plaque award was 
recently made to GM _ Laboratories, 
manufacturers of the Surf-Season-Air, 
for excellence in its business paper ad- 
vertising campaign of 1946. The 
award was made at the Drake Hotel in 
Chicago by the Associated Business 
Papers. Other award winners in the 
same division as GM _ Laboratories 
were the Hoover Co. and Westing- 
house Electric Corp’s. Lamp Division 

The objective of the GM Labora- 
tories campaign was to “introduce to 
the jobber and dealer organizations 
of the electrical appliance trade a new 
name in the field—Surf electrical ap- 
pliances—and a new product—Suri 
Season-Air.” Surf's campaign was 
prepared by the George H. Hartman 
Co. of Chicago, John T. Holloway, ac- 
count executive, and A. P. Sirois 
GM’s advertising manager. 
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Advertising 


-buy” 


Your advertising dollars do a far better job when 

you identify your dealers in their local markets SPecifig 

was under the Tribune’s Selective Area Advertising Tribyy Needs, lan 
aries, Plan. No medium penetrates the Great Chicago °TePresent are Your f$ Your 
-Air, Market like the Tribune. Rates per line per 100,000 ative as Shown parest 
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r ad- 


The circulation are among the lowest in America. 
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ora- ¢ ah ul 810 Tribune Tower, Chicago 11 
€ to E. P. STRUHSACKER, CHICAGO TRIBUNE 
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ion 220 E. 42nd St., New York City 17 


new 

The Worlds Greatest Newspaper 

‘Suri 155 Montgomery St., San Francisco 4 

was 

Soe May average net paid total circulation: W. E. BATES, CHICAGO TRIBUNE 3 


Penobscot Building, Detroit 2 
» aC- Daily, over 1,035,000 + Sunday, over 1,500,000 es 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS. INC. i 
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BUFFS 


Completely conditi@ns every f tile, 
linoleum, inimum 
effort. 


Easy to handle little 
two fingers | guide it. 


use only 


Takes up very little closet § ven less 


than an ordigary corpet 
Comes with @ set of waxing or scrubbing 


brushes, one set of polishing 
set of buffing pads. f 


shes and one 


Operates on A.Cyor D.C. 
writers Laboratories.) 


oved by Under- 


AT 


RETAILS 
56 9 

WEST COAST 
$72.95 


¥ 


So easy to handle a 
little girl can use it 


FLOOROMATIC, inc. 
E. 134th St. © New York, N.Y. © JE 7-6941 


Distributors Send Full Particulars 


NEW EWRT OFFICERS: The Electrical Women's Round Table of New York, Inc., 
elected officers for the 1947-48 season at their June |0th meeting. 


Left to right, 


they are Harriet Gormley, Westinghouse, chairman; Ruth Gaffney, Farm Journal, 
vice-chairman; Matilda Squires, House Furnishing Review, secretary; and Alice Wil- 


helm, John Wilhelm Co., treasurer. 


What's New in the 
Women's Magazines 


Ladies Home Journal 


“Double Feature,” the eleventh in a 
continuing series of 4-color spreads on 
modern kitchens in the Journal for 
July, shows a combination kitchen and 
laundry. The kitchen occupies an 
L-shaped space on one wall and the 
laundry, also L-shaped, occupies the 
other wall. A corner window in the 
laundry overlooking the garden adds 
a cheerful note. 

Judy Barry offers several sugges- 
tions on how to beat the heat in sum- 
mer months by using appliances such 
as ironers, roasters and_ portable 
washers on the porch. “Heat Waivers” 
is the title of the article. 


Woman's Home Companion 


The Companion Institute remodelled 
one of their Reader Reporter’s kitch- 
ens, and Elizabeth Beveridge tells how 
it was done in “The Kitchen Does the 
Work,” in the July issue. 


McCall's 


Saving time and money with an elec- 
tric refrigerator is the theme of 
Elizabeth Sweeney's July article — 
“Eating Out of the New Refrigera- 
tors”. There are three appetizing 
menus displayed in color to prove her 
points. 


Good Housekeeping 


Advantages offered in the new post- 
war refrigerators is the subject of 
the July Good Housekeeping article by 
Arthur J. Donniez, entitled “Summer 
Help From Your Refrigerator.” 

In the same issue there is a 2-page 
spread in color with a receipe for re- 
frigerator cookies that sounds mighty 
good. It is entitled “Susan and Re- 
frigerator Cookies.” 


Better Homes & Gardens 


Pointers on how to freeze green 
beans are given by Meta Given in July 
Better Homes & Gardens’ “The Best 
Way to Freeze Green Beans.” 

Another article in the same issue 
which the appliance minded should 
read is “Don’t Take it So Hard!” 
by Frederick B. Morse. The subject, 
by the way, is hard water. 

Plans for a modern U-shaped kitch- 
en complete with steel cabinets, fluores- 
cent fixtures and a ventilating fan are 
included in the article “Open Planning 
Makes a Small Home Seem Larger.” 


House Beautiful 
Those two frozen-food experts, Don- 


ald K. Tressler and Lucy Long, have 


AUGUST 1, 


an article in July House Beautiful en- 
titled “Next Winter's Desserts Can 
Come Ready-Made from Your Free- 
zer,” with expert instructions on how 
to select and freeze such delicacies 
as strawberries, cocoanuts, grapes, 
peaches, figs, melons and cantaloupes 


American Home 
Edith Ramsay proves that “Dish- 
washing is Easy” in American Home 
for July, by explaining all the advant- 
ages to be derived from an electric 
dishwasher and a modern sink com- 
plete with electric garbage disposer. 


What's New in Home Economics 


The equipment section of What's 
New is given over to kitchen and 
laundry planning. Such topics as fac- 
tors to consider in kitchen laundry 
planning, evaluation of family situa- 
tions, dimensioning a kitchen, trends 
and fads, basic principles and color as 
applied to kitchens are discussed. In 
addition there are examples of kitch- 
ens suitable for small houses in town, 
medium houses in rural areas and large 
suburban homes. A check list of 
equipment, finishes and, furnishes for 
modern kitchen and laundry planning 
completes this comprehensive study. 


Forecast 


Factors to be considered when pur- 
chasing a roaster, its construction and 
its care are discussed in “How to Use 
the Modern Electric Roaster,” in the 
June issue of Forecast. 


Household 


Home freezers are featured in July 
issue of Household Magazine: “Your 
Freezing Program” by Lucy Long. 

Pressure cooker canning, and a short 
item entitled “Elizabeth Shaffer Looks 
at Irons, Ranges and Utensils” are 
other appliance elements in the same 
issue, 

Family Circle 


Features to be found in the new 
post-war refrigerators are shown in an 
article “Refrigerators on Parade” by 
Grace White, in the July Family Circle. 


Philco Shows New Line 
to 1,200 Representatives 


The 38 new radio and radio-phono- 
graph models in Philco Corp’s. 1948 
line were introduced to some 1,200 
visitors, including the entire Philco 
sales force, at a recent convention in 
Atlantic City. Company executives 
greeted the sales force and distrib- 
utors’ representatives. 
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H. M. Kelly Warns Canadian 
Dealers: Tough Competition 


in the tough, competitive days to 
cowie, many dealers will fall by the 
wav side because of lack of capital, lack 
of merchandising experience, poor 
store locations, poor service, and lack 
of aggressiveness,” H. M. Kelly, 
Frigidaire’s appliance sales manager, 
warned members of the Canadian 
Radio & Appliance Dealers’ Associa- 
tion during its fourth annual conven- 
tion in Toronto recently, 

He quoted a 10-point success pro- 
gram as an essential requirement for 
dealers who wish to prosper under 
competitive conditions. These he listed 
as: good will, a narrowing of appli- 
ance lines carried, specialization (all- 
electric), complete market coverage, 
experienced trade-in merchandising, 
cooperation with utility, improvement 
of store appearance, establishment of 
good service department, participation 
in civic and community events, and a 
complete plan of operation. 


Gibson Announces Three 
Revised Refrigerators 


Pioneered by a new sales promotion 
program, re-established cooperative ad- 
vertising, new display material, and 
plans for dealer meetings, three re- 
vised Freez’r Shelf refrigerator models 
were presented to the 12 divisional 
sales managers of the Gibson Refrig- 
erator Co. at a recent sales meeting in 
Greenville, Mich. 

\t the time of the meeting pilot 
runs had been completed and_ ship- 
ments to distributors were scheduled 
for the first two weeks in May. 
Changes in the boxes include expan- 
sion of the frozen food storage com- 
partments. Average retail prices were 
announced as follows: Model SF-797, 
$322.75; F-787, $274.00; and F-777, 
$234.00. No change has been made in 
the home freezer, says the company. 

Gibson advertising includes full-color 
pages in the Saturday Evening Post, 
Good Housekeeping, Liberty, and 
Ladies’ Home Journal. 


RCA Expands Video 
Owners’ Policy 


Extension of its television owners’ 
policy to cover the company’s new 
console model, 641 TV, has been an- 
nounced by the RCA Victor Division 
of the Radio Corp. of America. The 
policy covers an antenna to receive the 
television and FM broadcast signals, 
installation of receiver and antenna, 
instruction on operation and care of 
the receiver, any necessary service and 
maintenance work for a full year, re- 
placement of any necessary parts (in- 
cluding the picture tube) for one 
year, and reorientation of the antenna 
to receive the signals of any new video 
or FM stations. The policy charge 
will be $79, covering model 641 TV. 


Canadian-Admiral Corp. 
Leases Ontario Plant 


Canadian-Admiral Corp., re- 
cently announced that it had leased 
space for the fabrication of Admiral 
radios in Long Branch, Ontario. Ap- 
proximately 200 employees will be en- 
gaged in the production of both radios 
and record changers. The company 
also plans to announce a new Admiral 
refrigerator for Canada. 


TRAYWELL 48 DD1 Popular Paragon 
48 inch sink unit complete with colorful 
formica top, 2-door steel undersink cabinet, 
faucet and strainer PLUS Good Housekeep- 


ing approved Kaiser Dishwasher. 


Retail price $270.00 


Kaiser Dishwasher approved by Good 
Housekeeping Magazine. 


PARA 24 DD1 Leading Paragon 
24 inch utility cabinet complete with 
i colorful formica top, 2-door steel cab- 

| inet PLUS Good Housekeeping ap- 
= proved Kaiser Dishwasher. 


ROYAL 66 DDI Famous Paragon 66 inch 
sink unit complete with colorful formica top, 
3-draw steel undersink cabinet, faucet and 
strainer PLUS Good Housekeeping approved 
Kaiser Dishwasher. 


Retail price $320.00 


Paragon Utilities Corp. 


@ the new 1948 line now! Featuring the Kaiser non-electric, jet propelled dish- 
washer combined with the super deluxe Paragon sinks. This combination, 
DARING in design — PRACTICAL in operation and the LOWEST PRICE in 


the industry, is a big money maker for you. 


Retail price $190.00 


Complete catalogue sent on request. 


50 VAN DAM STREET 
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instant hot water... 
instant sales... 


THERMOJET 


THE ONLY 100% AUTOMATIC 
FAUCET WATER HEATER | 


Every home-owner will “go” for the new streamlined 
THERMOJET. Easy to use, easy to sell, THERMOJET is 
truly a merchandising miracle. 

Fully insulated, fully guaranteed for one year—THER- 
MOJET can be installed by any member of the family. 
THERMOJET fits any standard faucet—simply slip it on 
and plug into electric outlet. Red signal light goes on. Turn 
faucet handle which acts as a switch—hot water flows in- 
stantly. There is no waste of current or hard-to-get fuel. 

Every home in your community represents an instant sale. 
Cash in on the biggest profit-making household appliance 
ever produced. Take advantage of our national consumer 
advertising campaign reaching 15,000,000 American homes 
every month. 

Order now for September and early Fall delivery. 

THERMOJET works on AC current only. Meets all safety 
and durability standards, 


Available FREE for store promotion—appealing counter 
and window displays, mats and booklets. 


Patented U. S. Patent Office 


THERMO ELECTRIC CORP. OF AMERICA 


$3,000,000 Package 


SHANGHAI DELIVERY of this Gibson refrigerator cost Walter Rundle, right, 
$3,378 000 in Chinese money and many weary months of waiting. Hsing Twao- 


San helps uncrate it. 


Walter Rundle, United Press 
representative in China, thought 
that his recently delivered Gibson 
refrigerator was a bargain at $3,- 
378,000. At the official exchange 
rate between American and Chi- 
nese currency, Mr. Rundle would 
have naid slightly under $1,000, 
American, for the appliance, but 
he shopped around, got 9,000 Chi- 
nese dollars for every American 
dollar, ended up by paying out an 
actual total of about $375. 

Not only did purchaser Rundle 
have to work hard to get a favor- 
able rate of exchange, but he also 
had to wait months for delivery. 
Shipped from the Gibson factory, 
the refrigerator was held up for 


months on the West Coast because 
of a shipping tie-up. Then, just 
prior to its arrival in Shanghai, 
China imposed a new import licens- 
ing and quota system which cost 
three months more delay. During 
the three months the bill swelled 
with the addition of storage charges. 
By the time Rundle finally got his 
refrigerator he also got a bill 
which included these charges: Cost 
of refrigerator and shipping charges 
to Shanghai, $2,160,000; lighter- 
age charges, Shanghai, $720,000; 
Storage pending customs clearance, 
$270,000; Drayage and customs 
brokerage charges, $198,000; Cum- 
shal (tips) given to the handlers, 
$30,000. 


55 WEST 42nd STREET, NEW YORK 18, NEW YORK 
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NERA Conference Seeks 
More Dealer-Manufacturer 
Cooperation 


Distributive cooperation was the 
problem. 

For three days the 21 appliance re- 
tailers who attended the National 
Electrical Retailers Association’s meet- 
ing ot manufacturers and dealers re- 
cently in Chicago, emphasized their 
plea for cooperation to solve the mu- 
tual problem of distribution. Herbert 
Names, chairman ef the manufacturer- 
wholesaler relations committee, de- 
clared, however, that NERA is fully 
aware of the need for cooperation from 
dealers as well as from manufacturers 
and distributors. 

Presiding at the meeting was NERA 
President Paul Kees, assisted by man- 
aging director C. C. Simpson and Mr. 
Names. Manufacturers represented 
included: Hotpoint, Inc., Landers, 
Frary and Clark, Gibson Refrigera- 
tor Co., Zenith Radio, Thor Corp., 
Admiral Corp., Conlon Corp., Nutone, 
Inc., G-M Laboratories, Philco Corp., 
Faraday Electric Corp., Mullins Mfg. 


Corp., Waage Mfg. Co., Silex Co., 
Edwards & Co., Tyler Fixture Co., 
Barlow and Seelig, Nash-Kelvinator, 
Pressed Steel Car., and Proctor Elec- 
tric Co. 

Included in the subjects covered 
by the association’s recommendations 
were: franchises, advertising helps, 
builder sales, service, trade, diversion, 
descriptive tags, rural electrification, 
fair trade prices, price cut and model 
protection, installation costs, trade- 
ins, and tie-in selling. 


Air King Acquires 
New Brooklyn Plant 


The Air King Products Co. has 
acquired an additional plant at 170 
53rd St., Brooklyn, N. Y., to supple- 
ment the production of its present 
factories. The acquisition has 110,000 
square feet of floor space and occupies 
a whole city block. President David 
H. Cogan said that the expansion was 
necessary to provide for production of 
wire recorders, FM, and _ television 
equipment. 
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Today’s Salesmen 


eos CONTINUED FROM PAGE 68 see 


schemes have been found to vary in 
attractiveness as between different 
streets, windows done in red having 
more appeal for Washington Street 
than those in blue, the reverse being 
true for Tremont Street, only a block 
distant. 

In general, the survey was inter- 
ested in 4 fundamental questions: (1) 
How good are the electric appliance 
stores? (2) Are the sales people 
“sood fellows”? (3) Are the sales 
people good sellers? (4) Are the sales 
people good electric appliance sellers ? 
Here are the answers: 

(1).Store housekeeping is only mediocre 
and can certainly stand improvement. The 
“silent sellers", displays and advertisements, 
are grossly inadequate. 

(2).The sales people are generally courte- 
ous and friendly. They can be considered 
“good fellows”. 

(3). The level of salesmanship is low. Too 
many sales people lack the basic tools of 
effective selling. 

(4) The sales people generally fail to do 
justice to, and exploit the full potentialities 
of the products they are selling. 


It is perhaps surprising that in more 
than one-third of the stores called 
upon (and the total number repre- 
sented something like 10 per cent of 
all the electrical retail shops in Metro- 
politan Boston, ranging indeed from 
the largest department stores to so- 
called “holes-in-the-wall”) store fronts 
were not modern; window displays 
were not modern or eye-catching; 
displays were ineffective and unat- 
tractive; advertisements were not in- 
teresting or informative; merchandise 
was not in working order; shopping 
was not easy; sales talks were unin- 
teresting and unconvincing; sales 
people did not appreciate the buying 
interest of the customer; customers 
would not become steady patrons of 
the store; sales people were impatient, 
did not say when specific appliances 
would be available, did not ask the 
customer to be put on the waiting 
list, made no convincing demonstra- 
tion, did not use the manufacturers’ 
selling aids, did not know the mer- 
chandise; and were not interested 
enough to encourage the customer 
to return to the individual salesman. 

The survey showed, however, that 
courteous greetings were received in 
92 per cent of the calls; that stores 
in general were in good repair (a 
highly creditable condition in view 
of the limitations upon materials and 
high cost of labor during and since 
the war); window displays and in- 
teriors were generally clean; tem- 
perature and humidity were comfort- 
able (although May is a normally 
excellent month for this in New Eng- 
land) ; merchandise was kept clean as 
a rule; sales people were neat and as 
a rule enthusiastic; sales talks fairly 
interesting but “nothing to write 
home about”; sales people were very 
friendly; pressure to close sales was 
well exercised; other products were 
very rarely “knocked” (only in 19 
percent of the cases); and a fair 
job (65 percent credit) was done in 
offsetting customer objections. End 


Covering SLEEP-HAPPY America 


Glad Tidings! 


The new General Electric Twin-Bed-Size Auto- 
matic Blankets are here—and they're another 
sales natural if you ever saw one. 


The Twins make it a full family for General 
Electric Blankets—the first complete line in the 
business. 

First there was papa Single-Control—the daddy 
of all blankets. 


Then there was mamma Two-Control—the first 
blanket that made two as Sleep-Happy as one. 


And now the Twins make every family in your 
area prospects for wonderful Automatic Sleeping 
Comfort. 


There’s a twin season ahead for you 


The regular blanket-selling season is right ahead. 
Right on top of it comes the gift season. 

And we're not giving away a secret when we tell 
you that people aren’t experimenting with any 
*Johnny-come-latelys.” It’s the original General 
Electric Automatic Blanket that people are really 
going for. It has sold more than all other electric 
blankets combined. 


It’s no wonder. Over half a million enthusiastic 
users are shouting its praises. They shower us with 


Approved by Underwriters’ Laboratories, Inc. 


THE ARRIVAL OF 


4 LBS., 12 OZS. EACH (BUT THEY'LL DO THE | 
> WORK OF 30 LBS. OF ORDINARY BLANKETS.) 


Ge © 66 INCHES BY 86 INCHES 


rave letters. They tell their friends— your prospects. 


And, in addition, we're telling -your prospects 
through full-color advertisements in Life, House 
Beautiful, Good Housekeeping, This Week, Time, 
and National Geographic. 


You'd better order now. You'd better start 
planning your displays and promotion to identify 
your store as headquarters for the complete line of 
General Electric Automatic Blankets. 


Get in touch with your General Electric Dis- 
tributor today. Ask him for your copy of our pro- 
motional portfolio #11-196 which lists all of the 
tailor-made sales promotional helps, such as: 
window cards, mailing pieces, ad mats, suggested 
radio scripts, and displays. 


Appliance and Merchandise Dept., General 
Electric Company, Bridgeport 2, Conn. 


GENERAL @ ELECTRIC 
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Double-decking 
appliances 


delivery 


CHAIN 
STORES 
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The photographs above show how 
easy it is to load a heavy stove when 
the truck is equioped with an Anthony 
“Lift Gate" The stove is trucked 
onto the Gate—the Gate raises driver 
and load to truck bed level where it 
can be easily rolled back in the truck 
Unloading is accomplished the same 
way 


How ‘Lift Gates’ 
Speed Delivery 
and Cut Costs 


Lifting Loads On and Off 
Trucks Saves 5 to 30 Minutes 
per Delivery. Many Other Benefits 


OOD, complete delivery service, one of the 
most important of your business operations, 
was never before possible until NOW. 

With an Anthony "Lift Gate" to load and 
unload your trucks, a delivery service is immeas- 
urably improved and you get these many profit- 
able advantages in addition: 


° A "Lift Gate” is like an extra helper. 

© The "Lift Gate" is like free cargo in- 
surance, 

© The "Lift Gate" gets you new custom- 
ers and business. 

® The "Lift Gate" is “free advertising”. 

@ The “Lift Gate" is a safeguard 
against personnel accidents. 

® The “Lift Gate" makes more deliv- 
eries per day possible. 

© The "Lift Gate" is worth many times 
more than it costs. 


Sketches at the left show just a few of the hun- 
dreds of progressive businesses and industries 
using "Lift Gates". They run from hospitals to 
steel mills and pie bakeries to department stores 
and appliance dealers. 

If you want to modernize your delivery service 
. . . cut your delivery costs and give your cus- 
tomers and your competitors’ customers better 
service, you need Anthony Hydraulic "Lift Gates” 
to lift loads on and off your trucks. 


Write for complete details. 
Available for immediate installation. 


ANTHONY CO., 


Dept. E.M.., Streator, Ill. 


What’s Inside Counts 


wrong side of the street’, because in 
Lexington, a peculiar situation exists. 
Heading South, the right side of 
Lexington’s main street is the busi- 
ness side, while the left side contains 
mostly residential property. It has 
been that way since it came into be- 
ing in the late 1700’s and there wasn’t 
much Mr. Nuckols could do about 
it, except to make the best of it. 

He drew diagrams and made his 
own sketches, measuring the building 
off with a tape line. He put composi- 
tion material on the walls and in- 
stalled fluorescent lighting. His major 
improvement was the installation of 
four plate glass windows, 16 feet high 
by 9 feet wide, turning the entire store 
into a showroom. 

“You see, more people were pass- 
ing on the other side of the street— 
the business side—and I had to draw 
their attention first of all,” he says. 
“My idea was to turn this disadvan- 
tage into an advantage. I painted the 
front of my store a tangerine color 
and trimmed it in blue, and hung the 
biggest sign I could handle over the 
door. It has worked too—now my shop 
stands out like a sore thumb both day 
and night while nearly every other 
shop in town is lost among its contem- 
poraries. 

“But then I knew what I had to do 
was to make the inside of the store live 
up to its outside promise. I had to get 
a good line of goods and meet all 


25 


competition within a 25-mile radius.” 
Light Bulbs Draw Traffic 


With the completion of his shop, Mr. 
Nuckols became a Westinghouse dealer 
and began to look around for ways to 
convert the attention he had drawn 
into a concrete plan for drawing traf- 
fic into the new store. He hit upon 
the idea of utjlizing light bulbs. At 
the very front of the store, next to the 
big plate glass windows, he arranged 
exhibits of light bulbs which included 
nearly every style of bulb he could get 
his hands on. 

“T had them big and little, oblong 
and round, frosted and colored,” he re- 
calls. “People would come across the 
street, look at them and stop and argue 
about what kind they were and what 
they were used for. You’d think people 
had never seen a light bulb before— 
and as far as many of those bulbs were 
concerned, they hadn’t—because I 
rounded up a few radio vacuum tubes, 
Navy radar bulbs and other scarcities, 
and scattered them in the display. It 
was a cinch to draw them across the 
street with such an exhibit!” 


Sales Indicators 


Mr. Nuckols now uses his light bulb 
sales as a barometer of business. He 
says business at present is up consid- 
erably since, according to his figures, 
he is selling even more bulbs than the 
local 10-cent stores and drug stores, 
and in the past nine months, has re- 
corded sales of $1,400 in light bulbs 
alone. Heavy customers for the bulbs 
are found in the nearby fraternity 
houses at Washington & Lee Univer- 
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THE TWO YOUNG WOMEN assistants to 
Mr. Nuckols are experts in the art of demon- 
strating and selling radios, record players 
and small appliances. They are “local 
talent" and know the customers from the 
Lexington area well. 


sity and the barracks at Virginia Mili- 
tary Institute. He has made a special 
point of catering to the wants of these 
institutions. But he has changed his 
bulb display and it is now placed at 
the back of still visible 
across the street but used as a traffic 
puller. 


1 
the store, 


Record Booths Appeal 


Two record listening booths also ap- 
peal to the Lexington college set and 
Mr. Nuckols utilizes this appeal by in- 
viting the collegians to visit the shop 
anytime and hear the latest in record- 
ings. He also features the record angle 
in his advertising. 

Mr. Nuckols feels that his service 
and repair department is one of his 
best assets and handles this department 
himself. He estimates that the depart- 
ment works on an average of 2,500 
pieces of equipment each year, all 
drawn from the 25-mile radius which 
he serves. 

“T am working on another progres- 
sive item at present,” Mr. Nuckols 
says. “Negotiations are under way to 
obtain a radio station for Lexington 
and if we get it, which seems likely, 
I’m dickering to let the station use 
the upper two floors of my building 
here for their studios. It should be a 
big boost to traffic.” 

Mr. Nuckols’ decision to build and 
maintain a modern shop in an ancient 
city has paid off handsomely. Before 
going into the appliance business he 
was a rural mail carrier for several 
years and learned the buying habits of 
people in his section pretty thoroughly. 
It was this insight gained in those days, 
he says, which has enabled him to es- 
tablish his present up-and-coming busi- 
ness. End 
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Fashion Techniques 
Sell Appliances 


to make a wish. However, in filling 
out the card, the entrant must give his 
or her birthday and wedding anniver- 
sary, as well as name, address, nearest 
relative and article wished for. The 
wish itself must be in the form of a 
statement telling why the particular 
electric product is desired or needed. 

One winner is chosen each week on 
the basis of sincerity, originality, and 


skill in preparation of the statement. | 
Prize is to grant the wish desired— 


usually a radio or appliance. How- 
ever, with the prize for the week 
awarded, the promotion is only half 
completed. Every entrant for the 
week receives a follow-up card from 
the store, urging the person to try 
again and further impressing the Elec- 
tric Center’s name on the individual. 
Then, the birthday and anniversary 
dates are filed and shortly before they 
roll around, a personal letter is sent 


to the nearest relative, telling of the | 


want to know 


entrant’s wish and hinting that The 
Electric Center has the very item in 
stock. 

Whether intrigued by the advertising 
or by the exterior appearance of the 
store, shoppers entering The Electric 
Center become immediately aware of 
the second basic principle of its oper- 
ations: emphasis on service. A com- 
plete, courteous and well-schooled staff 
of salesmen is on hand to wait on cus- 
tomers. In addition to Mr. Shultz, 
eight full-time salespeople are em- 
ployed. And while all are capable of 
doubling in other departments, they 
are all specialists: four appliance sales- 
men; three radio salesmen; and one 
record saleslady. 


Complete Repair Department 


Besides the sales staff, the Electric 
Center employs eight more men in its 
repair department which occupies some 
2,500 square feet in the rear of the 
building. Of these men, three are 
radio specialists and five handle gen- 
eral appliance work. As things stand, 
however, they cannot meet all the de- 
mands on their services. 

Mr. Shultz believes strongly in the 
importance of the repair department as 
a good-will builder for future sales. 
In addition to repairs, however, the 
service technicians handle installations 
of such products as water softeners, 
ranges, hot water heaters, etc. 

Radio repair men are particularly 
busy patching up aging consoles and 
combination sets. The Electric Cen- 
ter’s experts report a distinct falling 
off in repairs on small table models 
as consumers find it much less trouble 
—and often only slightly more costly— 
to buy a new one now that they are so 
plentiful. 

All in all, The Electric Center has 
weathered its first, difficult year in 
good competitive shape. Even its mer- 
chandising rivals have to admit that 
the unusual touches of high-fashion 
techniques applied to appliance selling 
have been carried off effectively and 
without being overdone. End 
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Your customers 


out on special Wishing Well stationery | 


| 


about 


THE 
THEY NEVER SEE 


You can see it every day. Appliance 
buyers are becoming more critical of 
design, construction, and materials. One 
of the most important and widely used 
of these materials is iron or steel. Hidden 
though it is beneath a smooth, glossy 
finish, it is vital to the lasting beauty 
and usefulness of the product. 

Your customers are familiar with the 
quality of Armco special-purpose metals 
through advertising in popular maga- 
zines for 33 consecutive years. They 
have learned, for example, that the use 
of Armco Enameling Iron is assurance 
of basic metal quality in porcelain 
enameled appliances. They know that 
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leading manufacturers are using ARMcO 
Galvanized PainrcGrip—the special 
paint-holding sheet steel—for long- 
lasting paint-enamel parts of washing 
machines, laundry dryers, ironers and 
home freezers. 

When your customers see the familiar 
Armco triangle trademark they know 
that the appliance manufacturer has 
selected his basic material with great 
care—that he offers them through you 
a special metal for a special purpose. 
“Armco” is a trusted name in steel. 
The American Rolling Mill Company, 
961 Curtis St., Middletown, O. Export: 
The Armco International Corporation. 


THE AMERICAN ROLLING MILL COMPANY 


@ STAINLESS STEEL SHEETS, STRIP, BARS AND WIRE 
NATIONALLY ADVERTISED FOR 33 YEARS 
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YOUR FACE?” 


“HOW |S IT EVERY TIME YOU HEAR HAWAIIAN MUSIC YOU GET THAT LOOK ON 


Dealer’s Assets 


and these are “changing times.” 

It goes without saying that the 
ability to adjust upwards, to expand 
sales, develop new selling ideas, etc., is 
important. It’s easy for most appli- 
ance dealers to expand and adjust 
upwards. But it’s difficult for most 
to know when to pull in their horns, 
increase their cash position and tighten 
their belts. We may be entering a 
period when it may be advisable to 
adjust our sights often. 

I think appliance dealers should in- 
crease their cash position as rapidly 
as possible. In my opinion this is the 
most important single step which can 
be taken to guard against possible ex- 
tinction. I have worked out a plan of 
my own which seems to be working 
very well. It probably doesn’t conform 
to any basic busines. principle. It’s 
just something I cooked up which 
seems to ft my requirements. 

I found that my monthly sales and 
my paid inventory of new salable ap- 
pliances were about equal each month 
so I decided to try to maintain the same 
ratio of cash in bank. For example, 
we will assume that our sales were 
$10,000 per month. Our paid, salable 
inventory would then be in the neigh- 
borhood of $10,000 so we would main- 
tain $10,000 cash in bank. If our sales 
increased our inventory would also 
increase and we would try to increase 
our cash in the same proportion. Of 
course, if sales take a sudden spurt your 
cash ratio falls behind, but over a 
period of several months you can build 
it up to the wanted ratio. It’s a sort 
of a game with me—trying to increase 
sales and then cutting all possible ex- 
pense until we build the cash up to the 
proper ratio. Maybe it’s not an ortho- 
dox business procedure, but it is ac- 
complishing the purpose for me. 


Smoll Force, Big Inventory 


We deliver and service all of the 
equipment we sell. When we receive 
substantial shipments we spread the 
deliveries because we operate with a 
small crew. This is what keeps our in- 
ventory up. Right now we could de- 
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liver everything as soon as it is re- 
ceived and reduce our inventory, but 
this would increase our overhead. We 
determine when our customers want 
the deliveries made and deliver those 
wanted in a hurry first. 

When we are definitely into the 
buyers’ market and selling gets tough, 
manufacturers probably will have some 
bargains to offer to those who can pay 
cash on the barrel head and stage 
a fast promotion. A good bank ac- 
count will be a handy thing to have 
around when this time arrives. In- 
crease your cash now while the going 
is good and you will be in better 
position to make money when the 
going gets tough. 


We Know Our Customers 


I think that one of the greatest 
advantages we dealers have over the 
“volume” store is that we get to 
know our customers. We immediately 
attempt to become acquainted—to be- 
come friends. We find out where 
they live, what organizations or clubs 
they belong to, how many children, 
where they go to school, etc., etc. We 
can usually say, “Why, Mrs. So and 
So who lives in your neighborhood 
has this deluxe range you are con- 
sidering. She thinks it’s wonderful.” 
Yes, keeping up with the Joneses 
still works very well. Moreover, know- 
ing your customers makes your busi- 
ness more interesting and pleasant than 
talking to an endless chain of un- 
knowns. 

In all the “volume” store shopping 
I did I never once had a sales person 
ask my name or where I lived or even 
if I lived in that city, which, of 
course, I didn’t. Customers consider 
the personal interest shown by sales- 
people during a sale to be the most 
important single factor in superior 
selling. This fundamental fact was 
revealed again this year in the an- 
nual report of the Research Bureau 
for Retail Training of the University 
of Pittsburgh. We dealers can out- 
shine the “volume” stores every day 
on this type of selling. “Volume” 


store traffic is usually drawn from a 


very wide area. The wide area and 
the heavy traffic make it impossible 
for most “volume” stores to practice 
this type of selling. We should recog- 
nize this and capitalize on it. Con- 
sumers haven’t received much attention 
during the war; they are now more 
responsive to it than ever before. 
“Personalized selling” is, in my opin- 
ion, one of the keys to success for the 
appliance dealers. 


Learn Buying from Big Stores 


Profitable retailing depends to a 
great extent upon good buying. There 
are innumerable publications on mar- 
keting and selling, but very few on 
buying. Of all the advantages en- 
joyed by the “volume” store over the 
appliance dealer buying is by far the 
greatest. Consequently we dealers 
should diligently study and compare 
their buying methods with our methods. 

“Volume” store buyers are masters 
in the art of buying. They not only 
get concessions for quantity buying, 
but they band together and practice 
group buying. Compared to the “vol- 
ume” stores we dealers are still in 
diapers when it comes to buying. We 
might be able to discard our swaddling 
clothes and grow up if we carefully 
studied the Robinson Patman Act and 
“volume” store buying methods. 

Dealers as a rule are not offered 
quantity discounts because they haven’t 
had the money to buy in large quan- 
tities. There can be little doubt that 
some “volume” stores have been given, 
or at least quoted, quantity discounts, 
because some of them have recently 
bitterly complained that while they 
were quoted quantity discounts de- 
liveries have been made in such small 
lots they were forced to pay the top 
price. 

No less an authority than Dr. Ed- 
win G. Nourse, chairman of the Pres- 
ident’s Council of Economic Advisers 
recently urged the nation’s retailers 
“to use their ‘collective bargaining 
power’ to obtain better prices and 
improve products from their supplier 
in an effort to maintain high levels 
of production and sales.” 


Retailers in all lines all over the 
country are showing a keen interest 
in group or collective buying. In my 
own home town a large group of 
small, independent grocers formed into 
a collective buying association and are 
now competing with the large chain 
stores and super markets on a much 
improved basis. 

According to reports from Wash- 
ington the National Association of 
Independent Tire Dealers is trying 
to get a bill introduced and passed by 
our Congress to remedy manufacturers’ 
price discriminations resulting from 
fictitious or unreasonable quantity dif- 
ferentials. They propose to do this 
by making maximum quantities nor- 
mally delivered at one time and place 
the quantity discount ceiling. 

The proposed bill, which has been 
printed by the Senate Judiciary Com- 
mittee, carries other provisions which 
would be advantageous to appliance 
dealers. Appliance dealers should 
welcome this movement and give the 
Tire Dealers Association every as- 
sistance possible. However, the bill 
has not even been introduced and it 
will be some time before it becomes 
a law if it should be passed by the 
Congress. Consequently, it seems to 
me that we appliance dealers should 
work from both ends. We should 
attempt to do better buying now and 
also work toward the ultimate passage 
of the act the Tire Dealers are fos- 
tering. 


Sales Ideas Change 


As I said in my article in the June 
issue, writing these articles has caused 
me to change my entire thinking. 
In the December, 1945, issue of 
ELECTRICAL MERCHANDISING [ had an 
article outlining my ideas on paying 
salesmen in the post-war era. Those 
ideas are already as out of date and 
worthless as confederate money. 

My son is studying business admin- 
istration and accounting. As we dug 
together through Retailing Principles 
and Methods, An Introduction to Busi- 
ness, How to Organize and Manage a 
Small Business, Salesmanship, and 

(Continued on page 216) 
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What you should know about S@X 
to sell Records 


If you still think that storks bring babies, think 
again. Babies, friend, are a delayed reaction to spring, 
perfume, etchings, boredom and what not. 

They are living proof that the world’s made up of 
males and females—and that males and females under- 
stand this arrangement. In fact, male and female have 
such a keen appreciation of their collective poten- 
tialities that they knowingly commit themselves to 
permanent partnership. Thus are male and female 
shackled to an eternal exchange of shekels for the 
numerous knickknacks that nourish family life. 

Consider, for a moment, those popular wax knick- 
knacks known as phonograph records. Our retail spies 
tell us that phonograph records are bought by both 
males and females. Sometimes they'll come in and 
buy ‘em together — sometimes male or female will 


come in alone. But when they cough up the cost of 
the phonograph itself, chances are it'll be a joint, 
male-female purchase. 

Which brings us to the moral of our story. Whether 
you're trying to increase your turnover in records or 
zecord changers, toasters or television sets, you've 
got to sell two sexes—males and females. Either 
together or separately. 

And who can woo males and females like Tue 
AMERICAN Macazine! 

Dollar for dollar, page for page, no other mag- 
azine can match the multimillion male-female 
circulation delivered by... 


SMegazine 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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THE ICE CUBE TRAY 


Here is the newest, most useful home 
is all plastic flexible 
No sticking—no chopping 


all over the sink. Just twist the tray and oul they pop 


accessory In years 


no melting. No running water 


OF TOMORROW 


ROTO-TRAY 


has none of the disadvantages of metal or rubber 


no ice cubes 
as many as you want 


and no more--FULL SIZE. Clean and dry, and easy as pie! 
ROTO.-TRAY is fast-selling, profitable, patented, absolutely tops in 
its held. Your efforts backed by attractive packaging, promotional lit- 
erature, national advertising, a counter-display-demonstrator thattells 


the story for 


you. ROTO-TRAY retails tor $1.95. Inquiries invited 


MANUFACTURED BY 


REPUBLIC MOLDING 


CORPORATION 


4643 W. LEXINGTON AVE 


Copyrighted 1947 R. MC 


CHICAGO 44, iLL 


BEST BUY 


ELECTRIC HEATER NO. 514 


This profitable and exceptionally popular seller is made 
of finest quality 24-gauge iron, finished in rich porcelain 
enamel, walnut or white. Excellent heating capacity. 
Approved by Underwriters Laboratories. Patented nichrome 
element guaranteed against burnout for five years. Attrac- 
tive design. Easy to clean. AC or DC 1320 watts. 15” 
high, 14” wide, 6” deep. Weighs 62 Ibs. $6.95 retail. 
$7.50 west of Denver. 


All Armstrong Heaters are pre-war quality and priced 
right. PROMPT SHIPMENT. Order from your jobber. 


ARMSTRONG PRODUCTS CORP. 
Quality Electrical Appliances since 1899 
Dept. EM, Huntington 12, W. Va. 
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OF THE YEAR 


FAST 
SELLER 


Model 616. 
Heats by 
radiation and 
circulation. Approved by Un- 
derwriters Lab. 5-yr. guaran- 
tee against burnout. Patented 
nichrome element guaranteed 
against burnout for five years. 
Chrome plated reflector. AC 
or DC. $14.25. $14.95 west 


of Denver 


"| FIXED IT SO WE CAN ALL ENJOY OUR FAVORITE PROGRAMS AT THE SAME TIME.” 


Dealer’s Assets 


texts for data for these ar- 
ticles, | began to get the disquieting 
that our industry would have 
to develop some new selling techniques 
in this post-war era. 


other 


idea 


The idea was disquieting because 


I couldn’t at that time see how we 
could make any marked improve- 
ments. Now, I believe I am just 


beginning to see the light. Maybe in 
a few months I can prove or disprove 
some of my ideas. 

When you examine the basic struc- 
ture of our economy closely you be- 
gin to realize that almost everything 
has changed somewhat in the past six 
Family habits are changing. 
habits are changing. The 
public is better informed. It doesn’t 
seem so necessary to sell them on the 
desire to own a particular appliance. 
They seem to know as much about 
even the newest appliance as we do. 
In recent months the story we hear 
over and over again is, “My, I would 
like to have a such and such appli- 
ance. I'll get one just as soon as we 
can afford it.” Then they proceed to 
tell us all the advantages and how it 
works. We have often had people 
come in and ask for an appliance with 
some features we had never heard of. 
Then we would find that an advertise- 
ment had appeared that day in some 
national magazine and production de- 
lays had prevented distribution of the 
appliance before the advertisement ap- 
peared, so we knew nothing about it. 


years. 
Buying 


Maintain Purchasing Power 


Maybe I am wrong, but it seems 
to me that what we need most to pro- 
vide good future business in the ap- 
pliance industry is consumer purchas- 
ing power and that brings us right 
back to the principles outlined in the 
first article in this series. I don’t think 
it advisable to create this buying power 
by dropping all regulations on install- 
ment buying. If these regulations are 
dropped entirely I am afraid that a 
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lot of people who want appliances, but 
can't afford them now, will buy them 
without regard to their ability to pay. 

We might drop the regulation gov- 
erning the amount of down payment 
and the number of months to pay 
without too much danger if some sort 
of law provided which would 
prohibit finance companies from financ- 
ing a new purchase where the pur- 
chaser had just kicked back a similar 
appliance for no cause other than a 
reduction or wanting a new 

Otherwise we will just be 
renting appliances for a very nominal 
charge per month. 

We dealers should, of ccurse, im- 
prove our relation with our manu- 
facturers and distributors. I sort of 
believe in that old theory of doing 
a favor before you expect one, so I 
am going to do the manufacturers and 
distributors a favor. 

My home town is known far and 
wide for its racing. We have nu- 
merous horse tracks and dog tracks. 
There is, of course, an influx of un- 
desirable characters because of the 
racing. These characters are becom- 
ing so numerous here that I under- 
stand there is some discussion of estab- 
lishing a course for racing stool 
pigeons. 

While we may have more than our 
share of race touts, every once in a 
blue moon we do learn about a real 
“sure thing.” It seems that most of 
the executives in our industry find 
business in Miami during the winter 
and they usually visit the tracks. 

Well, gentlemen, I’ve got one of 
those—“you win or we refund your 
money”—bets for you. Next year 
we're having one of those English 
type hazard races. High fences, deep 
moats, and all sorts of hazards. If 
you want the sure winner for the big 
race in 1948 play APPLIANCE 
DEALER to win. It will be the best 
and most profitable bet you ever 
made. End 
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A Study in Profits 


parts, demonstrate it and put on a 
fine talk for selling it. Not only that 
but, Mr. Hawthorne says, any em- 
ployee of his establishment can give 
the customer a full and complete an- 
swer to almost any question asked 
about electrical appliances. 

Naturally, most of the topics studied 
at the Tuesday and Thursday night 
meetings deal with those products 
which are the major lines handled by 
Home Appliances—General Electric, 
RCA, Coolerator, Presteline and 
Olympia equipment. Using the valu- 
able dealer literature put out by these 
organizations, the study group has 
just about mastered the understanding 
of the equipment it handles. But other 
subjects and factors have come in for 
a thorough airing during the past year. 

Reports of installations are made, 
problems in salesmanship and cus- 
tomer buying resistance are discussed, 
and the operation and handling of 
new models are studied. 

“The major text books for our little 
study group have been the fine manuals 
and literature provided by the manu- 
facturers,” says Mr. Hawthorne, “but 
even without such helps, there’s plenty 
to be learned by just taking the every- 
day happenings in an appliance store, 
and analyzing them. The list of sub- 
jects is an exhaustive one—selling, in- 
stalling, repairing, servicing, adver- 
tising and so on. 

“The main thing we are after is to 
gain a working knowledge of appli- 
ances which will provide the answers 
to what the customer wants to know. 
We don’t consider a sale closed when 
the buyer pays his money and goes 
out the door. It’s our purpose to see 
that he is satisfied with what he has 
bought—and to do that, we’ve got to 
know all about his purchase ourselves. 
The way to know it is to study it and 
that’s what we have been doing and 
are doing now.” 

The study seminar has brought forth 
many good ideas and suggestions which 
the firm has put into use, Mr. Haw- 
thorne points out. One of the sales- 
men, studying the care and use of 
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parts, realized that a scarcity of cer- 
tain washer and refrigerator parts 
would be a vital factor in keeping 
housewives happy by keeping such 
equipment running. An immediate 
search for these parts was inaugurated 
at a time when few other dealers 
showed any interest in obtaining them, 
and when these articles really became 
scarce, Home Appliances was like an 
oasis in a part-less desert to the 
eager buyers. 

From the selling manuals, a scheme 
was evolved for pushing radios, rec- 
ords and record players. Prospects 
and telephone callers were invited to 
drop in and register for a free prize. 
At the end of the week, the holder of 
a lucky ticket was awarded a record 
player—but in the meantime, more 
than 500 persons had registered and 
business was increased by 25 percent. 


Neighborhood Acts 


In advertising, the suggestion was 
put forth by one of the “students” 
that the neighborhood in which the 
firm operates was a closely-knit sec- 
tion of Charlotte where almost every- 
body knew his neighbor and his neigh- 
borhood dealers. Why not capitalize 
on this community spirit? The result 
was the insertion of friendly ads in 
the neighborhood church and lodge 
papers and the subsequent addition of 
many new customers. 

The bi-weekly study meetings last 
for an hour and a half from 7:30 to 9 
p.m. They are held in the offices of 
the 35x50 ft. building and are con- 
ducted in as informal a manner as 
possible, Mr. Hawthorne says. Occa- 
sionally, factory and distributor repre- 
sentatives are invited to talk to the 
group. Whenever possible, knowledge 
of appliances and parts gained at the 
night sessions are supplemented by at- 
tendance at distributor meetings. 

“Oh, yes, we plan to keep right on 
studying,” Mr. Hawthorne says in 
reply to a question. “We will continue 
to hold these meetings, rain or shine. 
Maybe we will become experts—who 


knows ?” End 


= HOME 
APPLIANCES 


4 


THE ATTRACTIVE BUILDING occupied by Home Appliances Co., is in a closely- 
knit neighborhood of Charlotte. Firm advertises in church and lodge papers. 
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71 YEARS OF WASHER MANUFACTURING EXPERIENCE 


FLOATING AGITATOR | | 
WHITER | 


DAVENPORT, IOWA 


Time Testeo 
Since 


More and more, customers are buying 
merchandise they know—appliances with 
prestige and quality. 

That's why so many smart dealers sell 
consumer preferred, nationally adver- 
tised, experience proven Bar-Brook 
BREEZEBUILDER* Attic Fans. They're 
backed by 15 years of experience—en- 
joy consumer preference—are nationally 
advertised. Cash in on the established 
value of the Bar-Brook trade mark— write us now 
for complete information. 


BAR-BROOK FANS 


*Trade Mark 


BAR-BROOK MFG. CO., INC. 


BREEZE WUNLDER \ 


(Formerly Shreveport Engineering 
553 Texas Avenue... Shreveport, La., U.S. A. 
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EYE APPEAL, ECONOMY, AND 
EXTRA FEATURES MAKE HAYLO 
THE SEASON’S BEST HEATER BUY 


Attractive new styling and compact 
size make Haylo first choice for tasteful 
rooms and apartments 


Haylo Heaters can’t rust or dent—they're 
gs of special, 
heat - resistant aluminum alloy 

Rated at 6,000 BTU, approved by AGA 


for use with natural, manufactured, or L-P 


high - pressure die - castin 


gas, Haylo Heaters are an ideal size for 
recreation rooms, bathrooms, nurseries, 
playrooms, kitchens, small bedrooms, 
apartments, motels, and house trailers. 
Compact, convenient size is 11") inches 
high, 6'4 inches wide, 12 inches long. 


Haylo Heaters are now in production and 
available for early delivery. Write or 
wire for prices, discount schedules, and 
other specifications. 

Heater Division 


McC UL LOCH MOTORS 
cor PORATION 
6101 W. Century Bivd,, Los 
Telephone: ORegon 8-269) 


adsload APPLIANCE TRUCKS 
CARRY THE LOAD ON THE WHEELS 


THIS scientifically designed appliance 
truck will save you many aching mus- 
cles, countless hours of time. A kick 
ef the handy release pedal locks the 
wheels in forward position to let the 
Easload slide easily under the appli- 
ance. As you pick up the load, you 
release the foot pedal and the wheels 
automatically lock in balanced rear 
position to carry the full burden. 


You get this plus 10 other built-in 
features in the Easload 


Truck... 


Appliance 
Such additional advantages 


as one-piece, easy sliding tubular 
handles; full protection (even the axle 
nuts are rubber covered); a cincher 
for two straps. The construction is 
steel — sturdy enough to carry 800 
pounds, 


Use the Easload Appliance Truck for 
ranges, water heaters, refrigerators, 
freezers, radios and other heavy mer. 
chandise. 


485° f.o.b 


Los Angeles 


Weight 64 lbs. 


Write Today for Literature— Or Order for Immediate Delivery 


COLSON 


1317 WILLOW STREET 
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EQUIPMENT & 
SUPPLY CO. 


ANGELES 13, CALIFORNIA 


Good Will Through Service . 


Builds Future Sales 


after the 


Mundell has built up his “prospect 
file” for new appliance sales patiently. 
Biding his time while service opera- 
tions hit their stride, he developed a 
novel ticket applied to every service 
job which becomes a_ file’ card 
job is completed. The 
ticket is an 8x34 in. cardboard card. 
divided into three tear-off sections. 
The top of the ticket, containing a re- 
inforced hole, is torn off when the 
customer brings in a sweeper or a 
serviceman goes out to repair a wash- 
ing machine or refrigerator, and at- 
tached to the job. The customer’s 
name, address, phone number, the type 
of appliance, trouble, manufacturer, 
and charges for labor and parts go 
on the center oblong card, giving a 
complete history of the job and its 
charges. The third section, at the 
bottom, is torn off and becomes a 
claim check given to the customer. 

On the back of the center card is a 
space in which itemized charges are 
written in, plus any “remarks.” In 
the remarks section, Mundell men 
jot down details on any new appliance 
wanted, obsolete appliance owned by 
the customer, etc., for future refer- 
ence. When the original appliance in- 
volved is returned to the owner, the 
center section, a rich mine of informa- 
tion, goes into one of two large card- 
files in the Mundell office. In May 
of this year, these two cardfiles 
amounted to more than 4,000 names— 
all prospective customers who have 
been well satisfied with the store’s 
service work. “Using this prospect 
file, we don’t expect to do any canvass- 
ing for a couple of years,” Mundell 
grinned. Now that appliances are 
available, all employes interrogate ev- 
ery customer as to her probable appli- 
ance needs in the future and apply the 
information to the cards, which are 
alphabetically indexed and carefully 
preserved. 

Franchised on the strength of his 
smoothly-operating service department 
and Wellston’s crowded shopping dis- 
trict, Mundell’s lineup includes Bendix, 
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Presteline, Apex, Universal, Easy, 
Premier, Grand and Philco, with 
American Kitchen package kitchen 
equipment. He found franchises 
tougher to obtain than he had ex- 
pected, and is still angling for several 
others. 


Selected Salesmen 


The selling plan begins with six 
outside men, half being trained at 
present, the other half to be hired 
later on. Extremely selective from 
a personal standpoint, Mundell has 
picked ex-G.I.’s and college graduates, 
who will alternate between time on the 
floor, and following up prospects listed 
in the massive cardfile. Training 
them himself, he feels that each will 
be likely to stay with the firm. To 
guarantee them a worthwile income 
from the start, he plans to pay every 
man a guarantee of $25 per week plus 
a 5% commission on every sale, and 
furnish each man daily with a new 
list of worthwhile prospects. The 
handsome store will naturally draw 
plenty of traffic from Wellston’s con- 
gested crowds, and floor time contacts 
will be followed up by the men who 
made them. “We'll let customers see 
our service shops and remind them that 
we'll service everything we sell,”” Mun- 
dell interposed. “That’s an important 
part of my planning work on the 
building. Right now the emphasis 
is on getting a new refrigerator or 
washer wherever they can be found; 
but later on, it will be getting the 
appliance where it can be serviced.” 

The service mechanics, likewise, 
are going to “bird-dog” for new pros- 
pects on outside calls, dozens of which 
still occur each week. Mundell doesn’t 
believe in requiring service experts to 
be salesmen as well, on the theory 
that nobody can do two jobs simul- 
taneously; but he will ask them to take 
note of appliance needs in the home 
and turn them in for salesr:: fol- 
lowup. “There is no limit to what 
a serviceman can find out,” he smiled. 

(Continued on next page) 


“JONES HASN'T SLEPT WELL NIGHTS SINCE HE TOOK OVER HIS NEW JOB." 
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“Hot ’n Handy | | 
GAS SPACE HEATER” 
ia 
4 
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ELECTRICAL 
MANUFACTURER 


DO YOUR PRODUCTS 


sail the seven seas? 


FOREIGN FITTINGS 
Make Them More 
Acceptable 


CAT. #2064 
CONTINENTAL 
ADAPTER 


CAT. #2063 
CONTINENTAL 
CAP 


Cc. D. WOOD 
Electric Co. Inc. 


70-17 83rd STREET 
GLENDALE, L. I., N. Y. 


HEDGEMASTER 


ELECTRIC 


THE 
ONLY 
TRIMMER 

with 
DOUBLE 
ACTION 


Reasonably priced 
- complete catalog 
and prices upon request. 


@ Exclusive HEDGEMASTER double 
action provides unequaled perform- 
ance and long service. Nothing to 
obstruct shrubbery from entering the 
cutting blades nor to limit the size 
of stalk to be cut. Duo position cut- 
ting head may be locked in two differ- 
ent positions . . . 10//."" cut and well 
balanced design... equipped with 
14" Reach-Ezy insulated handle... 
powered by Universal motor for use 
on AC or DC current . . . weight ap- 
proximately 5 Ibs. 1%" blade 
for heavy duty 
trimming may 
be supplied. 


KAUFMAN MFG.CO. 


MANITOWOC. WISCONSIN 
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“For example, repairing a washing 
machine gives the mechanic a chance 
to check the water heater, refrigera- 
tor, range, etc., on the spot, and turn 
in a report on the chances of replacing 
each. He of course mentions it to 
the prospect. When we send out a 
good ‘closer’ on the customer’s in- 
vitation, the chances are excellent.” 
While Mundell Appliance Service, 
like other dealerships, would prefer 
all service work brought into the shop, 
there is always a lot of outside work 
on refrigerators, and washing ma- 
chines, which demands travelling vis- 
its. The above program is designed to 
capitalize on all such. 


Good Management 


If there’s any secret to Mundell’s 
success over nine years of service and 
one in selling, it is personnel manage- 
ment. Typical example: once a 
month he foots the bill for a dinner 
meeting at a fine St. Louis restau- 
rant, at which all employees are on 
hand. After dinner, the group talk 
over improvements and shop problems, 
regularly inviting factory representa- 
tives to speak at the meeting and dis- 
cuss better service and selling open 
forum style. One by one, Mundell 
is sending his mechanics back East 
to visit appliance factories, thus get- 
ting a broader picture of what goes 
into modern appliances and how to 
repair them. Every one of those 
trips has been at his expense. When 
the sales crew is full strength, they 
will join in the same event. “I con- 
sider this just advertising expense,” 
Mundell said, “because each man will 
pass along to the customer everything 
he learns in the way of enthusiastic, 
better service.” 

Another example is a_ full-page 
newspaper ad which Mundell Appli- 
ance Service ran in the Wellston Ob- 
server, a weekly newspaper, in May. 
Incorporated in the ad were portraits 
of all six of his mechanics, with a 
word of caption pointing out that each 
is a specialist, and indicating what 
each man does, how long he has been 
with the firm, where he lives, the size 
of his family, etc. This kind of public 
relations pays dividends in both di- 
rections, Mundell is convinced—and 
the chances are that every dollar he 
plows into better personnel will be re- 
turned a hundredfold in the market 
ahead. 


End 
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Other merchants 


* Motionair means Air in Motion! 


»» And this cooler air makes retail 
stores cool and comfortable in the hottest weather. And cool retail 
stores get the business, Smart merchants all over the country are 
buying Motionair to assure their shoppers of comfort while they are 
buying! . . . P.S. The “Smarter” merchants are selling Motionair! 
Authorized Motionair dealers are cashing in on this market within a 
market in a big way. These many ADDITIONAL market outlets for 
Motionair, the CORRECT air circulator are why dealers are proud to 
display the emblem - “Authorized Motionair Dealer’! You'll be 
proud and happy, too! Be one today! 
Call your Motionair distributor now! 


Motion AIR INC. 


3319 EAST SLAUSON BOULEVARD 


LOS ANGELES 11, CALIFORNIA 


PEND THE CATALOG MESS! 


Neat from the customer's side! User has 


catalog data at correct reading angle 
with both hands free. Binding in 1-inch 


replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 
replaced. Order additional sections 
as your needs demand. 


Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens 
of thousands in use. Order yours today! 


Loose Leof 
Catalog Holders 


A SIMPLE AS 


—/, ABC 


\ 
\ e \ 
A. Open Section B. Replace sheet, 
close section C. Replace section 


ORDER TODAY! ALL SHIPMENTS EXPRESS 4, 


Geneva Mfg. Co., 42! Stevens St., Geneva, Ill. 
Gentlemen: Please ship me: 

12 EVER READY Holder. 15 in. wide, Company... | 
in. deep, $'% in. tilt. Sturdy steel, 
dork green baked enamel. Capacity, I2sec- pw of 
tions. With wings and 2 sections: = 

sections. 29 in. wide, 12' gin. deep. Capac- 1 
ity, 24 sections. $8.50 Eo. 

Add'l Sections, $1.00 £0. v 
NOTE: Check Kalamazoo 4-post 1), Ring Binder 3-post 
MONEY BACK GUARANTEE! 8&4 
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AUTOMATIC ELECTRIC HEATER CO., INC. 
Offices and Factory e POTTSTOWN, PA. 


No. 89 
%" Drill 


For those who sell 
the home market... 


delivered to dealers each month. 


. . here is good news. Speedway Blue Line 
fi Tools are back. Thousands of them are being 


No. 209, Each is a practical useable tool, built for 
Drill Stand work. Each is of improved design, is correct 
(Less Brit in speed and has a specially wound, long 
$1295 life Speedway tool motor. Com- 


prising a clean line of nation- m, 
ally known tools of types that ma 

are bought by home owners, hobby- 
ists, garages, schools, farmers, and 
workmen every day—they sell in 
volume in every community. Write 
for Dealer Proposition. 


Write for catalog sheet 
and discount schedule 


. 229 
Drill bri Stand 
$1180 $525 


‘SPEEDWAY MANUFACTURING > 


1827 S. S2nd AVENUE « CICERO, ILL. ~~ 
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Coolers 


Evaporative 


tion, providing an adequate supply of 
fresh air is available. In one story 
houses, the cooler is sometimes satis- 
factorily located on the roof. Insula- 
tion and awnings help, where the di- 
rect sun or attic air is involved. A 
north wall, a recessed doorway, a 
light and air well are other preferred 
locations. 

Usually the cooler is installed as 
near as possible in a direct line with 
the area for which cooling is espe- 
cially desired and in line with the out- 
let for the escape of air. In some 
cases the cooler is set at about an eight- 
foot elevation, so that the movement 
of air is directly above the heads of 
the occupants of the room. At this 
level, no draft is felt by those within 
the room. Inasmuch as cool air falls, 
one manufacturer states that it is not 
necessary to cool the air in that por- 
tion of the room above this level— 
and it is even possible to neglect in 
calculations the area between the 
height of the cooler and the ceiling. 
It has been found to be advantageous to 
have the flow of air the long way of 
the room to be cooled. 


Size of Equipment 


The size of the equipment used is 
dependent upon many factors includ- 
ing the character of the climate, the 
type of building, the window area, its 
insulation, the number of persons com- 
monly using the space to be cooled, 
the various devices generating heat 
in the room, including lamps, and other 
factors. In general, air must be 
changed completely in from one to five 
minutes and the flow of air should 
be from 20 to 40 ft. per minute. The 
drier the climate, the less flow is re- 
quired. Manufacturers provide data 
and charts from which the calculations 
can be made. One of the causes of 
failure of many beginning installa- 
tions is that not sufficiently large fans 
or blowers are installed for the area 
to be cooled or the conditions present, 
with the result that the desired cooling 
is not fully attained. 

Noisy installations are objection- 
able, but good equipment, of adequate 
size, properly installed and properly 
serviced, will not have this fault. Home 
made installations of the early days 
of the experiment are largely respon- 
sible for the public’s dread of possible 
noisy equipment. Recent installations, 
professionally installed, have given 
real satisfaction. 

In the early days of evaporative 
cooling, some trouble was experienced 
by the development of algae in the 
moistened pads, with a consequent 
disagreeable odor carried through the 
house. The first remedy suggested was 
the use of baking soda to neutralize this 
odor and to prevent the growth of the 
objectionable vegetation. Later it 
seemed simpler to use removable pads. 
These are changed from time to time, 
and are kept sweet without difficulty. 
Not using too much water is an im- 
portant factor in preventing algae 
growth. The customer is advised to 
turn off the water fifteen or twenty 
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minutes before shutting off the fan or 
blower, thus permitting the pad to dry 
out thoroughly. 


Evporation vs. Refrigeration 


At first it was expected that the 
widespread sale of evaporative coolers 
would stimulate sale of refrigerated 
air conditioning and that “cooler” 
owners would be good prospects for 
the more complete refrigerated job. 
This has not proved to be the case, 
for where the evaporative installation 
gives satisfactory results, it is so much 
less expensive that the owner usually 
clings to his original installation, 
adding to the number of rooms cooled, 
rather than changing the type of 
equipment. However, the widespread 
use of evaporative cooling does stimu- 
late the desire for cooled homes and 
places of business, with a consequent 
larger market for the more elaborate 
type of installation among those es- 
tablishments and homes which can 
afford them. In Arizona, where the 
desert cooler has been in operation long 
enough to test results, there is a higher 
than average use of refrigerated air 
conditioning installations. The cooler 
has definitely killed the market for 
electric fans as independent sales 
items, however. Where the average 
dealer in Phoenix might formerly sell 
a carload of fans, he now disposes of 
from six to eight in a season. The sale 
of individual air cooling units has also 
been lessened. The reason for this 
seems to be that for the same price the 
evaporative system will cool an entire 
house, whereas the units are designed 
for one or two rooms only. In some 
cases in desert climates, moreover, the 
outer air has proved to be so warm that 
the air cooled pipes of these units are 
not as satisfactory as cooler systems 
using city water. 

In Arizona the split system of air 
conditioning, by which living rooms 
are cooled in the daytime, bedrooms at 
night, has been commonly adopted and 
by lessening the cost of installation and 
operation has greatly extended the 
range of homes into which refrigerated 
air conditioning systems are being in- 
stalled. This split system may be used 
for evaporative installations also, by 
installing the blower in the hallway and 
shutting off those rooms not in use at 
the time, opening windows in the others 
to provide the essential circulation of 
air. 

On the other hand, the use of evapo- 
rative cooling has greatly stimulated 
the sale of small motors, of 1/2, 1/3 
and 1/6 hp. capacity. 


Cost of Operation 


The cost of operation of the evapo- 
rative cooler equipment is not great. 
One manufacturer states that his ap- 
pliance may be operated at from 10¢ 
to 25¢ per day at prevailing electric 
rates. One power company gives an 
average of from $2.00 to $3.50 as the 
monthly cost of operating an evapora- 
tive cooler of the home type on its 
system. The size of the motor, multi- 
plied by the hours of use, will easily 
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Since 1915 Electric Water 
“ Heaters have been outstanding 
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“SALESMEN ARE GETTING SO NICE I'M AFRAID TO SPEND A DIME—PRICES MAY BE 
COMING DOWN." 


give an operating figure for the com- 
munity in question. Water required 
may be as high as 1 gal. per hr. If 
the cost of water in the community 
makes this high, it is possible to in- 
stall a recirculating pump at small 
cost, which will make it possible to 
use the water over and over, with but 
a small addition to take care of evapo- 
ration. It is not advisable to use too 
much water. 

The cost of factory units vary with 
size, which run from the small room- 
size cooler, to one designed for a com- 
mercial job such as a restaurant. The 
fan-type unit is satisfactory where 
there is but one room to be cooled, but 
where several rooms are involved, or 
where the air must be moved around 
corners or through a duct of some 
length, the blower type gives better 
results. 

No Colds 


No difficulty has been reported in 
the increase of colds from districts 
making widespread use of evaporative 
coolers, in spite of the persistence of 
such fears on the part of those not 
familiar with cooler use. Phoenix, 
Arizona, in fact, reports better health 
among small children remaining in 
the city during summer months be- 
cause they are not submitted to the 
excessive heat which saps strength and 
lessens appetites. Filtration of the 
air through the moistened pad does 
much to remove dust and pollen and 
has been said to relieve hay fever suf- 
ferers—indeed the health angle is one 
of the arguments used to further the 
sale of this equipment. 


Desirable Utility Load 


The evaporative cooler load has 
proved to be a desirable one from the 
power company standpoint providing 
a summer peak to offset winter heating 
and lighting load. On the lines of the 
Central Arizona Light and Power Co., 
where cooking and water heating is al- 
most exclusively by natural gas, the 
high average annual kw.-hr. consump- 
tion per domestic customer was cred- 
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ited in large measure to the extensive 
use of evaporative coolers. One draw- 
back to the almost universal use of 
coolers in this area is the fact that in 
case of a power interruption, the en- 


tire motor load starting with the re- 


newal of power calls for a very heavy 
initial use of power. This has been 
met by asking customers to turn off 
their coolers whenever there is a power 
interruption. Enough of them comply 
to relieve the situation. 


Good Market 


The market for coolers from the 
dealer’s standpoint is good. In areas 
such as that surrounding Phoenix, the 
replacement demand is already a siz- 
able factor. Pads must be regularly 
replaced—and customers as a rule 
maintain a more or less constant con- 
tact with the store which handled the 
initial installation, a factor which gives 
opportunity for other sales. In other 
areas adaptable to the use of coolers, 
the market includes almost every house 
in the community. When the Southern 
California Edison Co. staged an evapo- 
rative cooler sales campaign in 1940, 
before the war interrupted this busi- 
ness, along with other electrical selling, 
it estimated that at least half of its 
customers could be considered pros- 
pects. Allowing $100 as an average 
sale, they figure a possible $4,000,000 
waiting for dealers who would go after 
it. 

Sells Itself 


Experience has shown that this is 
an appliance which, after the first 
few installations, advertises itself. Usu- 
ally the initial sales are to offices and 
shops. When the man of the house 
works all day in comfort, he hates to 
come home to a hot house. Moreover 
his wife soon makes her influence felt 
and insists upon having the same com- 
fort during the day as her husband 
enjoys. A cool home lends itself to en- 
tertaining—and guests carry the idea 
away with them to put into applica- 
tion in their own dwellings. This is 
easy business to sell. End. 
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Yes, there’s a way to start 


Four-piece DeLuxe set 


ful food 


will serve 90°. of all 
cooking needs. Consists 
of 2 and 3 quart sauce 
pans, 5 quart Dutch 
Oven roaster and 10” 
covered skillet. 


and easier living. 


There is an electrical distributor serving your territory 
with West Bend DeLuxe ware—write us for his name. 


WESTBEND 


west 


folks right out on wonderful 
cooking results with every 
range that leaves your floor 
(and it will also make many 
new friends until ranges 
are again readily available). 
Offer your customers famous 
DeLuxe waterless cookware 
by West Bend. It cooks fast- 
er... preserves more health- 
elements .. . 
uses LESS fuel. There are 
many other DeLuxe acces- 
sories, too—all tops in qual- 
ity and designed for better 


and 


Stainless Steel 
Mixing Bow! 


Serv-it platter 


Coffee Urn 


Cake pan set 


BEND, WISCONSIN 


SAF 


You can call it safe when you 
slip a Slingabout over any 
refrigerator, range or other 
major appliance. This thickly 
padded, flannel-lined canvas 
jacket safely, snugly protects 
mirror finishes from injury or 
blemish during transportation 
and delivery. Strong web sling 
facilitates lifting and piloting 
the “‘package”’ safely through 
narrow doors, stairways and 
halls. No unpacking litter. 


Send Slingabout prices for model #--—— make-———- 
Refrigerator 

1 Check Range 

j Address — —— — — Appliance | Washer 

Other 

— State — — — (Please Specify) 
6... 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


pliance delivery. 


WITH THE RIGHT 
PROTECTION 


Slingabouts can be slipped off 
quickly and used repeatedly 
for economical, protected ap- 
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THE FAMOUS TOOLSHOP IN YOUR HAND 
THE FIRST AND FINEST! 


This is it! Industry’s tool for exacting production 
jobs—the choice of mechanics and home craftsmen 
all over the world, There are more Handees in use 
than all other tools of this type combined. And more 
accessories! Over 500 in the profitable Handee line. 
Sell them to all tool owners. 


Handee grinds, drills, polishes, cuts, 
routs, carves, sands, saws, engraves 
on any material—wood. plastic, 
metal, glass, horn, etc. Runs at a 
cool 25,000 r.p.m. AC or D.C. Wt. 
12 oz. In fine steel carrying case 
with 40 accessories, nationally ad- 
vertised at $27.50. Handee only. 
with 7 accessories, $20.50. 


SATISFACTION GUARANTEED — 


a 15-year history of satisfied 
Handee users enables us to make 
this absolute guarantee to your 
customers. 


@ Combined with its exclusive precision 
attachments and custom-built accesso- 
ries, Handee performs more operations 
with greater accuracy than any other 
portable tool at any price 


~ 
o 
Hoandee and 40 fine 


ynit 


IMMEDIATE DELIVERY 
PLACE YOUR ORDER TODAY 
Write for 64-page catalog 


CHICAGO WHEEL & MFG. CO., 1101 Monroe St. 


WHATDAYUMEAN 


To retailers ‘“‘Coinop” means PROFITS. These ingenious new 
Electric Plugs sell themselves fast from the bright counter card 
supplied . . . and ring up plenty of repeat sales. 


To your customers, ““Coinop” means this: 
1, Insert the bared wires. 
2. Turn the slot with a coin. 


ONE-TWO ... THAT'S ALL YOU DO! 


The EASIEST, QUICKEST, SAFEST ELECTRIC PLUG ON 
THE MARKET . . . Approved by Underwriters’ Labora- 
tories. Patent pending. 


Ask Your Jobber For ‘‘Coinop"’ Electric Plugs. 


ELECTRIC PLUGS 


Waite * JONES Go. 


403 West Baltimore Street ry 


Detroit 2, Michigan 
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High Speed Service 


the Bruce Co. trailer. According to 
Mr. Bruce, an additional advantage 
of two-machine specialization is a 
smaller parts inventory. A larger and 
more inclusive supply of parts can be 
carried for two appliances without the 
inventory and stock problem of a more 
diversified operation. 

Bruce’s 60 x 120 ft. corner location 
is divided into two sections. The front 
portion, which includes full show win- 
dows on two sides, is at present used 
for sterage of machines ready for de- 
livery. The shop, which contains ma- 
chinery for fast and efficient repair 
work, is located in the rear of the 
location. Two work benches are de- 
voted to repair of vacuum cleaners, 
and two are reserved for washing ma- 
chine work. The shop contains drill 
presses, buffers, stationary presses and 
such specialized equipment as a 
wringer roll machine, which is used 
exclusively to key the washing machine 
roller ends. Appliances and parts are 
stored in the full-basement of the store. 


Building a Prospect List 


Constantly keeping in mind the ul- 
timate intention of the firm to branch 
into new appliances, Mr. Bruce is build- 
ing a prospect list which will be the 
basis of a direct mail and personal call 
campaign when the time arrives. Over 
the stretch, Mr. Bruce expects to be 
in an advantageous position when new 
appliances are added. “For we will 
merely point out to the customer that 
since she received satisfactory service 
on repairs she can be assured she is 
dealing with a reliable firm in buying 
new appliances,” the owner stated. 

“As a small firm it is impractical 
both from the slight advantage derived, 
plus the expense, to purchase large 
amounts of newspaper display adver- 
tising,” according to Mr. Bruce, 
“Therefore my advertising is gauged 
to gain by repetition what is lost by 
size. Three times a week a small 
spot ad is inserted in five newspapers 
in the Kansas City area. This includes 
both the popular Kansas City Star and 
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various nationality and religious group 
papers. Usually the ads are in the 
same section each day and the reader 
becomes accustomed to seeing the ad, 
though it remains small. Capitalizing 
on the sales-building possibilities of 
one-day service, this theme is featured 
in my telephone yellow page display 
ads, usually the first place customers 
look when repair service is needed.” 


Liberal Credit Policy 


Another operating procedure which 
the company feels will bulk large in 
the future is a liberal credit policy. 
Thirty percent of the repair work is 
accomplished on a credit basis, for 
which the Bruce Co. handles all 
paper. “Most accounts are not too 
large taken individually,” stated the 
owner, “Therefore are relatively easy 
to handle without tying up too much 
money. In addition we are deriving 
an added advantage in that patrons 
are constantly returning to the store to 
settle their accounts. Instead of one- 
time contact, we see credit customers 
each time they make a payment and 
are able to boost their opinion of us.” 
Mr. Bruce feels he is well prepared to 
operate a selling appliance firm when 
the time is ripe. End 
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UNDISPLAYED RATE: 


$1.25 per line or fraction per 
insertion—minimum $5.00. First 
line small black face type. 
Discount 10% full payment in 
advance for 4 consecutive in- 
sertions. 


WHERE TO BUY 


Parts, Services & Accessories 


DISPLAYED RATE: 


$14.00 per inch per insertion. 
Contract rates on request. (An 
advertising inch is %'' on one 
column—4 columns—48 inches 
to a page.) 


155 State St. 


It's Ready—NEW CATALOGUE 
WASHING MACHINE PARTS 


Most completely illustrated parts catalogue ever published 


4 YEARS TO COMPILE—REPRESENTS co-operative efforts of 
Washing Machine Manufacturers & Appliance Parts Jobbers 
thru-out U. S. A.—Over 8000 illustrations. 


COST OVER $80,000.00—YOURS FOR ONLY $2.00 


ORDER NOW—Immediate Delivery... 
or money order (Save C. O. D. fees). PARTS FOR 
ALL WASHING MACHINES. WRINGER ROLLS. 


WYNAR PARTS & SERVICE CO. 


Rochester 4, N. Y. 


- Send check 


New Free NEw 


REPAIR PARTS 
CATALOGUE 


TRAFFIC APPLIANCES 


ANCE REPA 
wat 

MICA RE- 
PAIR Kits. TESTERS. 


CORDS, PLUGS. 
WHOLESALE PRICES 
PEARSOL APPL. CO. 


2010 COMMERCE 
DALLAS, TEXAS 


WASHING MACHINE 
FLEXIBLE COUPLINGS 


The machined brass bushing F-L-O-A-T-S 


One pi loosely parts. Dampens 
noise and vibration. Cushions Starting torque. 
insulates between shafts. 


Available now in: 12" to 9 lengths. 
Phone Dorchester 2350 


COUPLING MFG. CO. 
So. Ellis Ave. icago 37, Ill. 


WASHING MACHINE PARTS 


“For any and all makes" 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts 


191 W. 7th 


GHANITE SELF-WELDING FLUX — REPAIRS 
ALL ELECTRIC HEATING ELEMENTS. 
simple anyone can make repairs in your os 
er burnt-out electrical appliances—irons, 
ors, stoves & etc. Guaranteed nothing lke a3 
From our mines to your appliances. $1.00 

= $7.50 per doz. Stick form 25c. 2°00 00 
per 


CHANITE SALES COMPANY 
914 South Main Fort Worth 4, Texas 


HOMAS TRUCK of Keckuk 


Thomas “Job-Suited” round corner truck. 
Ten sizes. Made with over 1000 different 
handles, boxes, shelves, etc... . 
one of them “Job-Suited” to your 
business. Thomas also makes 
many other types of 2 and 4-wheel 
trucks, casters and wheels. 


Write for 
catalog 
Mc. 


Thomas Truck & Caster Co. 
4754 Mississippi River, Keokuk, lowa 


Our 132-page 
Catalog of 
Washing Machine & Vacuum Cleaner 
Parts. Save money by ordering all your 
supplies from one dependable source. 
ity, Service, Low Prices 


MIDWEST APPUANGE PARTS 
2720-22 W. Division S Chicago 22, Ill. 


REPLACEMENT PARTS 


Dealers Va., North Carolina, adjacent territory, 
wholesale repair prices for vacuum cleaners & 
motors. All needed replacement parts all makes. 
Write for price list. Factory parts & workmanship. 
This will solve your vacuum cleaner repair prob- 


VACUUM Geum SPECIALTY CO. 


1704 Granby S$ Norfolk, Va. 


Quickly, Easily Made. 


Write for price list 


MEND-IT SLEEVE 


bre chen 
ends into sleeve 
tight w 


5759 Broadway. Oakiand 11, Calif. 


PERMANENT REPAIRS 


appliances and industrial uses. 
Time Tested-Sucesful-Economical 


SPECIALTIES 


Electrical Mangle Roll Pads and Covers 


Vacuum Cleaner Bags, Ironing Boards Pads 
and Covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 
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This Z stamp is a mark of quality 
on any rewound 


ARMATURE 


It Designates Perfection 
In Skill and Workmanship 


Look For It 
ARMATURE ENGINEERING CO. 


60 Bergen Turnpike 
Ridgefield Park, N. J. 


WASHING MACHINE PARTS 


REPLACEMENT PARTS FOR ALL MAKES 
BOSS ¢ GAINADAY ¢ LAUNDRY QUEEN 
SUNNYSUDS ¢« WOODROW, Etc. 


Agitators V-Belts 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 


Fibre Grease 


Transmission Oils 


Increase Your Volume with our Agitator Changeovers 
SEND FOR CHART 


NATIONWIDE DISTRIBUTION 


DISTRIBUTORS ADDRESSES ON REQUEST 


MANUFACTURING CO. 


3650 EAST 93rd STREET 


OHIO 


ALL PURPOSE APPLIANCE TRUCK 


Furnished and Improved since 19 


Fully Rubber 


No. 200-BRR-A 


USED AS 2 or 4 WHEEL TRUCK 


Fully descriptive folder sent on 
Request. 
Price with 8" Rubber Wheels $30.78 


ORANGEVILLE MFG. CO. 


MANUFACTURES COMPLETE LINE OF FLOOR TRUCKS 
ORANGEVILLE (COL. CO.) PENNA. 


(ORANGEVILLE 


wv, 


The NEW 


“YEATS APPLIANCE DOLLY" 


Aluminum frame, caterpillar type "STEP GLIDES" for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. 


Handles all appliances easier and 


quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


Milwaukee, 3, Wisc. 


OIL BURNER PARTS 
We lete line of parts 
for all — of A. oil heaters. 

Send for our price list featuring 
safety float valves, fittings, etc. 
SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO 8, ILL. 


A FRANTZ PARTS JOBBER 


WRINGER ROLLS AND 
WASHER PARTS FOR ALL 
MAKES 


GENERAL WASHING MACHINE seus 
758 South Ave. Rochester 7, N. Y. 


WASHING MACHINE PARTS 


“Any Part For Any Washer” 
Distributor for All 
Leading Manufacturers 
Send us your Agitators for Re-Splining 
Write In For Complete Catalogs 
WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 PENNA, 
== ARMATURE 
WINDING 


Speciation in Vacuum Cleaner Armature winding 
for 15 years. Perfectly wound! Ask the men who 
vse them. No increase in price since 1941. 


ELECTRIC SWEEPER SERVICE CO. 


2034 EUCLID AVE. CLEVELAND 15, O. 


PARTS— 
REPAIRS 
SERVICE 


2 LOCATIONS 


FOR FAST MAIL ORDER SERVICE 
ON PARTS OR REPAIRS OF 
ELECTRIC CLOCKS AND TIMERS 


ELECTRIC 
CLOCK SERVICE 
“FACTORY AUTHORIZED SERVICE” 


201 S. ARLINGTON 1920 MARIPOSA 
AKRON, OHIO FRESNO, CALIF. 
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The Cover... 


Outdoor fun for the family— 
and appliances go along. The 
portable radio is a must, whether 
at the shore or in the Mountains. 
And also many thousands of 

ily parties at cabanas and 
cabins can plug in the roaster, 
the coffee maker, the grill, the 
fresh 
oked meals for the keen ap 

es outdoor living creates. 

Kodachrome by Dave Rosenfeld 


Taken at Ocean Club of Forest Hills, . 
Atlantic Beach, Long Island 


"The Good Housekeeping 
Housekeeping Book" 


Helen W. Kendall of Good Housekeeping 
Writes a Useful Book for the Home 


RS. HELEN W. KENDALL of 


Good Housekeeping Institute 
needs no introduction to the appliance 
industry. In the past ten years or 


is safe to hazard a guess that 
practically every manufacturer in the 
field has benefited from her advice on 
the proper use of his products in the 
home. She is a recognized authority 
on the subject of home management 
and maintenance. 

\nd now she has compiled a refer- 
ence book entitled “The Good House- 
keeping Housekeeping Book.” 

While this book was compiled pri- 
marily to meet the needs of home- 
makers, it has so much information on 
the proper use of appliances in it, that 
no dealer, distributor, appliance sales- 


more it 


man, manufacturer or home economist 
should be without a_ copy. It 
should prove invaluable for quick ref- 
that arise in every- 
day selling and promotion of appliances 
in the home. 


erence to questions 


There are 
fusely 


fourteen chapters, pro- 
illustrated in color, answering 
practically every question that could 
possibly arise in everyday homemaking. 


The Laundry Setup 


For instance, the chapter on “How 
to Plan and Equip a New Kitchen and 
Laundry or to improve the old one” 
goes into the subject of work centers, 
electrical equipment that every modern 
kitchen and laundry should have in it 
and where it should be placed to save 
steps and effort. This chapter alone 
should prove invaluable to a dealer with 
a line of kitchen and laundry equip- 
ment in addition to kitchen cabinets. 
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“The Weekly Wash” goes further 
into the laundry problem, discussing 
as it does the disadvantages of hard 
water and how to combat them; soaps 
and detergents; the advantages of 
mechanical action in getting dirty 
clothes clean; pros and cons on auto- 
matic and non-automatic washers; 
whether to select a wringer-type or a 
spinner type non-automatic washer, etc. 

After reading the chapter on “Iron- 
ing” a dealer and his salesmen will 
find themselves much better equipped 
to discuss intelligently customer’s prob- 
lems, and to help her select the best 
iron or ironing machine for her par- 
ticular needs. 


Varied Information 


Vacuum cleaners and their acces- 
floor waxer, care of lighting 
fixtures and bulbs, care of lamps and 
shades, how to shampoo a lamp shade, 
all valuable information for progressive 
appliance people, can be found in the 
chapter on “Housecleaning.” 

Another chapter on the subject of 
dishwashing has a gold-mine of ideas. 

Other subjects to be found in this 
book include: How to keep a house 
spic-and-span in less time and with 
less effort; the correct care of house- 
hold equipment—in short, the thous- 
and and one things every home maker 
needs to know, and which everyone 
dealing in appliances needs to be able 
to tell the housewife in his promotion 
of the sale and use of electrical equip- 
ment in the home. 

It retails for $3.00 and can be ob- 
tained from Stamford House, 119 W. 
57th St., N. Y. C. anna A. NOONE 
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Buying Intentions, 1947 ...... . .By L. E. Moffatt 


Dealer's Assets . ..By C. M. Davidson 


The small using what can operate suc- 
cessfully against the competition of volume stores. 


Rentals Sell Freezers .. ..By Howard Emerson 


A new use of the old nee ‘aeianainaiaiies plan” sells 95 percent 
of the freezers rented by the Bon Marche department store, Seattle. 


Demonstrate that Range Timer .............By Tom F. Blackburn 


When women know what it will do for them it opens the way to in- 
creased range sales. 


Fashion Techniques Sell Appliances ...............By Amos Taub 


What happens when a women's clothing store sells appliances like fur 
coats. 


Supervision Is His Seeret...............ccccceses: By Grier Lowry 


By keeping close personal tabs on every phase of his store's opera- 
tion, George Sappington has weathered 2! years of business, looks 
forward to another 21. 


About Evaporative Cooling.................. By Clotilde Grunsky 


Miss Grunsky covers everything from purchase and installation to 
operation and repair. 


Low Monthly Payment Plan Needed.......................-55. 


High taxes and the high cost of living make it necessary for the aver- 
age white-collar family to buy in low monthly installments. 


Proving that the small dealer was born to tell a story and must tell it 
again and again if he is to stay alive. 


What's Inside Counts...................... By Amasa B. Windham 


In Lexington, Va., E. F. Nuckols built his store on the wrong side of the 
street, proceeded to make it the right side for appliance customers. 


Complete Kitchens at Marshall Field........................... 


Persuasion and friendly assistance dominate the selling strategy of 
this Chicago department store. 


In no hurry to sell is John ©. Bruce of Kansas City. His super service 
is flourishing and making friends of the people who will one day buy. 


Mr. Fix-It 


Thomas Cherones knows what the customer means when he says, "Fix 
it’, and also knows the repairman's responsibility. 


The staff of the Home Appliance Co. in Charlotte, N. C., goes to 
school two nights a week. 


Good Will Through Service Builds Future Sales By Robert Latimer 


Mundell Appliance Service paved the selling road with blocks of good 
will, now finds the traveling smooth and easy. 


How Good Are Today's Salesmen?....... By Howard S. Knowlton 


Boston dealers take a good look at themselves through the eyes of 
professional shoppers. 


News . 


Electrical 


AUGUST I, 


42 


50 


52 


56 


58 


59 


62 


65 


95 
131 


A McGRAW-HILL PUBLICATION 


1947—ELECTRICAL MERCHANDISING 


uf 
| | 
Bo 
Mo 
| 
| 
| 
| | 
| 
| 
| 
| 
| 
| 


THE EAST 
By Robert W. Armstrong 


PTIMISTIC forecasts of im- 

proved deliveries during the 
fourth quarter were as_ prevalent 
throughout the East this last month 
as warm weather. Distributors and 
dealers felt, almost to a man, that 
there was some basis for the predic- 
tions of manufacturers that production 
would show a steady upswing—partly 
attributable to a stability of supply 
of steel and of coal. 

In general, business is good and 
most dealers expect it to stay good 
at least until the end of the year. 
Even radio sales have been reported 
as improving. One dealer attributes 
this to increased cooperative advertis- 
ing. A Philadelphia distributor, only 
half kidding, said, “The new moon 
might have an effect on people. . . 
They go from one extreme to another.” 
Closer to the truth, perhaps, was the 
declaration of one New England out- 
fit that people have reached the con- 
clusion that radio prices are as low 
as they are likely to go and that now 
is just as good a time to buy as any. 
This pick-up in radio sales hasn't 
been confined to portables, which usu- 
ally enjoy summer sales, but also in- 
cludes consoles and table models. 

A big New York area distributor 
reports that some dealers still have 
large inventories of off-brand radios. 
but he expects that they'll all be off 
the shelves by September. 


Of With "W"'! 


This happy optimism owes some- 
thing to «the likelihood of the early 
demise of Regulation “W.” Even 
though President Truman asked Con- 
gress on June 12 to approve a bill 
permitting controls on retail install- 
ment buying, it appears that controls 
are dead. For a time it looked as 
though the Houses of Congress 
wouldn't get together before the ses- 
sion ended. On July 22 the House of 
Representatives passed a bill ending all 
controls right now. The Senate had 
previously approved another bill con- 
tinuing controls until December 31. 
The results of an inter-chamber con- 
lerence was a compromise bill ending 
all controls on November 1. At the 
time of this writing the new law was 
lying on Mr. Truman's desk, awaiting 
Ms signature. 

_ Dealers and distributors see relaxa- 

tion of the curbs as a boost to busi- 

ness, especially on big ticket items 
(Continued on next page) 


MID-MONTH 


The NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business From 


ELECTRICAL MERCHANDISING'S Regional Editors 


THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By Amasa B. Windham 


HERE is a line from Kipling 

which runs something like, “And 
shaking their bustles, like ladies so 
fine, the guns of the army wheel into 
line.” 

In the page ad plugging a General 
Electric self-charging portable radio 
at $99.50, and the splash by Sparton 
reducing prices ($30 trade-in) it be- 
came clear in July that the big guns 
are on the eve of doing something in 
Chicago. 

And it is about time. 

Our little girl reporter, with a 
pound of coffee under her arm as an 
effective disguise, shopped the Chi- 
cago Loop and found she could obtain 
immediate delivery on virtually every- 
thing except refrigerators, and not a 
very long wait on them. 


The Soporific Salesmen 


To get this information she had to 
bend back the ears of the most re- 
luctant, lackadaisical group of sales- 
people encountered in a generation, 

(Continued on next page) 


HE appliance and radio picture 

down South during the past 30 
days was one of spottiness and con- 
fusion with no two areas reporting 
exactly the same conditions in delivery 
and merchandising: 

In Florida, for example, a steady 
stream of deliveries was reported in 
Jacksonville, Miami and points be- 
tween on the east coast, but on the 
other side of the peninsula from Fort 
Myers to Tallahassee, dealers still 
were struggling along with minimum 
quantities. The existence of a black 
market in ranges and refrigerators at 
Tampa and St. Petersburg had dealers’ 
associations up in arms. 


Other States Spotty Too 


Other states were just as spotty. 
Atlanta, Birmingham, Memphis, Char- 
lotte, Dallas and New Orleans seeme | 
to be getting at least their share of 
equipment to sell, but other large cities 
such as Richmond, Houston, Knoxville 

(Continued on page 6) 


THE FAR WEST 
by Clotilde Grunsky 


> 
“| HATE TO LEAVE WITHOUT BUY! 


GR 
OPENING 


APPLIANCE we 


NG ANYTHING—DON'T WE NEED A LIGHT BULB OR A 
FUSE OR SOMETHING?" 


ARLY in the year, July was set 

as the month in which deliveries 
of most major appliances were to 
catch up with demand. Except for 
water heaters, the prediction has not 
been fulfiled on the Pacific Coast. 
The date for full deliveries of ranges 
and refrigerators has now been tenta- 
tively postponed until the 4th quar- 
ter, or even the first of next year. 
In the Intermountain district there 
have been almost no deliveries at all 
of such standard small appliances as 
mixers, pop-up toasters and waffle 
irons. The abundance of electric water 
heaters in the Coast states (many of 
them manufactured locally) has al- 
ready stampeded some of the new deal- 
ers, with consequent price cutting re- 
ported from a few of the Pacific 
Northwest centers. Though there are 
plenty of water heaters in the Inter- 
mountain district, prices are being 
held. Radio is slow due partly to 
vacations and poor reception, and there 
is some trade-in trouble. One Ogden 
firm offers a flat $50 price on old radios 
and admits that those received are 
scrapped. A jobber farther West has 
reduced prices to dealers to permit 
them to offer the difference for 
trade-ins without injury to profit. 

In general it may be said, however, 
that a substantial number of the new 
firms, as well as older dealers, are 
producing volume sales by reliable 
selling methods. In the Intermoun- 
tain area dealers in some sections are 
just beginning to add field salesmen. 
So far few of them do more than 
break even on this basis—and hope for 
a larger volume of merchandise to sell 
and for wider margins. Other firms 
feel that they have nothing on hand as 
yet to justify employing a salesman. 

In oce town where all but one of 
the dealers is new since the war, the 
newcomers to a man voiced a protest 
against not being given a fair allot- 
ment of merchandise. 


Ranges Still Short 


Ranges everywhere are still very 
short and continued inroads from 
LPG competition are reported. Frig- 
idaire is putting on an excellent edu- 
cational program in the Salt Lake 
area, supplemented for other dealers 
by the power company, to prepare 
their retailers to meet this competition 
as it arises. Range deliveries in the 

(Continued on page 6) 
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THE EAST 


su is refrigerators and anges As 
one dist itor Massa setts 
phrased it, “It w ve like setting off 
i 2l-gun salute as far as business is 
conce 
vik ite is ally irs 
yr nea Ise t. Most 
it ent the selves 
Vine 1yment most frequent 
lio i ivorable is 20 recent 
| i i cle varies 
het wee 24 and 30 months 
Thev ex ct that a 20 percent down 
iyment will be a big enough sum to 
make potentia skip buyers” feel that 
they have enough of an equity in the 
appliance to make them want to keep 
paying. On the other hand, they feel 
that the payments will be small enough 
s tha \ ne groups now ex- 
cluded trom purchasing expensive ap- 
pliances will be brought into the 
cl i ‘ le 
Questioned as to price resistance 
on name-brand major appliances, leal 
ers and distributors report that there 
just ain't no su imimal. “We can 
sell eve retrigerator we can 
get sal re ealer, “and that’s a 
eople want things 
the t ‘ t e's still plenty o 
‘ 
More Salesman Hiring 
anothes weiul sign for con 
tinued good business is the increasing 
consciousness on the part of dealers 
that they must ave more salesmen 
and well-trained salesmen. Many deal- 


ers haven't taken any action yet, but 
the mere tact that they are thinking 


about it 1s significant \ Springfield, 


Mas dealer is noticed that dis 
tributors ive tal on more met 
He is visi our men where 
he Vas once so Vv rie \ Ph i el] 
phia distributor is launched a sales 
training sch ealers and hired 
a director to run it. The biggest bloc] 
t selling force pansion 18 the 
shortage tf merchandise. Once that 
is overcome sales staffs will start 


sprouting like weeds on a new lawn. 


Deliveries Spotty 
Tle delivery situation in July wasn't 
all sweetness and light. One Phila- 
delphia distributor reports that while 
refrigerators came in in about the 
same quantities as they did in June, 


ranges and washers were worse. An 
other Philadelphia wholesaler agrees 
on cirigerators but claims that 


ranges were better than they were in 


June. Both men reported that home 
ireezers were selling pretty well in 
ural areas, but were not leaving any 
trails of fire in the city. Home freezer 
sales have picked up somewhat through- 
out the East, although freezers really 
have to be sold. Recognizing that it is 
few majors that do have 


one oO tne 
to be sold, a Boston department store 
put all its new salesmen on treezers for 
several months, thus approximating 
normal selling conditions and avoiding 


development of the .‘order-taking” 
mind. Incidentally, this paid off pretty 
vell tor the store It sold a lot of 


eezers. A New York distributor re 
marked recently that freezers will 
never sell well until demands on more 
necessary appliances are met. “People 
who still need a washer, a range, or a 
elrigerator are not goimg to spend 
their money for a freezer,” he de- 
clared. “Moreover, any product that 
doesn’t have at least a ten percent 
saturation is still in the pioneering 
stage and nobody can make any 
money.” 

\ dealer in Massachusetts found 
July range deliveries worse than 
June’s and claimed that he only re- 
ceived about two-thirds as many. He 
also quoted refrigerator deliveries as 
worse Washers, he said succinctly, 
were “terrible.” 

\ Boston distributor, on the other 
hand, found washer deliveries improv- 
ing. This same concern was rejoicing 
over the fact that it sold $100,000 
worth of one make of fan during the 
month, 

\ Boston department store, finding 
in automatic washer slowing down, 
put an ad in the paper offering- a $25 
trade-in on old washers and did $6,000 
vorth of business as a result. The 
store’s distributor maintains that they 
made money on the deal because of 
the value of the salvaged motors 

The near-future picture looks good. 
More merchandise, more salesmen, 
more time te 


pay, more sales, and 
last, but happily not least—more 
money 


THE MIDWEST 
(Continued) 


“They were either out having a dish 
of tea and a biscuit, talking over the 
baseball game, or sitting on their big, 
broad beams,” she reported. At one 
department store alone did an auto- 
matic washer salesman offer to put on 
a pitch for her. The time was ripe 
jor selling but nobody was doing it. 
On the eve of plenty of merchandise 
there was no visible preparation of a 


return to selling 


The chain store picture was about 


like this: She found one could get 
immediate delivery on three higher 
priced models of electric ranges, 
longer waiting on the low priced 
model. With automatic washers, two 
weeks to a month’s wait; conventional 
washers, two to six months’ wait in 
many cases; refrigerators, some higher 
priced models delivered in a month’s 
time. With low priced refrigerators 
there was a long waiting list, no time 
promised. Cleaners, tank and upright 
models, ready for immediate delivery, 
but attachments for upright were slow 
coming through. Sewing machines 
generally had a three months’ wait- 
ing list. With radios, record players 
in higher priced brackets are now 
available. No consoles are handy. 
Table sets and portables could be had 
for immediate delivery. 

Records are being used more as a 
tie-in with record-player sales. Some 
$30 worth being offered with one 
brand. A chain offered $10 worth of 
records with a $169.50 combination. 

With television, crowds were being 
stopped by a Michigan Ave. display of 
regular plus scrambled receivers. 
Television sets were offered for im- 
mediate delivery by a music store, and 
most stores are plugging them since 
the Chicago station went back on the 
air. 


Cool Weather Slows Fans 


Due to cool weather, fans don’t 
seem to have been selling like they 
should, and there are plenty in stock, 
generally missing in Chicago in July. 
Possibly the public balked at the idea 
of paying $37.50 to $45 for a fan. A 
dime store did a business on a $5.05 
fan, an 8-in. model. 

A furniture chain offered for im- 
mediate delivery, agitator washers, 
ironers and electric ranges. 

The word “clearance” is being used 
in regard to floor model automatic 
washers by a department store which 
also offered to provide agitator type 
machines for immediate delivery. An- 
other downtown firm advertised 
“clearance, great savings on all types 
of radios.’ 

Store executives said that the day 
was here when you had to come 
through with real value in a proposi- 
tion to get a tumble from the public. 

In vacuum cleaners, 23 Chicago 
dealers cooperated in advertising a 
combination deal consisting of a floor 
model and a talk type cleaner, both 
for $99.75 plus your old machine. One 
department store repeatedly advertised 
a walk-in home freezer, retailing at 
$1,095, and apparently is drawing a 
good trade from the country homes 
about Chicago 

Modie J. Spiegel, Jr., president of 
Spiegel, Chicago mail order chain, 
said: “A pronounced change has oc- 
curred in the buying habits of cus- 


/. 


tomers from cash to credit purchases, 
indicating that consumers are either 
unwilling to use their cash reserves 
as they did in 1946 or do not have 
such large cash reserves. When mer- 
chandise is of good quality and prices 
are not too high it continues to sell 
in large quantity. But where the cost 
is much above pre-war levels, demand 
is lacking.” 

To a shopper, it seems obvious that 
sales departments just simply haven't 
started clicking in Chicago. 


Radios in Every Store 


\ distributor let down his hair in 
regard to the radio market. : 

“Radio outlets are spreading,” he 
said. “You will find hotel lobby stores 
and men’s specialty shops wanting 
them. These people buy on appear- 
ance. There is bound to be a letup on 
all specialty selling effort on table 
radio if it becomes a baking powder 
item, stocked by everybody.” 

This distributor doesn’t feel that 
the radio floor plan is going to work 
in loading up dealers. He said that 
dealers wouldn't take a complete dis- 
play on a 90 day basis, with an extra 
() days optional. On the other hand, 
they still are grabbing all the big 
stuff they can get in radio. 

At the July Chicago markets a 
speaker piously expressed the hope 
that dealers would continue to get 25 
to 33 percent down on their sales. He 
enjoyed little moral support from 
dealers in his stand who have been 
clamoring for the end of Regulation 
W. The fact is with advancing high 
prices and 89¢ a pound steak the only 
way you can make sales is by means 
of low down payments and that is go- 
ing to happen as sure as shootin’. 


Public Likes Monthly Payments 


Installment men long ago feund that 
people don’t object to monthly pay- 
ments provided they are easy enough. 
The public doesn’t seem to understand 
how much it pays out in the form of 
interest. Therefore, long term pay- 
ments with a small amount of cash 
at the beginning seem to be logical. 
Appliances are much better risks on 
long swings than furniture, because of 
ease in identifying through serial num- 
ber and because of slow depreciation. 

In the service field they are be- 
ginning to find that the sale of washers 
without motors was not an unmixed 
blessing. Sticking in just any kind 
of a motor is causing a lot of war- 
ranty service that wasn’t -expected. 
And jobbers are asking that motor 
manufacturers channel a percentage of 
their motors to the trade for service. 

Deposits are coming back in style, 
as most firms feel that with plenty of 
stuff just around the corner, a $10 
bill helps tie a string around the cus- 
tomer’s finger like nobody’s business. 


McGRAW-HILL 


James H. McGraw, Jr. 
President 


Curtis W. McGraw 
Senior Vice-President 
and Treasurer 


Nelson Bond 
Director of Advertising 


Joseph A. Gerardi 
Secretary 


PUBLISHING COMPANY, 


JAMES H. McGRAW, Founder and Honorary Cairman 


Eugene Duffield 
Editorial Assistant 
to the President 


J. E. Blackburn, Jr. 
Director of Circulation 


Subscription rates—United States and possessions: 


March 3, 1879. Printed in U.S.A. Cable address ‘‘“McGraw-Hill, New York’. Member A.B.P. Member A.B.C 
All Rights 


Copyright 1947, by McGraw-Hill > re Co., Inc., 330 West 42nd Street, New York 18, N. Y. 


Reserved. Return postage guaranteed. 


Publication Office, 99-129 North Broadway, Albany 1, N. Y. Editorial and Executive Offices, 330 W. 42nd St., New York 18, N. Y. 


al Merchandising. August 15, 1947. Vol. 78, No 
at least ten days for change of address. Publication office 99-129 North Broadway, Albany, N. Y. 
cations about subscriptions should be addressed to J. E. 


INC. 


Published twice monthly. Price 35¢ a copy. Allow 


All communi 
Blackburn, Jr. (Vice-President for Circulation Operations 

a year, $3.00 for two years, $4.00 for three years 
Canada $3.00 a year, $5.00 for two years, $6.00 for three years, payable in Canadian funds at par. 
countries $5.00 a year, $8.00 for two years, $10.00 for three years. 
three years. Entered as second class matter August 22, 


Pan America! 
All other countries $15.00 a year, $30.00 fo 


1936, at Post Office, Albany, N. Y., under the Act 0° 


= 
5 
| 
| 
EL 


ses, 
her 
ves 
ave 
1er- 
ices 
sell 
and 


that 
en't 


r in 

he 
ores 
ting 
ear- 
able 
vder 


that 
that 
dis- 
xtra 
and, 
big 


ts a 
hope 
t 25 

He 
from 
been 
ation 
high 
only 
leans 
s go- 


1. 


| that 


pay- 
ough. 
stand 
‘m of 
pay- 
cash 
gical. 
<s on 
ise of 
num- 
ation. 
e be- 
ishers 
nixed 
kind 
war- 
ected. 
motor 
ige of 
‘vice. 
style, 
ity of 
a $10 
cUus- 
siness. 


yy. Allow 
communi 
erations 

ree years 
Americar 
$30.00 fo 
the Act 
ver A.B.C 
All Right» 


Scheduled Meetings 


FALL MARKET WEEK 


Kansas City Merchandise Mart 
September 7-13 


UPPER MIDWEST MARKET 
WEEK 


Municipal Auditorium, Minneapolis, 
Minn. 

September 23-26 

Continental Convention and Show 
Management, Inc., Syndicate Bidg., 
Minneapolis 


INSTITUTE OF RADIO ENGI- 
NEERS 


West Coast Convention, Palace Ho- 
tel, San Francisco 
September 24-26 
RADIO PARTS SHOW 
De Soto Hotel, St. Louis, Mo. 
October 
Electronic Distributors’ Assn.. 2700 
Locust St., St. Louis 


NATL. FARM ELECTRIFICATION 
CONFERENCE 

Claypool Hotel, Indianapolis, Ind. 

October 7-8 


INT. ASSN. OF ELECTRICAL 
LEAGUES 


12th Annual Conference 
Statler Hotel, St. Louis, Mo. 
October 8-I1 


WESTCHESTER BETTER HOMES 
EXPOSITION 
County Center, White Plains, N. Y. 
October 14-19 
White Plains C. of C., 201 Main St., 
White Plains 


2ND INT. LIGHTING EXPOSITION 
& CONFERENCE 

National Electrical Mfrs. Assn. 

Stevens Hotel, Chicago, Ill. 

November 3-7 


Greater Variety, Better Quality 
of Appliances Highlight Markets 


Small attendance laid to continuing supply 


shortage; no drop in prices forecast. 


By Tom F. Blackburn 


HE little sparrows who sat on the 
telephone wires and chirped at the 
horseless carriages as they went by, 
“We can't live on promises,” found 
their parallel in the retailers who at- 
tended the July markets in Chicago. 
The smaller attendance indicated a 
new phase had arrived; no more go- 
ing to market until there are goods 
to be had. 

Of course there were items to be 
dredged up, and occasional windfalls 
to be found. But it was not possible 
to walk from showroom to showroom 
and place orders. Dealers apparently 
have discovered they can do it just 
as well by staying at home and drop- 
ping a postcard to their distributor 
as they can in the present situation. 
For a while they believed that some- 
body else beside them was getting 
the merchandise and a little wheedling 
was necessary. Now they are con- 
vinced it is being spread out pretty 
thin and personal charm won't fill 
the back floor with incoming crates. 

The shadow of John L. Lewis 


struck a chill at the heart of price 


Gibson Holds Dealer Meetings 


THEY SPOKE: Speakers at the recent meeting in Kansas City for Gibson dealers, 
sponsored by the Jenkins Music Co., were Hal'D. Applegate and Kenneth G. Gilles- 
pie of Jenkins, Earl S. Nobles, Gibson divisional manager, John L. Stevens, Gibson 
sales promotion manager, Jack Robertson and Lewis Bretz, both of Jenkins. 


pr 


THEY LISTENED: Dealers who attended the St. Louis meeting at Jenkins’ branch in 
that city. Over 450 attended both meetings. This one was in charge of Clarence 
W. Amos, branch manager for the distributor. Other Gibson wholesalers have 
been holding similar meetings throughout the country. 
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talk. In a press conference at the 
Merchandise Mart Howard Scaife 
of Hotpoint and Harry Parsons of 
Landers, Frary and Clark both agreed 
there was no immediate outlook for a 
price reduction in view of the tenta- 
tive $3 to $5 per ton rise in the price 
of steel. On the other hand, Harry 
Parsons ventured the prediction that 
the plumbers and lumber dealers were 
not going to threaten seriously the 
conventional channels of distribution. 

Frigidaire with its automatic 
washer, iron and dryer; Norge with 
its new gas and electric ranges; 
Presteline with budget electric ranges 
were samples of a liberal education 
that awaited the visitor. 


Look—Ice at Furniture Mart 


Cruising around the 5th floor at 
the Furniture Mart one found the 
Blackstone production model auto- 
matic dryer, shown with their combi- 
nation laundry. A new ironer with 
Utilitop pivot top is expected to be 
produced in September, says adver- 
tising manager Jim Peters. Nearby 
Horton Mfg. Co. displayed a new 
washer. The Kleenette small tub for 
small washings is easily inserted, 
says Hoy McConnell. Hoover 
Cleaner had regular line, no new mod- 
els at this time. Demonstrator Kirby 
at Frigidaire was going to town with 
a new complete laundry outfit, con- 
sisting of automatic washer, clothes 
dryer and ironer. 

Westinghouse pop-up toaster, seen 
in January, is now in_ production. 
Shown was their Laundromat with 
new single dial control, Two-Temp 
refrigerator and comforter, all shown 
in January markets. The new mixer 
shown is not yet in production. Preste- 
line had three new model electric 
ranges, budget, medium priced and 
luxurious type with Wel-com-up pres- 
sure cooker combination, indicator 
lights for cooking units, all presided 
over by Miss Ruth Whiteside, home 
economist. These models expected to 
go into production first of next year. 

Gibson Refrigerator Co. offered 
regular line of refrigerators and elec- 
tric ranges. No new models sched- 
uled for °47, says assistant sales 
manager Klintworth. Amana 10-cu. 
ft. home freezer shown at the Janu- 
ary shows, now ready for delivery 
in limited quantities. It carries a 5- 
year warranty and 5-year food insur- 
ance policy covering up to $200 loss, 
reports Indiana representative War- 
ren. 

Farnsworth Radio saving new mod- 
els to show at their distributors’ meet- 
ing July 17-18. Crosley displayed 
their new Frostmaster home freezer, 
table-top working surface, 100 Ib. 
storage capacity, for immediate de- 
livery. Their console television set 
will be in production late in fall, 
opines John Gill of their Cincinnati 
office. Crosley also handed out a 
manual on how to preserve, store 
and freeze food. Speed Queen wash- 
ers, Barlow & Seelig, had models 
previously shown at the January mar- 
kets. Sanitary Refrigerator, Fond 
du Lac, had their new 6 cu. ft. 


PICTURES ON 
NEXT TWO PAGES 


Quicfrez farm locker plant, now ready 
for delivery. Its table top height is 
a talking feature, says C. G. Hohensee, 
representative. 


New Admiral Radios Shown 


Admiral Radio offered regular 
line of ranges and refrigerators but 
have several models in radio shown 
for the first time. One was 6-tube 
table combination, console combina- 
tion and AM-FM period console com- 
bination, each with Miracle Tone Arm, 
says Willie Mae Rogers, home econ- 
omist. Coleman Co. displayed their 
regular line of space heaters but 
they'd like to see their G.I. pocket 
stove, a wartime baby, offered to the 
civilian, says Minnesota representa- 
tive Pondurant. Estate Heatrola 
(Noma Electric) showed their regu- 
lar line of ranges and space heaters 
and in addition had a new line of 
home freezers, according to salesman 
Hentz. Bendix had their automatic 
washer, ironer and dryer previously 
exhibited at the winter markets, Kel- 
vinator-Leonard division had their 
new Morton Pantry-ette, kitchen cab- 
inet, along with Nash-Kelvinator 
products shown in the earlier mar- 
kets. Automatic Washer — stocked 
their standard line, with no new models 
for this show, according to the pre- 
siding Tom Robinson. Barton Wash- 
ers will bring out their new. models 
August 15, according to Art Labsky, 
too late for this show. Zenith Radio 
expects to bring out their new fill-in 
line of models at the distributors’ 
meeting in September, and except for 
the chair-side 12-tube combination 
they are not stressing new models 
here, according to W. A. Shirk. 
They showed a portable combination, 
7-tube model with cobra tone arm, 
and hope to have it for fall delivery. 


More Radios 


Sentinel Radio was showing for 
the first time an FM-AM console com- 
bination in blond and mahogany fin- 
ish, and a larger model in bleached 
oak, FM-AM with 12-in. speaker; 
and table models in AC-DC superhet 
in plastic cases in the lower price 
range, AC-DC superhet with foreign 
and domestic bands, in ivory and wal- 
nut plastics in the medium priced 
range, and new tooled leather portable 
in various colors, weighing about 6 
lb., AC-DC or battery, flexible handle. 

Arvin displayed a new FM-AM, 
8-tube AC-DC superhet table model, 
scheduled to go into production the 
middle of August. They also have new 
at the show their Lectric-Cook, grill- 
fryer-toaster-waffle baker combination. 
Hallicrafter was not showing any 
new models except the “Dream Boat” 
model, which may go into production 
late this fall. Motorola pointed out 
some models new at this market, such 
as the spinet consolette, 6 and 7-tube 
FM table models in wood and plastic 
cabinets, a 5-tube plastic, “Playmate, 
Jr.” AC-DC, battery type, a new 
portable in synthetic alligator leather 
finish, and several console models, 
10-tube combination in walnut, ma- 
hogany and bleached, FM-AM, a 7- 

(Continued on page 13) 
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DEMONSTRATING the Filter Queen was a marathon proposition for company 
representatives. T. A. Claus is holding the floor. 


ON THE RECORD went Harry S. Parsons of Landers, Frary and 
Clark, here being interviewed on the wire recorder of WMAQ. 


SOLIDLY COMFORTABLE was ‘Dick'’ Dickinson of Automatic 


Washer who didn't even have to get up to demonstrate the New- 
ton firm's lawn chair 


MOISTURE TRAP of the new Admiral refrigerator 


Willie Mae Rogers. 


PAGE 4 


= CLOSE-KNIT living quarters are ideal for this 
was enthusiactically demonstrated to buyers by small sewing machine, maintained Mrs. Audrey 
Edwards of Free Sewing Machine Co. 


PEOPLE 
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TYPICAL of all shows are the armchair chats. Here Homer WIDE-EYED WITH WONDER at actually lifting Proctor's Never s 
Reeve of Easy has a long talk with J. Cristadora, his New Or- Lift iron is W. H. Bond of Chicago. Looking but not lifting ar he 


leans distributor. G. A. Lubenow and Bob Sullivan. 


SALESMEN Earl Hurd, Ted Allen and Tom Lyons, all of Chicago 
and of Motorola, offered proof that company literature does 
get read. 


FASCINATED by his own company's product is H. W. Blakesiet 
district sales manager, who pushes a button to open or shut 
Zenith record player. 


GOOD THINGS about the ABC-o-Matic washer 
brings pleasure in the telling to ex-Governor Di- 
neen’s boy as well as to his listeners. 


LIKE MOST WOMEN, Merch's Martha Ale 
der was interested in labor savers. Demonstré® 
Kirby shows her Frigidaire’s washer. 
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COOLERATOR sales managers at the Merchandise Mart booth were: George Morton, Frank Ken- 
nedy, Wilson Abbott, Norman Peterson, Leonard King, George Wilson and Walter Claxton. 


CONTROLLABLE DRAFT of the Duo-Therm space heater is an 
SPEED QUEEN'S Joe Morris and sales manager Daniels must object of curiosity to Jerry Weiman of Hyland Electric Supply, 
have found plenty of buyers—or at least a good joke. Chicago. 


octor's Neve 
‘ot lifting are 


TALKING about the new Hoover products was hard on the 
voice of dealer relations manager Tom Kelly, so he resorted to 
an effective sign langage. 


mors Your 


‘ 


W. Blakesiet 
yen or shut 


CELEBRATING his 30th year in the washer business was Ed Ar- A SHORT COURSE in installing the Hamilton dryer interested BLOWING on his own fire is R. S. Atwill who sells Quaker Oil 
nett of Hammond, Ind., who worked in the Dexter booth. D. H. Davidson, Aurora, Ill., L. C. Smith, Pete Sampson em- Heaters in San Francisco. The kibitzer is unidentified. 
ployee, and M. J. Busch, Wis. 


s . 


WITH NO INTENTION of ironing those records, BEST APPLIANCE in the Westinghouse exhibit, A WASHER IN A WASHER is the pet of S. B. AMERICAN CENTRAL'S press agent, Bill Valen- 
Mrs. Jo Killeen, home economist for Conlon, em- according to Mrs. Vivian Overand, the company’s Welch, general sales manager for Horton. He tin, insured himself of the right kind of company 
Phasizes that you can learn to iron by records. home economist, was an electric fan. demonstrates the Kleenette, for doing small washes, with Lee Mucik, demonstrator of this new sink. 


Martha Ale# 
rs. Demonstre” 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


(CONTINUED FROM PAGE 1!) 


THE SOUTH 


(Continued) 


THE FAR WEST 


(Continued) 


and Louisville reported smaller deliv- 
eries on refrigerators, ranges and auto- 


i washers n the past three 
nonths Che iandising picture 
is changed also. Last month there 
was still plenty of evidence of con- 
sume resistance to prices but today, 
there is little if any. The consumer's 
ttitude s« s to be tha ices have 
t ypped i i irent art not 
going to do so in the immediate fu- 


He gripes but he buys. 
manufacturers have 
taken steps to correct what southern 


Few national 


dealers—like those in the West— 
believe to be discrimination in allo 
cation of merchandise The “you 
can buy it in New Jersey but you 
can't down here” attitude is heard 
Imost everywhere and some Florida 
dealers believe this so called dis 
crimination against southern and 


western dealers is responsible in part 

for the existence of black markets. 
rhe utilities which are still in the 

merchandising business, and _ the 


publicly owned power boards are con- 
ducting intensive campaigns for the 
sale of electric water heaters and the 
increase in sales has been notable all 
over the South These campaigns 


conducted despite the fact 
that the great demand for appliances 
has created heavy load problems for 
the supplying utilities At present 
the heaviest sales down here are in 
ventilation, refrigeration and _air- 
conditioning due to seasonal demand 
and to temperatures which hang con- 
tinually between 90 and 100. Home 
cezer sales also seem to have picked 

considerably in the past 30 days. 


Dealer Deaths Increase 


Dealer mortality took a new spurt 


in t ist month with closings re- 
orted highest in Mis ppi, Ken- 
tucky and Tennessee > of these 
close-outs were merely a change in 
ownership and others were effected by 
ombining appliance shops with other 
businesse However, the opening of 
new retail outlets—now spreading to 
jewelry stores, garages and drug 


stores like molasses on hot pancakes— 


offset the number of closings 


\ serious problem to dealers and 
holesalers alike is the scarcity of 
good working personnel in both sales 
ind sé ice fields Most dealers are 
tryme to tea what they can to 
whatever workers are available, and 
the help extended in obtaining good 
rie lovment and gov- 
ernmental agencies is not. great 
Many a it lealer simply tries 
to carry t ] by himself, working 
iro to surs¢ er iding 

the 1 ) custom 

ection ¢ the Sout! 
concern over future business 


ions. Dealers in South Georgia 


rt Florida believe a “reces- 
sion” is setting in in that area—in- 
deed, one of P nsacoias largest re- 


tailers says that city already is ex- 
periencing 


this group is in 
the minority 


every pessimist, 
of others whose 
Pollyannaish to 


there are 
views range trom 


mildly satisfied. 
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Portland area for the early months 
of the year were 30 percent above 
1946 figures, refrigerator deliveries 
124 percent up, and washer and ironer 
deliveries showed a definite improve- 
ment. Among the smaller appliances 
in this area, hand irons, space heaters 
and coffee makers had caught up with 
the demand. On the other hand, Wyo- 
ming dealers in some of the prosperous 
ranching areas of the state say they 
have not caught up on anything. 
Orders from 18 months to two years 
ihead of deliveries are not out of the 


Some of the ranges sold in the Spo- 
ne area during the first months of 
the year were small units, many of 


them ori 


inally intended for war hous- 
ing projects. Of these, one home serv- 
ice girl reports, many had missing 
switches or other defects. Wyoming 
and Montana dealers report a good 
deal of defective merchandise received 
from the factory, necessitating servic- 
ing before, or soon after, delivery. It 
is pretty difficult sometimes to collect 
on this from the factory. 


Selling Programs Slowed 


Continued shortages in transformers 
and distribution material threaten to 
‘ling programs. One Cali- 
fornia utility official warns that more 
steel must be allocated to this mate- 
rial, or appliance connections cannot 
be made. 


hold up 


Rural extension programs have been 
pushed through in most of the western 
states, in spite of shortages—and the 
abundance of money in farmers’ 
pockets makes the rural market one 
of increasing importance. Of the 
western states, there are a few where 
farms are so scattered, as in Nevada, 
or where holdings are on such a large 
scale, as in Wyoming, where consid- 
erable areas are not vet reached by 
electricity. Here bottled gas power 
plants are being put on the larger 
ranches—and electrical appliances sold 
to operate on this power. However, 
Wyoming is dotted with REA proj- 
ects under way or projected and sev- 
eral of the local power companies are 
extending their lines wherever density 
of population warrants. 

Variations are reported from vari- 
ous states in the West in the applica- 
tion of the ruling concerning the in- 
clusion of electrical appliances in 
In the eastern Washing- 
ton area new-house mortgages may be 


mortgages 


insured including ranges, refrigerators, 
dishwashers and garbage disposal units 
as security. In Idaho the FHA will 
not accept ranges, refrigerators or 
washers on the Title 2 mortgages. 
The “Package Mortgage” bill was 
killed in committee in the Colorado 
legislature, dealers opposing it on the 
that it would encourage by- 
of the retail store. Where 
appliances are included in mortgage 
security, it is not yet quite clear 
what can be done about repossessing 
should payments fall short. Or can the 
old appliance be taken out and a new 
one substituted on a new contract 
should the article become obsolete be- 
fore payments are completed? 


Time payment business everywhere 
is increasing. At the beginning of the 
year one western utility estimated that 
95 percent of all dealer sales in its 
territory were for cash. Now credit 
sales in most dealer stores mak: up 
about 75 percent of the total. One 
dealer from Arizona reports that ac- 
counts receivable have increased about 
70 percent since Dec. 31 and that he 
is again actively in the collection 
business. The accounts are not bad, 
but people seem to want to hang on to 
their money a little longer. 

Tucson Business Fair 

In spite of some weakening in the 
volume of early summer sales, word 
comes from Tucson that business there 


Washer 


Escalator Clauses Hit; 
Parts Commitee Named 


Escalator clauses in purchasing con- 
tracts which contain cpen price ad- 
justment provisions are dangerous, and 
“a contract calling for ‘price at time 
of delivery’ is a blank check for the 
vendor,’ round table participants 
agreed in a discussion of current man- 
agement-purchasing problems at the 
final session of the American Washer 
and Ironer Manufacturers’ Associa- 
tion summer meeting at Mackina- 
Island, Mich. 

Purchasing agents, suppliers and 
top management within the home 
laundering equipment industry turned 
in 163 questions on the mutual prob- 
lems of management and procurement. 
These were correlated to serve as the 
basis of a discussion in which H. Dana 
Chase, Chicago, publisher of Finish 
magazine, appearing in the role of 
purchasing agent and H. W. Mateer, 
publisher, ELectricaAL MEeRCHANDIS- 
ING, that of work manager, agreed on 
the importance of having the purchas- 
ing agent figure actively at the execu- 
tive level. George L. Meyer, Jr. vice- 
president, Stewart-Warner Corp., Chi- 
cago, and general manager of its 
Stewart Die Casting division and the 
Bassick Co., former director of pur- 
chases for Stewart-Warner and past 
vice-president of the National Associa- 
tion of Purchasing Agents, presided. 

The question-and-answer session, 
followed by an open forum discussion 
on today’s purchasing problems, was 
prepared by Mr. Meyer, Roy Stiles, 
Stewart-Warner director of purchases 
and Fred Heaslip, holding the same 
post with Fairbanks Morse & Co., 
Chicago, under the sponsorship of the 
Association’s special committee of 
suppliers, headed by Carl L. Huff, 
vice-president, Bliss & Laughlin, Inc., 
Harvey, Ill. 


Parts Committee 


Realizing that a committee dealing 
in the parts and service problems of 
the member companies would be of 
value, the American Washer and 
Ironer Manufacturers Assn. has ap- 
pointed the following to study the 
subject: C. L. Atkinson, Easy Wash- 
ing Machine Corp., chairman; T. F. 
Robinson, Automatic Washer Co.; 
F. W. Buelow, Barlow & Seelig Mfg. 
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is still on an even keel. June busi 
ness was probably the lowest s: 
this vear, due to decreasing shipments 
from suppliers. One dealer from that 
area reports that business as a whole 
for this year has been about 30 
cent above figures for the same period 
of 1946. 

Where dealer organizations are ic- 
tive, they are doing a good job in lilp- 
ing hold dealers in line against price 
cutting and in trying to establish some 
constructive policy on trade-ins. ‘| 
are planning joint community 
promotions in. their respective areas 
to further the sale of such slow ap 
ances as radios and water heaters and 
to introduce such new items as home 
freezers and FM radio. 


Makers at 


Co.; A. P. Smith, Bendix Home Ap- 
pliances, Inc.; F. E. Yenny, The Iron- 
rite Ironer Co.; A. B. Murray, The 
Maytag Co.; R. A. Simons, Nineteen 
Hundred Corp. 

The following subjects are being 
studied : 

1. Policy and results in connection 
with obsolescence of parts and meth- 
ods of obsoleting which have been 
followed up to date. 

2. Various plans of training dealer 
and distributor personnel with re- 
sults achieved. 

3. Advisability of back ordering 
parts with discussion of various meth- 
ods ot so doing. 

4. Plans which have been tried or 
considered to stimulate the sale of 
parts and service, such as use of the 
“self-serve” type of merchandising. 
5. Proper methods of distributing 
parts, such as through the product 
distributor only or by means of job- 
bers, with comparison of results ob- 
tained. 

6. Discussion of operating percent- 
ages such as gross profit, selling ex- 
penses and other data (no dollar fig- 
ures to be used) which would be a 
performance gauge for the various 
members. 

7. Methods of compensation or in- 
centive pay for members of organiza- 
tion to promote the sale of parts and 
service. 

8. Methods and results of selling 
parts in packages and assemblies. 

9. Discussion of non-genuine parts 
and methods of dealing with this 
problem. 

10. Companies’ service and parts 
organization, both internal and field, 
calling attention to any setups which 
have been particularly valuable and 
may be out of the ordinary. 

11. Description of parts catalog with 
methods of circulation, revision and 
additions thereto. 

12. Methods of replacing parts 
fective within warranty, includi: 
discussion of compensation to cus- 
tomer’s service organizations in suc! 
no-charge transactions. The policy 
fulfilling of warranty when equ 
ment has been purchased in a certain 
town and moved to a different terri- 
tory while still within the warranty 
period. 

13. Best method of distributing 
parts so that customers’ inventories 
are kept in proper shape. 
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Om that 


a whole 
30) 


SCENE of the summer meeting was Mackinac Island, Mich., where the only contact with the 


mainland is by ferry and people dress as they please. A LIGHT MOMENT during a meeting got appreciation from B. J. Hank, president of Conlon- 


Moore Corp., Dave Hays formerly of General Electric, and John Wicht, Blackstone. 


ome \p- 
‘he Iron- 
ray, The 
Nineteen 


re being 
nd meth- 


ave been 


ig dealer 
with 


ordering 
us meth- 


RELAXING from his duties of presiding over the meeting of COMPARING 


tried or supplies and purchasing agents was Carl Huff of Bliss & Laughlin. 


sale of 
se of the 
landising. 
stributing 

product 
Ss of job- 
‘sults ob- 


railroad tickets were K. F. Keefe of the ‘'Little ROY A. BRADT of Maytag and president of the American 
Giant"' and Ed C. Doll, vice-president of Lovell Mfg. Co. Washer & lroner Mfrs. Assn., expresses an opinion. 


percent- 
elling ex- 
lollar fig- 
yuld be a 


various 


on or in- 
organiza- 
parts and 


% 


emblies. PRESENT at the meetings were Dell Rizor of Dexter, Ed Ochler, THREE ON A MATCH holds no terrors for E. L. Farquharson of ACTIVE IRONER men were B. J. Hank, Conlon, H. A. Sperlich, 
une parts Briggs & Stratton, and Lou C. Upton, president of 1900 Corp. Universal, Earl Bridge of Norge and Fred Dechant, Armco. president of lronrite, W. R. Dabney, its general sales manager. 
with this 


of selling 


ind parts 
and field, 
ips which 
sable and 


talog with 


ision and 


parts le- 
includin 
| to cus- 
is in such 
policy of 
en equip- 
a certain 
rent terri- 
warranty 


istributing 
RETIRING Lou Upton, former president of the HIDDEN deep in a meeting audience was P. WINTERING in Florida seemed to agree with A CELEBRATED HUMORIST, M. A. Toussaint, 


inventor ics association, was presented with a silver tray in Eduard Geldhof of 1900 Corp. Discovered. he Art Labisky of Barton. vice-president of American Ironing Machine Co., 
@ppreciation of his service. smiled. turned a serious ear to speech makers. 
NDISING ELECTRICAL MERCHANDISING—AUGUST 15. 1947 PAGE 7 


3 
i) 


$18.95 List Price 
1.01 Fed Excise Tax 
$19.96 Total Fair Trade Price 


4 
Hew 
EASY-LIFT HANDLES! 


Curved to fit your fingertips. 
Safe... sure-grip... always 
cool to your touch! 


@For over 20 years, the greatest name... the greatest 
value ... the greatest consumer acceptance. And now a new 


“Toastmaster” toaster that is the result of years and years 


of Better Engineering . . . Better Production . . . Better 


Distribution and Better Advertising. 
Together, these factors make the new “Toastmaster” toaster a Better Value. People 
nation-wide know a great product and a great value. That’s why they have been willing, 
if need be, to wait for a ‘““Toastmaster”’ toaster. : 
By bringing out a new toaster under present material shortages, “Toastmaster” leader- J 
ship is demonstrated once again. Here’s further proof that you and your customers can 


always depend on ““Toastmaster’’* to be first . . . with the finest! 


SUPERFLEX TOASTIMER! 


Automatically compensates 
for voltage variations, gives 
you the exact color of toast 
you want... every time! 


Hew... 
POP-OPEN CRUMB TRAY! 


Push the button . . . tray 
pops open for easy clean- 
ing. A fingernail-saver if 
you ever saw one! 
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SPECIAL INTRODUCTORY DISTRIBUTION PLAN! 


EQUAL OPPORTUNITY FOR 


LL. All appliance retailers are now 
being given an equal opportunity to 
oad 3 of these new Toastmaster 
i toasters. We believe this Introductory 
} Plan is the fairest way for every dealer 
“to secure this new toaster. 


2 ENTIRE PRODUCTION WILL 


BE USED. The entire production of 
our plant will be used to fill all SPECIAL 
OFFER orders. These orders will be 
completed first before any toasters are 
shipped to distributors for stock. This 
is our pledge to you. 


3 GOOD FOR LIMITED TIME 


ONLY. Our SPECIAL OFFER is good 
only while displays last. We are allo- 
cating SPECIAL OFFERS to our distrib- 
utors equitably. Place your order now, 
before your distributor's allocation is 


gone. 


Neu 
TOASTMASTER Cart Display! 


A built-to-last eye catcher! Made of sturdy ply- 

wood and Masonite. Finished in rich, bright, 

washable lacquers. Smartly displays the new 

)“Toastmaster” toaster from all sides. Dimen- 
sions: 17” long, 21” high, 8” wide. 


SPECIAL OFFER “A” 


ary D; 
Consists of one “Toastmaster” cart display a * 


$6.50, plus three 1B14 ‘Toastmaster’ 
$12.12, plus $1.01 FederaL& 

List Price $18.95 
Price $19.96 ear 

Total cost of 
toaster pays for tf 


» Price | a 
m 
reatest 
fa new 
1 years 
Better 
3-DIMENSION 
People 
villing, Display! @SPECIAL OFFER “B” 
> RS It’s different . . . it’s Consists of one “Toastmaster” 3-dimensional display at the 
leader- & traffic stopper. Brighth special price of $3.25, plus two 1B14 “Toastmaster” toasters 
® colored and sturdily at your regular cost of $12.69, plus $1.01 Federal Excise 
ers can D made of plywood oun a Tax, Total $13.70 each. 
é : Ai ist price $18.95, plus $1.01 Federal Excise Tax, Total Fair 
Masonite. A jewel-like Federal Excise Tax, Total Fai 
setting that identifies 
alt Total cost of SPECIAL OFFER “B” $30.65. About half your 
profit on one toaster pays for the display. 
«chandise. Dimensions: 
, 17” wide, 18” high, 12” 
deep. ee New 
es 
st 
e! 
Propucrs Bas Company, Elin’ wm, 
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PHILCO Refrigerator 


Philco Corp., Philadelphia, 34, Pa. 


Mod No. 773 Advanced design re- 


trigerator 


Selling Features: Capacity 7.3 cu.ft.: 
new “summer-winter” control fo 
moist cold food compartment keeps 
perishable foods fresh; oversize 


Mode New Toastmastet 


Freezer Locker holds 32 lbs. frozen 
food with specially insulated door to 
prevent cold loss or outside conden- 


sation: separate shelf above trozen 
tood compartment for storing 4 
“easy-out” ice trays containing 56 
cubes; adjustable shelves permit 


more than 14 shelf arrangements; 
bulky foods and _ bottles easy to 
rea in 16.9 sq.ft. shelf area; sepa- 
rate vegetable bin holds 55 Ibs. non- 

irigerated foods; 2-glass-covered 
sliding crisper drawers for fresh 
vegetables and fruits; sliding meat 


ize drawer; porcelain interior 
and enameled exterior; Philco super 
power system; hermetically sealed 
power unit covered by 5-year guar 
arite 


handisiny, Aug. 15, 1947 


TOASTMASTER Toaster 


Toastmaster Products Div. 
McGrow Electric Co., Elgin, Ill. 


t N 

ctl il 

lu Superflex Toas 

that automat i ensat ) 
voltag Variations and guarantee 
pertect toast every time: big cool. 
easy-lift handles; a p pen hinged 
crumb tra lor easy emoval ot 
rumbs; operates on a.c. or d 
toast-taste selector an lhe set for 


light dark or in-between toast; 
smart styling. 
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HORTON Washer 


Horton Mfg. Co., 931 Osage St., 
Ft. Wayne, 1, Ind. 


odel: No, 482-P washer. 


‘elling Features: 9 \bs. dry clothes 


capacity special thermo tub of porce 
lain enamel! cushioned and sealed in 
double insulation 


between thermo tub and body which 


resilient rubber; 


is of baked enamel on steel; balloon 
rolls have adjustable equalized pres- 
sure, feathertouch roll release; 


wringer locks in any of several posi- 
tions; fingertip pressure selector; 
drainboards agitator 
finished with red Heresite plastic 
oating ; easy-to-see red rubber grip; 
white enamel steel shaft; precision 
built sealed mechanism; positive 
action quick emptying pump; 4 h.p. 
motor 

\lso available is model 482, same 
as 482-P without pump; and 486, 
same as 482-P with gasoline engine 
instead of electric motor. 


1 
non-splash 
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v 
MODERN Refrigerator 


U. S. Grant Supply Co., 1170 S. Hill St., 
Los Angeles 15, Calif., exclusive national 


distributor. 


Device: “Modern,” 22 cu.ft. refriger- 


ator, providing adequate space tor 
both frozen foods and normal re- 
Irigeration in one unit. 


Selling Features: 4 h.p. motor Freon 


refrigerant; baked enamel finish 2 
cu.ft. frozen food capacity; 2 extra 


large ice trays; porcelain drip pan; 


4-doors—chromium snap lock han- 
lles: adjustable chromium shelves; 
all steel and aluminum construc 
tion 
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PROCTOR Toaster 


Proctor Electric Co., 
3rd St. & Hunting Park Ave., 
Philadelphia, Pa. 


Device: No. 1481 automatic, pop-up, 


2-slice toaster. 


Selling Features: Oval in shape; 2- 


tone chromium shell; black phenolic 
resin base and color-control knob; 
lucite handles; Color-Guard thermo- 
stat automatically makes needed ad- 
justment in cooking time; will reheat 
cold toast without burning or dry- 
ing ; color-control knob is calibrated : 
“light, medium, dark,” and turns 180 
degs., may also be used to pop up 
toast manually; sliding crumb tray 
removes from rear for cleaning 
without unscrewing base; Duroc 
“grid-glo” elements, new type grill 
wires eliminate markings on toast: 
mechanical “heart” contains all 
mechanism and can be removed for 
easy servicing; 1000 watts; a.c. only. 
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MELL-O-CHIME Door Chime 


Mell-O-Chime & Signal Corp., 
119 S. Jefferson St., Chicago, 6, Iil., 


Not. sales representative: Haiheway & Co., 


75 Montgomery St., Jersey City, N. J. 


Vodel: “Vanguard”, 


Selling lreatures: Available in a duo 


long—tube styles—Vanguard 3 
and Vanguard 2; Vanguard 3 has 3 
long tubes, satin-smooth brushed 
brass 14 in. diam.; antique ivory 
astic housing with French gold 
tulip medallion; sounds 2 notes for 
front door, and one note for rear. 

Vanguard 2 is identical in design and 
tone with above except that it has 
2 tubes instead of 3; easy to install; 
operates on existing wire or any 8 
to 10 volt transformer; 9x41x23 in. 
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SWANSON Heater 


Swanson Tool & Machine Products /nc., 
Erie, Pa. 


Device: Swanson Pyr-O-Tube heate 
Selling leatures: Space leater with 
Nichrome elements enclosed in Py- 
rex glass tubes; gray finish, stain- 
less steel reflector and erill can | 
removed easily by releasing only 
one thumb screw; element con- 
structed to give out quick, lasting, 
penetrating heat; 16 in. high, 13 i; 
wide, 12 in. long. 
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KORD Stoves 


Kord Mfg. Co., Inc., 4510 White Plains 
Rd., New York, 65, N. Y. 


Vodels: No. 50-D, No. 51-D and Kor- 
dette. 


Selling Features: No. 50-D, 2-burn- 
ers; 1650 watts, 115 volts, a.c.. 6 


heats, high, low and medium on each 
burner; glazed brick or nickel plated 
cover plates; white baked ename 
black wrinkle or all chrome. 
No. 51-D, single burner model ; 1000 
watts, 115 volts, ac.; 3 heats; 
glazed brick, or nickel plated cover 
plates; white baked enamel or al! 
chrome. Kordette, 2-burner stove 
with cabinet; 1650 watts: 6 heats; 
high, low and medium on_ each 
burner; glazed brick element ; 2-oor 
cabinet; and pull out drip tray 
l:lectrical Merchandising, Aug. 15, 1947 
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FARNSWORTH Television 


Farnsworth Television & Radio Corp., 
Ft. Wayne, Ind. 


Model: GV-200 table television re- 


ceiver. 


Selling Features: New, improved 10 


in. picture tube; all-channel cover- 
age; standard broadcast reception 
optional; heavy duty 6 in. perman- 
ent magnet Alnico speaker; contin- 
uously variable tone control; bril- 
liant high-definition picture; illu- 
minated selector indicators; com- 
pact, modern cabinet finished in 
natural or blonde mahogany. 
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MOTOROLA Television 


Moforola Inc., 4545 Augusta Blvd., 
Chicago, 51, Til. 


Model: VIK-101 television consolette. 
Selling I’eatures: 10 tube screen; pic- 


ture area approximately 55. sq.in.. 
continuously variable tone control; 
13 channels; electro magnet speaker ; 
5 operating controls across front of 
cabinet ; 8 service controls; specially 
designed Motorola pre-selector and 
radio frequency amplifier eliminates 
inter-receiver interference; designed 
to eliminate picture “tearing” due to 
man-made interference; special fil- 
tering provided to eliminate interfer- 
ence from power lines; Antenna in- 
put system matched for 300 ohm 
balanced line and for 30 ohm 
shielded lead-in ; full vision dial scale 
with illuminated pointer indicating 
station selected and acts as pilot 
light showing set is turned on: mod- 
ern styling with matching overlays. 
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RCA VICTOR Radio 


RCA Victor Div., Radio Corp. of America, 


Camden, N. J. 


Models: 66X11 and 66X12 tables 


radios. 


Selling Features: AC-DC; 5 tubes 


plus rectifier ; built-in magic loop 
antenna; built-in ground; avec; 


ELECTR 


IA 


NEW RADIO PRODUCTS 


Golden Throat tone system; 2-point 
tone control; easy-to-read straight 
line tuning dials with pointer that 
frames calibration numbers: Model 
66X11 walnut finished plastic; 66X 
12, ivory plastic; both models have 
brass-toned, ornament in center of 
grill around which are concentric 
rectangular louvres. 
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PILOT FM Pilotuner 


Pilot Radio Corp., 37-06 36th St., 
Long Island City, 1, N. Y. 


Device: FM Pilotuner. 
Selling Features: FM translator that 


can be attached to any radio set or 
amplifier system giving FM recep- 
tion; 5-tubes plus selenium rectifier ; 
3-gang copper condenser for in- 
creased stability ; tuned RF stage for 
increased sensitivity; built-in FM 
antenna; precision velvet tuning; 
walnut cabinet, 8} in. wide, 6} in. 
high, 5} in. deep. 
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RECORDIO Radio-Phono 
Wilcox-Gray Corp., Charlotte, Mich. 


Model: “Manhattan” No. 6B45 small 


console Recordio to fit small apart- 
ments and limited space. 


Selling Features: Equipped with auto- 


matic record changer that glides 
out at fingertouch; makes record- 
ings from its own microphone or 
self-contained radio; 4 Plexiglas 
pushbuttons offer fingertip selection 
of microphone recording, radio re- 
cording, phonograph, radio or pub- 
lic address system; newly designed 
pickup arm contains sensitive crystal 
cartridge featuring replaceable, 
spring-action needle; storage space 
for approximately 25 albums; auto- 
matic shaving collector on recording 
arm; available in mahogany, desert 
blonde, or walnut. 
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GE Radio-Phono 


Receiver Div., General Electric Co., 
Bridgeport, Conn. 


Device: Model 45 Westchester Musa- 


phonic radio-phono. 


Selling Features: Equipped with chas- 


sis, record-changer and audio and 
speaker systems of Musaphonic; 
console cabinet of white ash with 
door panels decorated with individ- 
ual blocks of wood giving a woven 
lattice effect; both doors are full 
length, giving instrument modern 
lines and a high degree of operating 
efficiency ; left door opens to reveal 
roll-out phonograph drawer be- 
neath which is storage space for 
approximately 140 records; right 
door opens on radio control panel 
and Multiweave speaker grille of 
burnished decorative metal. 
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GAROD FM Consoles 


Garod Radio Corp., 
70 Washington St., Brooklyn, 1, N. Y. 


Models: Sherwood, 11F MP9, Chester- 


field 12FMP14. 


Selling Features: All three models 


have 3-bands, FM, AC and short- 
wave; Hardwick has added tone 
compensation in an entirely new duo- 
sonic speaker system; dual high- 
fidelity speakers; radio compart- 
ment at right hand side of cabinet 
features handy controls; 2-post 
automatic record player conveniently 
mounted in “hide-a-way” drawer at 
left, plays 10-12 or 12-10 in records; 
mahogany cabinet. 

Sherwood, cabinet of bleached ma- 
hogany has radio in right hand com- 
partment and automatic record 
player in a front sliding drawer at 
left; record storage is provided in 
bottom section. 
Chesterfield, equipped with duo-sonic 
speaker system including 2 dynamic 
speakers, radio compartment behind 
righthand door; record player in 
drawer at left, two lower compart- 
ments provide storage for records; 
mahogany finish. 
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PHILCO FM Radio Phono 
Philco Corp., Philadelphia, 34, Pa. 


Model: No. 1266 console radio-phono 


with FM standard broadcast and 
shortwave. 


Selling Features: Single-blade auto- 


matic record changer handles 10 or 
12 in. records; new built-in AM- 
FM-shortwave aerials; dual tube 
“Push-pull” beam pentode audio sys- 
tem; balanced field dynamic speaker ; 
authentic Georgian “decorator piece” 
cabinet with antique English brass 
hardware when closed, becomes 
latest in radio-phono combinations 
as sliding doors are opened. 
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SPARTON F.M. Consoles 


The Sparks Withington Co., 
Jackson, Mich. 


Models: No. 1005, 1006, and 1007, 


radio-phono consoles with FM. 


Selling Features: All models equipped 


with 8 tubes including rectifier; 
reception—built-in dipole an 
tenna; new “Giantenna” for broad- 
cast band; “Eterna-Gem” ruby 
needle; 2-post automatic record 
changer; new Sparton lucite es- 
chutcheon; Nos. 1006 and 1007, 
cabinets of hand rubbed mahogany 
veneers; No. 1005 cabinet in golden 
wheat finish, 
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PHILCO Portable Radio 
Philco Corp., Philadelphia, 34, Pa. 


Model: No. 360 portable radio. 
Selling Features: Superhet circuit 


with high-efficiency miniature tubes ; 
a “Baby Giant” dynamic speaker; 
built-in loop aerial; plays on planes, 
trains, boats; operates on a.c.-d.c. 
or battery; weather-resistant light- 
weight alligator grain luggage case; 
weighs 14 lbs. complete with bat- 
teries, 
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H.C. Little oil burning wall furnaces draw cool air in at the floor level and 
dis ge W air into the living zone on both sides of the partition they 
occupy, providing abundant warmth and uniform heat distribution throughout 
the entire he 


OIL BURNING 
WALL FURNACE 
ANNOUNCED BY 


Here is something new in oil heating — a compact oil furnace that’s 


really easy to merchandise. It comes from the factory completely 
assembled, is convenient to display and is readily installed. Originally 
created for small war houses and used with great success, the unit has 
been redesigned for quantity production and will be available in 


about 30 days. 


MANY ADVANTAGES Installation is made in a 17” partition wall 
or mantel, designed especially for the reception of the unit and for 
the stack or chimney which is placed immediately adjacent to the fur- 
nace. Advantages are: better heat distribution ; no wasted floor space ; 


neat, attractive appearance. 


OTHER FEATURES Very high efficiency . . . cleanliness . . . absence 
of noise... no moving parts to wear out .. . convenient heat control 
and the Underwriters’ Laboratories listing are added features of 


the H. C. Little wall furnace. 


SPECIFICATIONS BTU per hour input... 60,000. BTU per hour output... 45,000. Overall 
Height $1”. Width 8” ; Deptt 17”. Automatic operation with thermostatic con- 
trol and exclusive H. C. Little Electric Ignition, or easy manual control. 


H. C. LITTLE DEALERS TO GET FIRST UNITS Our present dealers 


have first call on these new units, but inquiries from Eastern and 


Midwestern territories will receive prompt attention. 


M-8,SAN RAFAEL, CALIFORNIA 


—, 
REPRESENTATIVES IN 18 PRINCIPAL CITIES 
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APPLIANCE 


NEW RADIO PRODUCTS 


MAGNAVOX FM Radio-Phono 


Magnavox Co., 2131 Bueter Rd., 
Ft. Wayne, Ind. 


Model: Magnavox Windsor radio- 
phono console with FM. 

Selling Features: Accommodates 3 
chassis, 1 each for FM, AM and 
shortwave; a power amplifier, 4 
speakers, 21 tube equipment; im- 
proved record changer with Mag- 
navox pianissimo pickup; storage 
for 250 records behind paneled 
doors; 4 speakers are coupled to a 
45 watt amplifier through a fre- 
quency dividing network; break- 
front type cabinet in antique finished 
knotty pine or genuine mahogany. 
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MOTOROLA FM Table Radio 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, 51, Ill. 

Model: 77XM21 FM table radio. 

Selling Features: Radar type tuner 
ior FM; built-in FM line antenna; 
Alnico 5 magnet speakers ; all minia- 
ture type tubes including 2 new 
9-pin miniatures with 2 dual pur- 
pose and 1 triple purpose type; full 
tuning range on FM; 88-108 mc; 
and 535-1620 kc AM; 2-way dial 
indirectly lighted; 2-tone brown and 
white plastic cabinet. 
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1947, 


PHILCO Radio-Phono 
Philco Corp., Philadelphia, 34, Pa. 
Model: No. 1260 radio-phono console. 
Selling Features: Equipped with 
Philco automatic record player sim- 
ilar to one used in the Philco 1201 
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table combination—just slide record 
in, it starts, plays and stops auto- 
matically, adjusting itself to a 10 or 
12 in. record; powerful superhet ra- 
dio; comes in a classic cabinet of 
African mahogany or blonde birch. 
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1947. 


WESTINGHOUSE Consolette 


Westinghouse Electric Corp., Sunbury, 
Penna. 


Model: No. H-171 Duo Consolette 
radio-phono. 

Selling Features: Features a “lift-out” 
radio and ample record storage space ; 
armchair-height, limed oak cabinet 
storage space for 19 albums provided 
with concealing door; gold-trimmed 
ivory-plastic radio can be lifted out 
and used in any room in house as a 
straight a.c.-d.c. receiver; 5-tubes 
plus rectifier; Westinghouse Plenti- 
Power circuit gives 3.5 watts un- 
distorted output for phonograph and 
3-watts for radio; bold calibra- 
tions; translucent butyrate win- 
dow; fluorescent plastic pointer; 12 
to 1 vernier cable drive for easy 
tuning; 68 in. permanent magnet 
dynamic speaker for push-pull out- 
put; single button control; auto- 
matic record changer plays 12-10 
in. or 10-12 in. records automati- 
cally; steel or sapphire needles may 
be used. 
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GAROD Radio-Phono 


Garod Radio Corp., 
70 Washington St., Brooklyn, 1, N. Y. 

Model: The Chairside 6DCP2 radio- 
phono. 

Selling Features: Includes standard 
and shortwave bands with handy 
recessed controls at top front ot 
cabinet; illuminated slide-rule dial 
faces listeners ; 2-post automatic rec- 
ord changer in a “hide-a-way” com- 
partment, plays 12-10 or 10-12 in. 
records; built-in record album com- 
partment for storage of 10 or 12 in. 
albums; mahogany finish with 
matching cloth grille. 
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) THE | CATALOG MESS! 


MARKET HIGHLIGHTS (Cont. from page 3) aba absind 
Neat from the customer's side! User has 
catalog data at correct reading angle 
tube short wave, FM-AM combina- show, in addition to their regular with both hands free. Binding in 1-inch 
tion. They featured a table combina- line or irons and toasters. W. H. sections permits instant pick-out and 
tion, 5-tube in wood and plastic cases Bond, district sales manager, says veplecement. Each section has its Loose Leaf 
place, cannot slide. To change sheets, ¢ talog Welders 
in the medium-priced brackets. Stew- their Sit Down” ironing setup is you handle only 1 section; section a 
art-Warner offered regular models, © still up in front. instantly removed and instantly y 
not expecting to bring out new mer- Hotpoint had their dishwasher in 
chandise until this fall. the new sink-disposal unit, and single ’ r 
unit with added improvements, a new 
. Kaiser Washers Versatile 6 cu. ft. refrigerator for small apart- 
. Appliance Industries had a waffle ments and homes, also 10 cu. ft. de- 
- baker, now fully automatic, and a /uxe model, three price models of 
f sandwich grill for immediate delivery, ¢lectric ranges, deluxe, intermediate 
k Kaiser-Fleetwings offered two cabinet 4nd low priced, and also an apartment 
| models and two chassis models for house range; in the laundry line, a 
fitting into kitchen cabinet setups of full skirt washer with new drain 
their new hydraulic dishwasher. Kam- Pump. Water heaters also made their 
kap, Inc., exhibited their Cinderella @Ppeatance, 15 to 82 gal. capacity 
portable clothes washer with stain- ‘%!7¢s, and too, a table top model, 30 
less steel tub and Lake States Prod- #4. cap. 
ucts featured their new Dishamatic Deep Freeze Division, Motor Prod- ! Save Time, Vompeor, Money? L J SIMPLEAS 
dishwasher which is said to be able to ucts, showed the models exhibited at | Do you use loose leaf data in buying, selling, speci- 
he earlie | and fe: » thei fying? Then you need EVER READY. Every cat- 
wash 95 pieces in one operation, Pak- earher show, and feature their | 
a 2 Seg . food insurance policy of one year, up alog sheet is instantly available and in place. No 
A-W ay ircezer, Schaefer, Inc., | delay, no annoyance, no chance to mislay any sheets 
thoughtfully handed out a home freezer © 9 , ee Free-Westinghouse is or to miss related sheets and items. Each section 
manual giving freezing and storing Sewing Machine have a new console holds one inch of punched sheets. Each section stays 
information and tables, edited by a model in maple, with no set delivery in place, yet is removed or replaced instantly. » 
University of Minnesota staff member, ‘ate. and Mrs. Audrey Edwards likes 9 Remove any single section for page replacement \ wa“ c 
. to show you their new carrying case %y without disturbing the balance of the whole set. 
At Merchandise Mart (which may be used as luggage) for ok EVER READY 3 lifetime built, handsome. Tens A. Open Section B. Replace sheet, 
. e ee .T of thousands in use. Order yours today! close section C. Replace section 
Eureka-Williz their portable machine. Toastmaster, 
in addition to the regular line of ions, ‘is time, and still_gives promi: ORDER TODAY! ALL SHIPMENTS EXPRESS 4 
vacuum cleaners, etc. They hope to nence to their 2-slice automatic toaster. . “ia enauais 1 
have their pop-up toaster (it’s silent exhibited same _...Ne. 12 EvER READY Holder, 15 in wide, 
iron and have a new pressure cooker | 121% in. deep, 5% in. tilt. Sturdy steel, 
te too) ior in 30 for delivery in the Telechron | deh Copacity, 12 sec: Att. of 
says Cincinnati regional manager Hill. tions. With wings and 2 sections: $5.65 Ea. 
National Sewing Machine show their Inc., in addition to regular line have 24. Lie No 12 Wie 4 
t new portable machine, } head size, for two new models, Minit-Master with | : — 29 in oe deep. Copac- 1 
limited delivery. Proctor Electric *itchen timer, and another with slant- 
featured their roaster with built-in better visibility. Two man- NOTE: Check Kalamazoo 4-post Ring Binder 3-post i 
tel clocks are scheduled for fall show- 
ed grill, shown also at the Philadelphia Co. pore MONEY BACK GUARANTE E! 
hand for the first time their iron with 
nes the four magic curves, the quad- 
iti- waffle iron that makes four waffles 
in- S$ at one setting, their waterproof and | 
ind EARCHLIGHT fireproof heating pad, also the new 
ra- S$ table-range with radio type heat con- 
ECTION trol. Silex Co. have same line as 
1 (CLASSIFIED ADVERTISING) previously shown, except Richfield 
aid model now available with plastic base, 
als and the pre-war 2-cup size now ready | S E R V | C E S 
to- for delivery. Florence Stove has 12 
-10 SELLING OPPORTUNITY WANTED new models in their line of oil-burning 
ati space heaters. Manning Bowman & ( 
nay WANTED PROJECT exclusive products by Co. have nothing newer than that ( ya changing circumstances of supply and demand are 
nation-wide Independent Dealers Electrical shown at the January markets. j SS Ice 
047 Appliance League. Write Ideal Sec’y., Fair- J . giving rise to renewed requirements for assurance 
port Harbor, Ohio. Everhot Broiler-Griddle Back as to 
Swartzbaugh Mfg. Co. advised their | * 
2 toga | PERFORMANCE ‘AND VALUE OF 
For Sal ediate Deli Everhot Broiler-Griddle set is now | 
acl | 
or Sale—Imm a very | back on the market. Apex Rotarex EL EC TRICAL EQUIPMENT 
Corp. showed their regular line and 
ELECTRIC MOTORS advise their new table-top Fold-A- | 
1,000—% H. P., 110 V, 60 1750 Matic ironer goes into production in Manufacturers, in increasing numbers are submitting their 
RPM Ball Bearing. Split” Phase July. Sessions Clock have added a products to ETL tests. Even those having adequate testing 
Resilient Mount , * | new banjo wall clock to their line, | 
Suitable for use on Ironers, Wash- and anticipate their new alarm clock facilities of their own, as well as those who lack them 
ers. Fans & Blowers.......... $21.50 | will go into production in October. | recognize the desirability of independent oppraisal of 
500—1/25 H. P.. 115 V. 60 cy. 1550 Camfield Mig. Co. offered same 
RPM Shaded Pole, Totally Enclosed, | toaster models as in previous markets. | performance. And the discriminating, responsible distribu- 
Fan Cooled, Round Bodied.$10.00 ea. | Waring Products expect their new | tor in either case seeks independent assurance of good 
FS-137 steam ironer in production later in , 
520 m. | year: General Electric Electronics Di- quality A favorable ETL report or an ETL certification 
: vision have a new cabinet model com- | 
— “ supplies assurance to those who sell 
bination, AM-FM, 6-band, and a new | PP 
television combination on exhibit. ond to those who buy 
Y. Coolerator offered a new small, 73 
adio- INDEX TO ADVERTISERS cu. ft. refrigerator with frozen food él 
AUGUST 15. 1947 storage compartment for small apart- 
dard ‘ ments, and have adapted their 500- 
andy Commercial Credit Corp....... 15 package farm freezer, by use of fixed Specializing in Technical Services 
Electrical Merchandising. Cover store use, according to those intent upon 
dia! to Wilson Abbbott. 
Norge showed three new models in GOOD @Q UALITY 
>: gas ranges, two in electric, a new 9 
pt Geneva Mfg. Co. ——.s ss 13 cu. it. refrigerator with cross-top ELECTRICAL TESTING LABORATORIES, INC. 
2 in. Little Burner Co, H.C......... 12 freezer, according to J. W. Webster, 2 East End Avenue at 79th Street, New York 21, N. Y 
with McGraw Electric Co., Toastmas- who came out of their Detroit terri- 
1947 markets. 
ISING 
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HAVE YOU HEARD... 


TELESIDE TALKS WORKING WIVES INCREASE 


No wonder all little boys want to \ppliance dealers may yet have to 
grow up to be President. President close during the day and open up 
lruman recently lered a $1,795 tele- at night if the present trend for wives 
vision set from the Allen B, Du Mont to work continues In 5,070,000 
Lal tori br the npanv a families, in 1946 both husband and 
' ed that it ' ese the set vife were gainfully employed. That's 
to the President for free. Mavbe now one-fitth of all the normal families, 
t President i \ Vi inc epresents al increase of 2,000,- 

de tall ‘ OOO working wives since 1940. Since 

i Ing t Won Bureau reports that 

firesides and th eptance of tele mothers with children under six tend 

ision sets a tire nily eart " to stay home, the remedy is obvious. 

une more po nown as teies1 

talkes SPERTI HONORED 

Dr. George F. Sperti, inventor of 

TURNABOUT sun lamps and cancer researcher, 

Should a political candidate for office tly ited with the 1947 
Christian Culture Award of Assump- 
take the stun mp etearavaeis po- tion College, Windsor, Ont. 
nent, Most people vimit to some 
surprise. The citizen CANINE CLEANERS 
thing of a simila ece 
the Pow tikes Co. Newly publicized uses for the 

wd a 17-page ‘klet extolling the vi un cleaner include the cleaning 
irtues of oil over electricit ido, the hair-covered, four-footed 
esting The reason: overloaded riend of man Manufacturers say 

wer facilities during cold snaps wit the small hand model—cleaner, not 
Mowe os The (log—will remove all loose hairs, thus 
ompany said that about 77 days in the keeping hairs off the furniture. Dogs 
ear are cold enous vith the instincts of clubmen are 
lians drag out every gadget that will said to enjoy the gentle massaging. 

“luce a B.T.U. and that it would We feel that housewives should be 
ave to increase its facilities about 7 varned, however, not to try this 
times to meet the demand for alequate method with Chihuahuas, because if 

ice heating modern cleaners are as strong as 

their advertising, you'll end up with 
REPORTS CITED i dog in the dust bag. 
1946 a MORE INCOME 
ve Despite the present shorter work 
ed t t Sevent week than we were wont to see in 
\r kk ) Su | ) var time, Ewan Clague. head of the 
lt orld | Bureau of Labor Statistics, reports 
\ t M | elds S it average weekly earnings in May 
Co., H Master Electric vere up to $48.86 even, higher than 
Co., Nat re Cook Co March's $47.72. The average work 
Noma | t Co , Sunbear ve as 40.4 hours in the fifth 
Corp. In the final to he con month, compared to 46 or 47 during 
leted by 1 Scpte rie nt the the war, which should leave more 
seven wl tive vest an vill time for consumers to trot round to 
he awa tin t In- the neighbo hood appliance dealer 
istry,” and spend more money. 
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CHEERIO CONTEST 


Avid readers of Metropolitan 
Comics, Puck Comics, and equally 
avid listeners to the Lone Ranger, 
Famous Jury Trials, and the Green 
Hornet stand to reap the rewards of 
their interest in life’s finer things 
with the recent announcement of a 
General Mills contest. Promoted by 
General Mills in the interest of its 
breakiast food, Cheerios, the contest 
offers 200 Webster-Chicago model 
80 wire recorders (retail value, 
$149.50) and dealers will be on hand 
in many grocery stores to demon- 
strate the recorders. If many of 
these recorders fall into the hands of 
youth we may expect to have “Hi-yo 
Silver” recorded for all eternity. 


SALESMAN'S SALESMAN 


G. T. Morrow, vice-president in 
charge of sales of Curtis Lighting, 
Inc., was recently elected president of 
the Chicago Sales Executives Club. 


ON THE TOWN 


So successful at creating good will 
in Clarissa, Minn., was J. Fay Hall, 
proprietor ot Hall Electric, that the 
townspeople wouldn't let him leave. 
Mr. Hall had only been in business 
six months when fire destroyed his 
store. The neighborly citizens kicked 
in with the dough to replace his 
business and even ran a good big ad 
emphasizing their support and express- 
ing the hope that he would reopen. 
He’s still in Clarissa. 


FAIR EXCHANGE 


Art Labisky of Barton not so long 
ago found that the promise of a few 
washers was enough to cause a Florida 
dealer to haul his car all the way to 
Wisconsin in a truck. Art wanted his 
automobile sent back and the dealer 
wanted the privilege of filing up that 
truck with machines. 


56 VARIETIES 


Rivalling the Heinz Co. with its 
“57 Varieties’ was Miss Dorothy 
Deputy of Deputy & Butler who re- 
cently won the prize offered sales 
personnel by the El Paso Electric 
Co. for thinking of the most uses for 
hot water. Miss Deputy thought of 
36 and, incidentally, sold 16 electric 
water heaters during contest 
month of April. Only 54 were sold 
in the whole El Paso system. 


BASEBALL AND VIDEO 


The Bulletin of the Electric Insti- 
tute of Washington recently an 
nounced that NBC’s new televisior 
station in the D. C. area was on the 
air and that it would broadcast base- 
ball games by right of having shelled 
out $10,000 for the privilege. De- 
bating the possible effects of television 
on ball park gate receipts, the Bulle 
tin has this to say: 

“We predict television won't affect 
attendance, unless it be to make it 
better. People don’t go to the bal 
game to see the players play or 
because it is an irresistible game 
They go to be in the crowd; to get 
into the spirit of mass hysteria; so 
they can personally yell: ‘You bun 
who told you you could play hall 
It’s the old American system. Sit 
a fan down in an elegant park all 
by himself with two of the greatest 
teams in the world locked in a death 
battle and he would be bored to 
death. He wants crowds. People 
will watch television, to be sure, just 
as they read baseball in the news 
papers. But neither television nor 
anything else will ever take the place 
of floating among the crowd; hear- 
ing the yells beside you; dishing out 
a few insults along with compli- 
ments to the players; and = eating 
peanuts. It’s probably a good thing 
for television, too. If it did take 
away the fans from the box office, 
hall games would not be televised 
long. There is plenty of room for 
both. Ball club owners will find that 
out before this year is over. And 
we might mention that no true hase- 
ball fan will content himself with 
sitting at a television set and ex- 
pounding his knowledge of the game 
to his own family. He wants an 
audience to benefit by his vast store 
of knowledge and keen analysis of 
what the pitcher should have done 
if he had been smart. What do you 
think he pays a buck-fifty to get in 
for? Just to watch a ball game?” 


RULE SYLVANIA 


Fortune magazine, in an_ article 
about Sylvania Electric Products Co. 
in its May issue, says that the com- 
pany is the only one besides G-E 
and Westinghouse to flourish in the 
rugged competition of the electric 
lamp and radio business. The article 
calls it “upstart Sylvania” and says 
it is the third largest producer of 
incandescent lamps in the nation. 
Pretty good for an upstart. 
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“CLANCY ALWAYS MAKES A HIT WITH HIS DEMONSTRATION.” 
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